Advertising Age ‘ 


Entered as second-class matter Jan. 6, 1932, at the post office, Chicago, Ill., wnder the act of March 3, 1879. Copyright, 1956, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


May 28, 1956 

Volume 27 * Number 24- 
15 Cents a Copy « $3 a Year 
CHICAGO 11 « Published Weekly at 
200 E. Illinois St. - DE. 7-5200 

NEW YORK 17 

480 Lexington Ave. + PL 5-0404 


BBDO, D-F-S Gain’ 
As Esty Resigns 
General Mills | 


MINNEAPOLIS, May 24—William 
Esty Co., New York, which joined | 
the General Mills family of adver- 
tising agencies some three years 
ago, has resigned its accounts, val- 
ued at something less than $2,000,- 
000 annually. 

Esty was originally signed to 
handle Sugar Jets, one of General 
Mills’ first entries in the pre- 
sweetened cereals field. After that, 
it acquired the Softasilk flour and 
O-Cell-O sponge accounts. 

Now General Mills is in the pro- 
cess of reassigning the accounts 
within the agency family and ex- 
pects to have the transfer made be- 
fore the summer is out. Two of the 
assignments have already been 
made: Dancer-Fitzgerald-Sample 
will be appointed to handle O-Cell- 
O, and Batten, Barton, Durstine & 
Osborn will get Softasilk. 

The Sugar Jet account has not 
yet been assigned, but reportedly 
it will go to Tatham-Laird. 


® According to James Fish, Gen- 
eral Mills advertising director, the 
Esty move represents a “consoli- 
dation of our accounts within four | 
of our existing agencies” (the 
fourth, in additon to those named, 
is Knox Reeves Advertising). It 
is apparently a continuation of a 
process which started last year 
(Continued on Page 8) 


developments in the newspaper 


on Page 58. 


since 1951, plus tables showing 


and 90. 


Newspapers: How They Did in 1955 


Starting on Page 53, ADVERTISING AGE presents its annual re- 
port on newspapers as an advertising medium and traces new 


Included in this issue is the Bureau of Advertising’s annual 
tabulation of individual advertising expenditures, broken down 
by product, of all national newspaper advertisers investing $25,- 
000 or more in the medium during 1955. This tabulation starts 


Also included in this issue is a tabulation showing what each 
newspaper advertiser on the 1955 list has spent in newspapers 


paper advertisers and what they spent and (2) the top 100 
advertisers in four major media—newspapers and newspaper 
sections; general and farm magazines; network tv and outdoor. 

In recognition of the constantly growing value of r.o.p. color 
in newspapers to advertisers, AA has prepared a special set of 
statistics that show where and on what basis the advertiser can 
buy run-of-paper color. The tabulation appears on Pages 88 


industry during 1955. 


(1) the top 100 national news- 


Distribution ‘Revolution’ Incites 
Fracas at ‘Chicago Tribune’ Forum 


Panelists Tie Into 
Sears, Roebuck Sales 
Methods and Mark-Ups 


Cuicaco, May 23—Distribution, 
and especially retail selling tech- 
niques, turned out to be the turbu- 
lent subject at the annual Chicago 
Tribune forum on distribution and 
advertising this week. 

The two-day forum (the Trib- 
une’s seventh) consisted of three 
different panel sessions—on con- 
sumer attitudes and motivations; 
on distribution, and on “creativity 


Anti-Trust Suit Notwithstanding 


15% to Agencies Won't 
Change, Media Report 


AA Editors Check 
300-Plus Media in 
22 Cities on Intentions 


Cuicaco, May 23—It can be 
stated categorically that the anti- 
trust suit against six associations 
im the advertising business will 
have no immediate effect on the 
established system of agency com- 
pensation, so far as media are con- 
cerned 

A check made by ADVERTISING 
Ace with more than 300 mag- 
azines, newspapers, farm publica- 
tions, business papers, radio and 
television stations and networks, 
outdoor advertising spokesmen 
and others, reveals that all of 
them plan to continue to offer 
agency commissions to agencies 
which they individually recognize, 
on exactly the same basis they 
have always done. 

AA’s editors also tried to find 
out if these media are prepared to 
give the 15% discount to advertis- 
ers who place their advertising di- 
rect. Here, too, AA found near 
unanimity. Print and broadcast 
media retorted they had no inten- 
tion at this time of extending the 
commission to the direct advertis- 
er, almost always pointing out that 
the service the agency renders 


them in preparing good ads and 


handling other details justifies the 
15%. 


s AA found a few media chary of 
making any statement on the rec- 
ord, because they felt that the 
legal angle is still uncertain. How- 
ever, almost all of these reported 
off the record that they will con- 
tinue with the 15% commission 
(Continued on Page 134) 


Atlanta Dailies’ 
Linage Sags as 
Newsprint Fails 


ATLANTA, May 23—The news- 
print shortage and resultant ra- 
tioning of advertising brought a 
“staggering linage loss” last month 
to the Atlanta Journal and the 
Atlanta Constitution. 

“Rationing resulted in precipit- 
ate drops in retail and classified 
linage for the month of April,” 
according to a story in the current 
“Headliner,” house organ of the 
Journal-Constitution. “In _ retail, 
the Journal suffered a loss of 14,- 
400 inches, from 100,966 to 86,566, 

(Continued on Page 4) 


‘in communications.” 


But it was 
the distribution panel which found 
the most to contend over. 

The lively session on “Revolu- 
tion in Distribution” was conduct- 
ed by a panel moderated by J. 
Kenneth Laird Jr., president of 
Tatham-Laird. Panel members 
included E. M. Braden, general 
sales manager of Chrysler divi- 


| sion, Chrysler Corp.; David F. Lea- 
|hy, manager of State St. store of 


Sears, Roebuck & Co.; Earl A. Mil- 
ler, vp of stores’ merchandising- 
(Continued on Page 133) 


ABP Sets Promotion, 
Scholarship Plans 
at Annual Meeting 


Hor Sprincs, Va., May 25—As- 
sociated Business Publications cele- 
brated its 50th anniversary here 
this week by laying tentative plans 
for an intensified promotion pro- 
gram and a possible scholarship 
plan to encourage more effective 
college education for business pa- 
per publishing. 

Plans for redefining the scale of 
members’ dues and for establishing 

(Continued on Page 137) 


$10,000,000 ‘Satisfies’ ... 


Chesterfield Account 


Switches to 


Anti-Trust Suit 
Ends in Flurry 
Of Judgments 


Final Four Defendants 
Sign Consent Decrees 
Much Like ANPA Version 


New York, May 22—Four pub- 
lishing associations today signed a 
consent decree, thus terminating 
the civil action brought against 
them and two other associations by 
the Department of Justice more 
than a year ago. 

The associations involved in to- 
day’s action were the Periodical 
Publishers Assn., the Agricultural 
Publishers Assn., Associated Busi- 
ness Publications and the Publish- 
ers Assn. of New York. The two 
other defendant groups had signed 
previous consent decrees, the 
American Assn. of Advertising 
Agencies early in February, and 
the American Newspaper Publish- 
ers Assn. four weeks ago. 

Except for minor modifications, 
the decrees filed today are iden- 
tical with the ANPA decree, and 
three of them—those involving the 
PPA, APA and ABP—are identical 
with one another (see complete 
text below for variations from the 
ANPA decree). 


® Under the consent decrees, the 
signers are restrained from: 

1. Establishing or stabilizing 
agency commissions or attempting 
to do so 

2. hkequiring, urging or request- 
ing any advertising agency to re- 
frain from rebating or splitting 
agency commissions 

3. Requiring, urging or request- 

(Continued on Page 137) 


Last Minute News Flashes 


Armstrong May Name Biow Successor Next Week 
New Haven, May 25—Armstrong Rubber Co. is expected to select a 

new advertising agency to succeed the Biow Co. next week, from a list 

of finalists which includes Dancer-Fitzgerald-Sample, Lennen & New- 


ell and Norman, Craig & Kummel. 


Norman, Craig Gets Lambert-Hudnut Products 


New York, May 25—Norman, Craig & Kummel has been appointed 
to handle four new major products and the Sportsman line of men’s 
toiletries, by the Lambert-Hudnut division of Warner-Lambert Phar- 
maceutical Co. The new products will be marketed within six to nine 
months with “very sizable budgets,” according to the agency. The 
Sportsman line formerly was handled by David J. Mahoney Inc. 


Moore Led Group Attacking Networks, Says NBC 


New York, May 25—NBC has charged Richard Moore of KTTV, Los 
Angeles, with fronting film syndicators’ organized attack on the tv net- 
works. It was asserted that the aim of the group, which NBC said in- 
cludes Ziv Television Programs, Television Programs of America, Of- 
ficial Films, Screen Gems and RKO Teleradio Pictures, is “to create 
a vacuum in the existing service so that they can fill it with their own 
product.” The NBC statement was submitted to the Senate commerce 
committee in rebuttal to Mr. Moore’s earlier charges that tv networks 
control so much station time that advertisers are at their mercy (AA, 


(Additional News Flashes on Page 137) 


April 2). 


McCann 


Plum Plucked from C&W 
Is Agency’s Second in 9 
Months—Sequel to Coke 


New York, May 24—McCann- 
Erickson, which just nine months 
ago logged in the fabulous Coca- 
Cola account, today put another 
beside it—the $10,000,000 Ches- 
terfield account of Liggett & 
Myers Tobacco Co. 

It was the second major cig- 
aret change in three months. Phil- 
ip Morris in February halted a 23- 
year relationship with the Biow 
Co. to move its $8,000,000 account 
to N. W. Ayer & Son. Chester- 
field had been with Cunningham 
& Walsh and its predecessor, New- 
ell-Emmett, for 37 years. 

For McCann-Erickson it repre- 
sented a double triumph; when, a 
few months ago, Madison Ave. 
buzzed with the word that Liggett 
& Myers was dissatisfied with the 
agency (Cunningham & Walsh) 
that had served it for more than 
three decades, McCann execs de- 
nied the rumor that the big cig- 
aret account was on the move. This 
week, it became a fact. Within a 
nine-month period, McCann had 
racked up two of the best accounts 
—Coca Cola and Liggett & Myers’ 
Chesterfield. 


® To understand the significance, 
one has to plumb the cigaret busi- 
ness. For many years Liggett & 
Myers operated as if it were sep- 
arated from the rest of the tobacco 
business. Where other cigaret 
(Continued on Page 8) 


At NIAA Meeting... 
Hourly Wage 
For Agencies Is 
Rubel Suggestion 


Don’t ‘Enslave’ Creative 
Talent, Psychiatrist Kohn 
Tells Industrial Admen 


For other news of the NIAA 
convention, see story on Page 2. 

Cuicaeo; May 23—Advertising 
agency compensation based on an 
hourly pay-rate system was pro- 
posed before industrial admen 
here yesterday by Ira W. Rubel, 
financial expert on ad agency op- 
erations. 

Addressing the National Indus- 
trial Advertisers Assn. meeting, 
Mr. Rubel said the hourly pay- 
rate system, “can be used to com- 
pare the cost of doing the work in 
the advertiser’s own shop with 
the cost of having it done on the 
outside. This same measure can 
be used to compare the commis- 
sion compensation an agency re- 
ceives with the value of the serv- 
ices as computed by the hourly 

(Continued on Page 8) 
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At NIAA Meeting... 
Give Admen More 


Management Say: 
U.S. Steel's Austin 


Cuicaco, May 21—The rise of 
marketing and distribution as 
management’s number one prob- 
lem today means that advertising 
managers must now play a more 
determining role in business man- 
agement...that advertising man- 
agers now have responsibilities in 
management, not just to manage- 
ment. 

This assertion was made here 
today by David F. Austin, execu- 
tive vp of U.S. Steel Corp., who 
keynoted the 34th annual confer- 
ence of the National Industrial 
Advertisers Assn. being held here 
this week. 


® Defining the new responsibil- 
ities of advertising in the market- 
ing process, Mr. Austin set down 
these five specific purposes: 

1. To inspire enthusiasm among 
salesmen for the product and to 
give them a sense of pride in their 
company’s activities. 

2. To reach, via media, more 
people who buy or influence buy- 
ing. 

3. To reach selected markets ef- 
fectively at the lowest possible 
cost. 

4. To furnish the sales organiza- 
tion with sales material that will 
speed up their calls and make each 
call more effective and productive. 

5. To get maximum mileage 
from advertising through proper 
utilization in merchandising. 

Conceding that this is a big or- 
der, Mr. Austin pointed out that 
the marketing task now before the 
adman is a great opportunity for 
him, an opportunity that means he 
must adjust and broaden his 
sights. “He must realize that his 
part in the marketing process is 
that of communication,” Mr. Aus- 
tin emphasized. “His job is telling, 
not selling.” 

Some admen, Mr. Austin noted, 
will regard this marketing concept 
with suspicion, and with fear of a 
lessening of their responsibilities 

(Continued on Page 34) 


FTC Rules It Can 
Judge Radio-TV Ads 
By Health Insurers 


WaAsHINGTON, May 22—While the 
members of the Federal Trade 
Commission split on the amount 
|of control they can exercise over 
advertising by health and accident 
insurance companies, they agreed 
today that they have sufficient au- 
| thority to regulate advertising by 
insurance companies on radio and 


| For the second time in less than 
a month, Chairman John Gwynne 
;and Commissioner Lowell Mason 


|dissented from a commission de- | 


‘cision holding that FTC has full 
| power to act against false and mis- 


| 


|leading advertising disseminated | 


|by insurance companies. Despite 
their dissent, however, they said 
they concurred with the majority 
to the extent that radio and tv 
advertising by the insurance com- 
panies may be beyond state con- 
trol. 

As it considers false advertising 
cases which are pending against 
35 insurance advertisers, FTC has 
divided over the meaning of the 
McCarran-Ferguson insurance act. 
The minority supports members of 
the insurance industry who say 
FTC is precluded from regulating 
activities of insurance companies 
that are subject to the jurisdiction 
of state insurance commissions. 


s The majority, by 3-2 vote, said 
in a key opinion last month that 
the commission and the states have 
concurrent jurisdiction of adver- 
tising by the insurance companies. 
In today’s decision, the commis- 
sion put aside an initial decision 
by a hearing examiner who said 
FTC’s jurisdiction over advertising 
|of Federal Life & Casualty Co., 
| Battle Creek, is confined to activi- 
| ties in the states of Rhode Island, 
| Mississippi and the District of Co- 
|lumbia. The commission returned 
the case to the examiner with in- 
structions to proceed on the basis 
that it has authority to regulate 
advertising in interstate commerce 
regardless of state regulations cov- 
ering intrastate advertising. 
| Last month FTC’s majority took 
|a similar position, reversing an in- 
|itial decision which limited its 
jurisdiction over the American 
Hospital & Life Insurance Co., San 
Antonio. 


Grab TV Time Before National Advertisers 
Take it All, Syndicator Warns Local Admen 


Los ANGELES, May 23—-Local ad- 
vertisers should act quickly to es- 
tablish time franchises or they 
may find themselves frozen out of 
tv, Bruce Eells, vp, Television 


Programs of America, told the 
Hollywood Ad Club here this 


| week. 


“While national and regional ad- 
vertisers are rapidly increasing 
| their tv expenditures, local spon- 
sors are failing to take over valu- 
‘able franchises as they become 
lavailable,” the film syndicator 
said. “Inevitably,” he added, “this 
| will result in loss of sales locally 
for those businesses which by-pass 
the nation’s top selling medium— 
video.” 

Mr. Eells pointed out that TvB 


© | estimates indicate national adver- 


¥ 
¥ 


JAMES €. McCARTHY is resigning 
June 1 as dean of the college of 
commerce of Notre Dame Univer- 
sity, after 30 years in the post, to 
become vp in charge of education 
and public service programs of 
Gerity Broadcasting Co. He also 
will establish his own manage- 
ment-consultant business and will 
continue as a member of the board 
of Gerity-Michigan Corp. 


» | tisers are buying spot and network 


tv at the rate of $800,000,000 a 
|year. He said that only 20% of 
ithe dollars grossed by television 


+ | come from local advertisers—a fig- 


ure he called a “perilous imbal- 
ance.” 


s The TPA executive concluded: 
“The incongruous thing, though, 
is that all buying is local. You 
don’t go to Detroit for your new 
jcar or to Cincinnati for a fresh 
|bar of Ivory soap. As tv time be- 
|comes scarcer, the local business 
|man who uses this medium will 
be the one to survive. Those who 
do not may fail.” 


‘National Geographic’ Expands 

National Geographic plans to 
open offices in Los Angeles and 
San Francisco on or before Oct. 1. 


eo ltt 
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St. John Clooney 


Volkwein 


roSY—At a Hollywood press preview, Rosemary Clooney, with a 

new spot film tv series for Foremost Dairies, talks happily with 

Dick St. John, vp of Guild, Bascom & Bonfigli, agency for the 

sponsor. E. L. Volkwein, vp of Foremost, shares in the rosy atmos- 
phere. The program will be seen on 57 stations. 


Advertisers See Multi-Page 
Multi-Product Ads as New Trend 


New York, May 23—The idea! 


that in unity there is strength 
seems to have been acquiring new 
meaning and new popularity 
among advertisers recently. This 
is evidenced by the increasing 
number of multi-page combination 
ads now appearing in magazines, 
featuring several products pro- 
moted through a common theme. 


More Newsprint 
Price Jumps by 
Autumn Are Seen 


New York, May 24—Price hikes 
of $5 to $10 a ton on book paper 
by mid-summer and higher prices 
on newsprint by fall are predicted 
in the local paper market by job- 
bers and some mill representatives. 

Three reasons are cited—higher 
production costs, continued vigor- 
ous demand and inability of mills 
to build up a backlog. 

International Paper Co. has just 
agreed to a 13¢ per hour wage in- 
crease for paper workers in its 
mills in Alabama. This is ex- 
pected to set the pattern of wage 
increases for about 26,000 paper 
mill workers in the South. The 
wage agreement made by the lar- 
gest paper mill also calls for 5% 
increase or a minimum of 9¢ an 
hour next year for members of the 
International Brotherhood of Pulp, 
Sulphite & Paper Mill Workers, 
International Brotherhood of Pa- 
per Makers and _ International 
Brotherhood of Electrical Workers, 
all AFL-CIO unions. 

In Canada, several newsprint 
mills have signed wage contracts 
with labor unions calling for a 12¢ 
an hour wage increase with an ad- 
ditional 5% increase in 1957. A 
total of 35 mills have signed new 
contracts. 


® Another cost factor confronting 
paper mills in Canada is the ap- 
plication filed May 15 by the Rail- 
way Assn. of Canada with the 
board of transport commissioners, 
requesting a general 15% freight 
rate increase to offset an 11% 
boost in wages and fringe benefits 
granted 150,000 non-operating 
railroad employes. The board will 
begin hearings June 11. 

Currently, the local paper mar- 
ket is relatively quiet. Newsprint 
in the gray market is still in ac- 
tive demand, but prices are not as 
firm as a month ago. Quotations 
of $200 a ton f.o.b. mill have been 
made recently on 100-ton lots for 
delivery within two weeks. Aus- 
trian newsprint is available at 
about $190 a ton for delivery with- 
in 60 days at East Coast ports. The 
current contract price of most mills 
is $131 a ton delivered here. 


only an occasionally used novelty, 
but it has blossomed into some- 
thing of a trend. Opinions about its 
future range from those of pro- 
ponents, who say it’s “a natural 


development of the times, with an | 


unlimited future,” to more doubtful 
admen who claim the trend “has 
about reached its peak and by the 


|}end of 1956 will start to slide off.” 
Until recently this technique was | 


However it may be, there is una- 
nimity about the problems com- 
bined ads pose. Primary among 
these is finding a really common 
theme into which all products in- 
volved fit naturally. Added to this 
is the task of getting the right 
product manufacturers interested 
and selling them and their agencies 
on the idea. 


® The $64 question for the adver- 
tiser is, of course, whether com- 
bined advertising is more effective 
than the single-page plug that the 
advertiser’s money could other- 
wise buy. Some say it is more ef- 
fective because (1) a single-theme 
spread offers joint advertisers more 
net punch for each than a single 
page would, (2) a combined ad as- 
sures an advertiser that his page- 
(Continued on Page 130) 


WNR Publishes 36th Annual 
‘Directory of Weekly Papers’ 

Weekly Newspaper Representa- 
tives, New York, has published 
the “WNR 1956 National Directory 
of Weekly Newspapers.” This 36th 
annual edition shows rates of all 
paid circulation weeklies in the 
U.S., Alaska and Hawaii. Fifty 
new listings appear in the direc- 
tory, bringing the total number of 
weeklies in the U.S. to 8,478, with 
a combined circulation of 18,529,- 
199. Average circulation per pa- 
per is 2,188. 

Also included in the volume, 
obtainable at WNR’s general of- 
fice, 404 Fifth Ave., for $10 a copy, 
are state maps, market informa- 
tion, policy on alcoholic beverage 
advertising and mechanical data. 
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‘A Misunderstanding’ ... 


Canadian Drama 


Exec Withdraws 
Plug for Calvert 


Gov. Gen. Massey Nips 
Promotion, But Effort 
Netted Publicity Aplenty 


Ortawa, OntT., May 22—The ad- 


of his product on the lips of a na- 
tion was realized this week. 

The public furor created by a 
plug for Calvert Distillers Ltd. 
contained in a letter written by 
David J. Ongley, president of the 
Dominion Drama Festival, claimed 
choice spots on the front pages of 
levery Canadian paper for four 
|days in a row. 

Mentioned in each story, of 
course, was the Calvert name. 

Mr. Ongley wrote the letter on 
Dominion Drama Festival letter- 
head and addressed it to 3,000 sup- 
porters of the showpiece of Can- 
|ada’s amateur theater (AA, May 
1/14). 

In his letter, Mr. Ongley quite 
candidly chided the members for 
not doing enough for Calvert’s, 
which gives the festival some $25,- 
000 a year. He exhorted the mem- 
bers to support the products of the 
distillery and to encourage their 
friends to do likewise. 


|@ This kind of talk didn’t sit well 
with some members of the United 
Church of Canada, many of whom 
are supporters of the festival. Rev. 
Ernest Long, of Toronto, secretary 
(Continued on Page 4) 


Canada Ad Spending 
Hit $400,000,000 in 
‘54, Government Says 


ToRONTO, May 22—Almost $400,- 
000,000 was spent on advertising 
in Canada in 1954, according to the 
final report of a special survey 
by the Dominion Bureau of Statis- 
tics. It contains revisions of pre- 
liminary figures issued Dec. 30, 
55, with additional detail. 

Actual expenditures stood at an 
estimated $397,062,000 in 1954— 
almost four times as much as 1944’s 
total of $104,926,000. The ’54 total 
represented fhe equivalent of 
2.53% of all personal expenditures 
for consumer goods and services. 

Printed advertising accounted 
for $258,328,000 (63.2%) of the 
national total in ’54, a steep rise 
‘over °44’s $74,646,000. Top medi- 
um in this group comprised Cana- 
dian periodicals, with estimated 
advertising revenues of $194,386,- 
000 (up from $53,631,000 in ’44). 

Daily newspapers accounted for 
$118,030,000 (up from $38,612,000). 
National weekend newspapers 
had $10,529,000 (figures not avail- 

(Continued on Page 35) 


Tha: Same 
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Conacas No./ 
Spine Tingler! 


56 PONTIAC 


SEE IT AT YOUR CHEVR 


 eerVive 


OLET DEALER'S 


DOUBLE TAKE—This poster calling upon motorists to buy their °56 
Pontiacs at “your Chevrolet dealer’s” stood for several days at a 
busy intersection in Ottawa, Ont., before a correction was made. 


man’s dream of placing the name ™ 
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14 Win Top Awards | 


in ‘IM’ Business 
Paper Competition 


Cuicaco, May 23—There were) 
14 first-place plaque winners and) 
34 certificates of merit winners'| 
in Industrial Marketing’s 18th an-| 
nual editorial competition for) 
business publications. | 

Winners were announced this | 
week at the annual conference of 
the National Industrial Advertisers 
Assn. here. 

There were 615 entries in the 
competition this year; 28 judges 
picked winners in three categories: 
(1) industrial publications, (2) 
merchandising, trade and export 
publications and (3) class, institu- 
tional and professional publica- 
tions. 


= Winners in the three categories 
of publications were: 


Industrial Publications 

Best series of articles: Steel, 
plaque winner; Automation, Ma- 
chine Design, Materials & Meth- 
ods, Power, certificate winners. 

Best single article: Machine De- 
sign, plaque winner; Power, Steel, 
certificate winners. 

Best single issue: Engineering 
News-Record, plaque winner; 
Electrical Construction & Mainten- 
ance, Fleet Owner, certificate win- 
ners. 

Best graphic presentation: House 
& Home, plaque winner; Chemical 
Processing, Iron Age, certificate 
winners. 

Merchandising, Trade and Export 
Publications 

Best series of articles: Ameri- 
can Lumberman & Building Prod- 
ucts Merchandiser, plaque winner; 
Motor Service, Furniture Retailer, 
certificate winners. 

Best single article: Giftwares, 
plaque winner; Pharmacy Inter- 
national, Motor, certificate win- 
ners. 

Best single issue: Electrical Mer- 
chandising, plaque winner; Nation- 
al Petroleum News, Food Topics, 
certificate winners. 

Best graphic presentation: No 
plaque awarded; Modern Hard- 
waring, Curtain & Drapery De- 
partment Magazine, Jewelers’ 
Circular-Keystone, certificate win- 
ners. 

Best original research: Ameri- 
can Lumberman & Building Prod- 
ucts Merchandiser, plaque winner; 
Cleaning Laundry World, Electri- 
cal Merchandising, certificate win- 
ners. 

Class, Institutional and Profession- 
al Publications 

Best series of articles: Medical 
Economics, plaque winner; Institu- 
tions, Pest Control, certificate win- 
ners. 

Best single article: American 
Restaurant, plaque winner; Amer- 
ican Motel, Industrial Design, cer- 
tificate winners. 

Best single issue: Hotel Man- 
agement, plaque winner; Indus- 
trial Design (two awards), cer- 
tificate winner. 

Best graphic presentation: Res- 
taurant Management, plaque win- 
ner; Industrial Design, Interiors, 
certificate winners. 

Best original research: Hotel 
Monthly, plaque winner; Industrial 
Design, Tourist Court Journal, 
certificate winners. 


Canada Dry Boosts Moore 
Roy W. Moore Jr., assistant gen- 
eral manager since 1954 of Canada 
Dry Ginger Ale Inc., New York, 
has been elected exec vp and gen- 
eral manager of the company, a 
new position. Mr. Moore joined 
Canada Dry in 1940 as a clerk in 
the purchasing department, ad- 
vanced through the sales and pro- 
duction departments to become 
manager of production. He served 
as vp in charge of manufacturing 
from ’49 to 54 when he was named 
assistant general manager and 


elected to the board, 


Movement and Disposition 


How Better Homes & Gardens basic circulation 


lives as it is saved and travels from home 
to home . .. builds up readers... 


evecncarel 


CIRCULATING CIRCULATION—Disposition audit of typical Better Homes 

& Gardens issue shows how it acquires its 15,500,000 readers by 

traveling from home to home, and by being read in doctors’ offices, 

other places outside the home. A total of 2,400,000 readers give away 
or loan their copies to other readers, the Politz survey finds. 


Triangle Sets Up 
Ad Code for Its 
Radio-TV Stations 


PHILADELPHIA, May 22—The ra- 
dio-tv division of Triangle Publi- 
cations has set up a set of Stand- 
ards of Good Advertising Practice 
designed to provide a “framework 
for advertisers and protect the 
public interest in radio and tv ad- 
vertising.” 

The Triangle standards were 
drawn up by the stations’ program, 
sales and continuity acceptance de- 
partments, in consultation with 
the Better Business Bureau of 
Philadelphia. They cover stations 
WFIL-AM, FM, TV, here; WNBF- 
AM, TV, Binghamton; WHGB-AM, 
Harrisburg, and WFBG-AM, TV, 
Altoona. 

Included in the standards are 
basic advertising copy rules that 
urge sponsors to guard against ex- 
cessive claims for products or serv- 


ices; stress good taste in message | 


content; and rule out vagueness or 
misleading statements concerning 
prices, services or availability of 
merchandise. 


= Special inducements or gifts 
must not be distorted, according 
to the standards, and in any offer 


concerning free delivery, any mile-| 


age limit must be clearly stated. 

A complaint department at each 
Triangle station, separate and dis- 
tinct from sales or program depart- | 
ments, will handle complaints 
from viewers. If satisfaction is not | 
secured, the complaint will be 
filed by the station with the local 
better business bureau, whose 
complaint department will work 
with the station. 

The Standards state that objec- 
tionable “pitchmen” will not be 


tolerated, and promises made over 
the air must be fulfilled. 

Copies have been distributed to 
advertisers and agencies using Tri- 
angle stations. 


FM Broadcasters 
Split with NARTB, 
Form New Group 


WasHINGTON, May 22—Fm broad- 
casters today formed a new asso- 
ciation to fight off moves to turn 
portions of the fm band over to tv. 

Formation of the new group was 
authorized by a nucleus of 40 sta- 
tions which met during the NARTB 
convention in Chicago last month. 

They agreed that NARTB is un- 
able to represent them because 
they are involved in a struggle in 
which the interests of one seg- 
ment of the broadcasting industry 
are in conflict with other seg- 
| seomte. 


® The five-man organizing com- 
mittee of the new association in- 
cludes Merrill Lindsay, WSOY, 
Decatur, Ill.; Calvin Smith, KFAC, 
Los Angeles; Ben Strouse, WWDC, 
Washington; E. A. Wheeler, 
WEAW, Evanston; and Gardner G. 
Greene, Browning Laboratories 
Inc., Winchester, Mass. 

Known as “FM Broadcasters” 
| the association plans to promote 
|fm, and defend the fm band. The 
‘initial threat is from tv interests 
|which contend that a new vhf 
channel, to be designated Channel 
6A, could be obtained by reducing 
the amount of space reserved for 
fm. 

Counsel for the association is 
Leonard Marks, Washington at- 
|torney. Public relations director is 
Irv Lichtenstein of WWDC, Wash- 
ington. 


Another Sears Catalog? ... 


Year-Long Politz Study Sees ‘Beiter 
Homes’ as Monthly Reference Work 


Back Issues Alone Add 
Four-Week Audience of 
$9,400,000, Study Says 


Des MorINnes, May 22—Starting 
this week, Meredith Publishing 
Co. will be displaying the results 
of an ambitious two-year research 
effort which it believes has carried 
media analysis into unexplored 
territory. 


‘Ridiculous’ Is MPA’s 
Word for Postal | 


Rate Increase Bill 


New York, May 24—The Maga- 
zine Publishers Assn. today de- 
nounced as “discriminatory to the 
point of being ridiculous,” the 
sharp increases in rates charged 
for delivering newspapers and 
magazines through the mails which 
have been approved by the House 
committee. 

Arch Crawford, MPA president, 
pointed out the committee had 
trebled the increases recommended 
by the Post Office Department, 
“which publishers had opposed on 
the grounds that they would en- 
danger the growth and even the 
existence of many magazines.” 

Pointing out that the proposed 
increases would represent an un- 
just tax on magazine advertising, 
Mr. Crawford declared that the 
proposal to increase rates as much 
as 120% is entirely without justi- 
fication. 

“The proposed schedule,” he 
said, “would have us paying near- 
ly three times as much as we did 
in 1951, and we just absorbed in- 
creases of 10% in 1952, 10% 


lieve that legislation so discrimina- 
tory and ill-considered will ever 
be approved by Congress.” 


® The committee-approved rate 
increases would result in an 
addition of 75%, or about $43,000,- 
000, to the second-class expendi- 
tures of the newspaper and maga- 
zine industries, Mr. Crawford said. 
He estimated that $38,000,000 of 
this would represent a tax on ad- 
vertising. 

“With over-all profit already 
down to 2.6% for the magazine in- 
dustry,” he said, “it is obvious 
that magazines will have to pass on 
any new increases in the form of 
higher rates to advertisers. 

“Magazine publishers face this 
new blow,” he said, “at the mo- 
ment when the printed media are 
in an intensive struggle with ra- 
dio and television, to which the 
government gives free distribu- 
tion franchises.” 


Highlights of This Week's Issue 


Supreme Court upholds FCC’s 
mre on tv, radio station owner- 


Presa. Hs daily newspapers’ ad 
revenues gained 5.3% in 
ER Sere Page 24 

30% increase in business research, 
expansion spending seen in 
56 

Daytime, nighttime radio spot rates 
are almost equal now ..Page 25 

Blue Cross, Blue Shield drop testi- 


monials in consumer ads Page 26 
U. S. tv set population is 35,-| 


000,000, Census Bureau re- 
BOGE... cc ones cokheebnen Page 27 
Post’s Grape-Nuts flakes and 


Sugar Crisp push premiums over 
Wo icoue iaeedid eet, Oe 


| Raid, new line of insecticides, to be 
pushed by S. C. Johnson &) 


No piracy of fashions involved 
where there is press showing, 
court says 

Color in ads gets results, Oscar 
Norling tells ad clinic .Page 42 

MGM tells of offers for its film 
vault for television show- 
ing 


clearing house” this 


 vhewGadics sKdae eae Page 36 
Westinghouse uses business pub- 
lications for institutional 
SNCs’ de manckvanewe Page 37 
Margot Mallary tops winners in| 
Los Angeles women’s adclub| 
OO i on Page 40 


A. C. Nielsen will test “coupon! 


mer 
Florida Citrus Commission gives 
major share of summer ad budg- 
et to tv 
Houston food chains are hit by 
trading stamp battle ...Page 46 
Reo, Viking Air, American Tractor 
get Putman awards ....Page 51 
Newsprint shortages threaten to be 


in|: 
1953 and 10% in 1954. I cannot be-| ° 


dailies’ biggest headache in 
PD dei dens «+ «dane Page 53 
REGULAR FEATURES 

Advertising Market Place .......0..00...... 138 
Coming Conventi 125 
Editorials 12 
Getting Personal 16 
Photographic Review 38 
Rough Proofs 12); 
This Week in Washingt mn 


Voice of the Advertiser 


SUM~- | What They're Saying ” 


Conducted by Alfred _ Politz 
Research, the new study (“A Year 
in the Better Homes of America’’) 
is essentially a measurement of the 
uses to which people put Better 
Homes & Gardens during a repre- 
sentative year. Readership is meas- 
ured, but the emphasis is on other 
things: In sum, the magazine 
shapes up as perhaps the most for- 
midable reference tool this side of 
the Sears, Roebuck catalog. 

Where Meredith considers itself 
to have broken new ground is in 
finding out about the reading and 
saving of back issues (including a 
calculation of the audience added 
by back-issue reading), the extent 
of references and the saving of 
magazine clippings, and the var- 
ious marketing actions associated 
with reading. 

In addition, the research compa- 
ny was authorized to insert a 
“Politz special” —a classification of 
people on the basis of economic 
“venturesomeness” (willingness to 
buy new products) vs. “cautious- 
ness.” 


® Highlights of the 124-page study 
report are these: 


e Approximately 15,500,000 people 
read an average issue of Better 
Homes & Gardens, or 12.5% of the 
country’s 123,800,000 people aged 
10 and over. In the course of a 


Active use of issue by age of issue 


Aawaaly Looked Number of Readers 
Moh, ra. 2,190,009 
Five Me SE UR 2,100,000 
Six TAI on NE 2.980.000 
Seven SSS 1,400,000 

Exght were 5 | 900 wud 

Nine ee 

Ten a | 
Eleven Sa neeeaanl 1,550 000 

‘Twelve AEE 1 900,000 


BACK iSsues—Readership of Better 

Homes & Gardens back issues holds 

remarkably steady regardiess of 

their age, this chart from the new 
Politz study shows. 


year more than 44,000,000—35.7% 
of the 10-and-over population— 
read at least oné BH&G issue. 


@ Most members (more than 28,- 
000,000) of this cumulative audi- 
ence read one to four issues yearly. 
At the other extreme stands a 
“hard core” of readers, nearly 7,- 
000,000 strong, who read nine to 
12 issues. 


e It was found that 12,800,000 
people live in households where 
back issues (four months or more 
old) are present. It also was found 
that 9,400,000 people had recently 
(within four weeks of the survey 
time) looked into such an issue. 
Another (partly duplicating) group 
(Continued on Page 136) 


Anti-Trust Division 
Probes Philadelphia 
Radio Stations’ Rates 


PHILADELPHIA, May 22—A feder- 
al grand jury began a probe of ihe 
advertising schedules. of ten radio 
stations here, on orders of the 
anti-trust division of the Justice 
Department. 

Station operators were served 
with subpoenas ordering them to 
provide the jury with records by 
10 a.m., June 4. 

A spokesman for the Depart- 
ment of Justice said the probe “is 
not to be confused with price fix- 
ing.” He further added that it 
involved “price maintenance show- 
jing no deviation from set, sched- 
126|Uled rates,” but would not give 
further details. 
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Canadian Drama 
Exec Withdraws 
Plug for Calvert 


(Continued from Page 2) 

of the General Council of the Uni- 
ted Church of Canada, was partic- 
ularly aghast at the fact that the 
name of Gov. Gen. Vincent Massey 
figured on the 
He wrote an indignant 
Mr. Massey. 


Embarrassed, Mr. Massey, in an|the great debt we owe our spon- | 
unprecedented move, summoned|sor, who has made it possible end 


letter’s masthead. 
letter to 


| Mr. Ongley to Rideau Hall, in Ot- 
| ‘awa, for a two-hour meeting. 
Mr. Ongley decided to write 

another letter to his 3,000 mem- 

bers. The missive again got Page 
| 1 coverage across the country. The 
|DDF president said: “The execu- 
|tive committee and I agree that it 
jis not part of our function to pro- 
j|mote the sale of any commercial 
| product. 

“I wrote to the friends and fam- 
ilies of the Dominion Drama Fes- 
tival concerning the question of 
our relationship with Calvert Dis- 
tillers Ltd. 

“The letter was written simply 
jto acknowledge to our members 


Violation. Accusing 
Per former—anyhow, 


claim is lodged. 


And one can’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or ma- 
terial, Invasion of Privacy, Copyright 


THEN you should have our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
data and rates NOW, before any 


WRITE’FOR DETAILS 
AND RATES 


EMPLOYERS 
REINSURANCE 


Agency, lient, 
a claim is made, 


CORPORATION 


Insurance Exchange 
Kansas City, Mo 


us to carry out our objective.” 
“I am sending this letter in or- 
der to correct a misunderstanding.” 
A few hours later, the Governor 
General announced he would at- 
tend the finals of the festival, held 
in Sherbrooke, Que., on May 19. 


Robert Palan Moves to Martin: 


‘Block Resigns Eight Accounts 


Robert Palan, who dissolved his 
own St. Louis agency and joined 
Frank Block Associates, St. Louis, 
in July, 1955, will resign from 
Block May 31 and join the St. 


Louis office of Martin Co. Ad- 
| vertising as an account executive. 
Eight accounts, all brought to 
| Block by Mr. Palan, have been re- 
signed, according to Block Associ- 
ates. 

The accounts are Arel Inc., 


P&G's New Coupons 
Are Designed to 
Speed Up Checkout 


CINCINNATI, May 24—Procter & 
Gamble has added several new 
features to its couponing program, 
designed to make the whole cou- 
pon setup more convenient for the 
grocer—and for itself. 

Grocers are offered shelf talk- 
ers and door and cash register signs 
to facilitate the flow of couponed 
products. Shelf talkers remind the 
purchaser to be sure to pick out 
the items which the coupon calls 
for. The cash register card reminds 
the consumer to have his coupons 
ready for the checker. Door signs 
welcome coupons and also remind 
the buyer to select the brands 


photographic supplies maker; Bond 
Equipment Co.; Orchard Paper Co.; 


Rockingham Shoe Co.; Skinner &| 


Kennedy, retail office supplier; 
Staley Paint Co.; Stanley Photo- 
graphic Co., and a retail automo- 


tive account. 


KRON-TV’S NEW MERCHANDISING PLAN 


FOR DAYTIME ADVERTISERS (before 7:30 P.M.) 
featuring “IN-STORE SPECTACULARS” * 


*Colorful, animated figures 
that move back and forth on 
wires elevated above all other 


merchandise in the store. 


Call the “Colonels” of Peters, Griffin, 
Woodwerd, Inc. or Norman Louvau at 
KRON-TV for complete details of this 
exclusive new merchandising plan. 


. ma 
eS Pe Lee One eee 


SALES-PRODUCING | 


ne mem 


AFFILIATED WITH 


THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 


= 


oe tes 


COLORFUL... ANIMATED | 


called for. 


® With mailings of the coupons, 
P&G is including a folder, “How 
to Help Your Dealer Save You 
Money,” which emphasizes the 
following points: “1. Be careful to 
select the right brand for each 
coupon. 2. If you shop in a self- 
service market, have the right 
brands in your basket and have 
your coupons ready when you 
come to the check-out counter. 
This way you save your time and 
your dealer’s time. 3. Redeem all 
these coupons. Every one of the 
products called for has been im- 
proved in some important way 
during the last year. This is your 
opportunity to try these improved 
products at a substantial saving. 
4. If you choose not to redeem all 
your coupons, please destroy those 
you do not use.” 

These coupons are new too. They 
are uniform, purse-size punch- 


'}cards. The punch-card makes it 
possible to handle the coupons tioning of retail linage, which was 


electronically and speed up reim- 


‘Companion’ Names Two 
Henry Seiden, formerly assistant 
promotion manager of the New 
York Post, has been named gro- 
cery products promotion manager 
of Woman’s Home Companion, 
New York. The Companion also 
has named John W. Sangston, pre- 
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Ailanta Dailies’ 


Linage Sags as 
Newsprint Fails 


(Continued from Page 1) 
and the Constitution a loss of 11,- 
300, from 54,315 to 43,015. Classi- 
fied was down 2,000 inches in each 
paper.” 

Rationing of advertising began 
for the Atlanta papers in the first 
week of April, “when a strike at 
Bowater’s Newfoundland mill 
threatened to shut down indefin- 
itely a supplier upon whom we 
rely for nearly half our tonnage.” 

Retailers were informed at that 
time that they would be “limited 
to 80% of last year’s linage for an 
indefinite period, and classified 
ads would be held to a 10” max- 
imum, with all body copy set 
solid.” 


s According to the “Headliner,” 
by the time the Bowater strike 
was settled, newsprint in the 
Journal-Constitution warehouse 
was at its lowest point ever, and 
“rationing was necessarily con- 
tinued.” 

“To provide the tonnage neces- 
sary for publication on even a ra- 
tioned basis,” said the house organ, 
the newspapers “last month had 
delivered approximately 700 tons 
of spot market newsprint—mostly 
foreign—bought at prices ranging 
from $175 to as high as $230 a ton. 

“Additional quantities of this 
premium-priced foreign newsprint 
have been contracted for with the 
next shipments due in mid-June. 
It is hoped that by that time ra- 


jeased to a 10% cutback for the 


| bursement to the dealer, P&G says. | month of May, may be terminated. 


. “However, the outlook for the 
‘remainder of the year is one of 
a hand-to-mouth existence insofar 
as newsprint is concerned.” 
Circulation was described as 
|“the only bright spot in the reve- 


|nue picture.” The Constitution was 
|reported up from 184,817 a year 


viously with Bride-to-Be, to its| ago to 192,807. The Journal moved 
Philadelphia sales office. Mr. Sang-| from 261,702 to 261,975, and the 
ston succeeds James Greer, who|Sunday paper went from 491,621 


| has resigned. 


to 507,827. 


Willia 


Resigning from the Detroit sales staff 
zine, William D. Nicholls is the new 
tions, effective June 1. 


m D. Nicholls 


New Central Manager of 
Transportation Supply News 
and Jobber Product News 


Covering Michigan, Ohio and 
Western Pennsylvania 


of McGraw-Hill’s Fleet Owner Maga- 
Central Manager for Stanley Publica- 


His office is in Detroit, Michigan—509 Stephenson Building, West Grand 
Bivd., and Cass Avenue. Phone: TRinity 5-4420. 

A graduate with a Bachelor of Arts degree from the University of Chicago, 
Mr. Nicholls at one time was on the advertising sales staff of Curtis Publishing. 
Previous to that he was in customer relations and advertising work for the 


Michigan Bell Teleph Comp 
find his service and selling approach 


y. Stanley advertisers and prospects will 


helpful. Let Bill Nicholls serve you. 


STANLEY PUBLICATIONS, Inc. 


TSN is the only fleet 
tabloid for 


431 S. Dearborn St., Chicago 5, Ill. 
Phone: WAbash 2-0636 


Besides Chicago and Detroit . . . Offices 
in New York, Birmingham, Ala., Tulsa, 
los Angeles and San Francisco 


over 53,000 circulation. JPN is the only news 


product news tabloid, 


over 40, 


circulation. 


2, Up wat f oe pe dees Bake Ge ” oF ar ee et RS ie % ae a ae Sy ie Z fle : " 2 >: We ss a aE bee e ites: “a ae ae a res Me Do. eae ee i ae es aegis 
oe 
-* ‘ ee 
a 
= | 
oe 
ae. 
Dees 
ve: 
pae. 
ae 
wie 
ie 
i 
he 
oR ip 
ie 
ee 
of 
er aiid dicnie = AE TE 
at ee 
mm BEEN Pd 
~ > | 
yg yeep) ee 3 : ee > ) 
ae 
e 
4 f 
r - Ns ee | 
~ | 
tvs 
i: S\ 
<i 
ae 
ay + 
“i ms ‘> A 7 
2% A y Aa 
= ) \ \ aM! = 
= B\ ao 
is: i —<— ee 
ie , —\—; a ——— 
: > EN —, ee 
a wtp, +S Fey, 
ie s— SZ ———— — 
\ae oa > '] : 
bir A | 
Ne P. a | / | 
ee | Ps a ij q 
* ca ] 
. # | - | 
Po, + LIVER / >> | ; 
sf =. _ | .. oi 
i % = 
if _ > 4 
ce s | 
ic : | 
ie % | 
i 4 | 
2 2 | 
: cf ll ct 
ais ~ inn ad | } 
iS ——— : . 
q aE if 
oe 
‘ | ee eee. 
- au “Prauctsee | ee 
| pa re 
ge, ™ | — a ete eee Om | 
ee Oo, ee a ‘neromorm sma ha 
tai ‘ a ¥ 2 sp * ee 
; Pot | ee ta ig ee 
J ek i ad) HR 
: 1} yey Oa OR in Gee 
“s ri Pay 7 te | (ale POET ee 
4 1 | | az ; Seal ee 
: | ee eos 
i | ss = =~ Hy ea cdl 
oie 1 
: rig ae... Rae RR aE Seta A } 
: [es es - rene: ‘ Soule Poi [ee ee d bs a eas + schist PP et ton 7 pee in a a 
1S —_ : 
a 24 Y Sey oN Se ed! 1) - i ae ¥ i A es AS bE). Sheree . © ic Pee oes ee vgn es - Bid... ce “ ” 
ace eh ba . See = nee “ re ak ed et 9 pers ; Aran eset i i ered ay, re ria) a J "re cb ¥ aa = i. 7 a ea a, Oe oe ena aa gts. 7eR Eee aoe ss <= 


Advertising tip in a show window 


A woman will stop and glance more readily at a 
show window to see her own reflection than to 
see the merchandise displayed behind the glass. 


Advertising that reflects something of the reader 
is also more readily turned to—and inspected. 


DONAHUE & COE, INC. 


Advertising 
NEW YORK ATLANTA MONTREAL 
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)FREE SAMPLE.| |Kerr Named PR Director ‘This Week in Washington... 
James A. Kerr has been ap- 


An issve of the monthly Clipper is yours to | pointed director of public rela-| ’ 
vse without cet. You can cal sparing tions of Federal Pacific Electric Grayen $ Return to FCC Bolsters VHF 


layouts aed on aage be gygaiama |Co., Newark. Mr. Kerr will also! 
paste pot. ligation. Address... |continue to serve as administra-| 
tive assistant to the vp in charge By Stenkey E. Cohen 
| Washington Editor 


Box 806M Peoria, Illinois 'of sales. | WasHincton, May 24—While 


there may be fireworks in the 
| process, the Senate commerce com- 
mittee is likely to approve former 
FCC Commissioner T. A. M. Cra- 


CONFESSION: THIS MAGAZINE 
REACHES ONLY 9,014 READERS 


... but every single one is a Major Purchasing Pateen Sc on engineer. Bat he fs & 
Influence for America’s biggest booming industry: far stronger advocate of uhf than 
AIR CONDITIONING-REFRIGERATION. Mr. Webster, and senators are 


Published by Members of The American Society of = — + ong oe fom Se 
Refrigerating Engineers. 234 Fifth Avenue, ; 


future expansion. 
New York 1, N. Y. Before the final vote, however, 


there will be some lengthy discus- 
sion of some of the views Mr. Cra- 
|ven expressed while serving on 
FCC in the early 1940s. 

With FCC due to consider revi- 


|private practice and restored to 
the commission. 

Like Commissioner Edward 
3 omeoag: who is being replaced, 


|ven, who has been pulled out of | 


sion of its chain broadcast rules 


some time in the next two years, | 


senators will want to know wheth- 
er he still subscribes to the dissent 
he signed when the present chain 
| broadcast rules were adopted in 
| May, 1941. 

At that time, with Commissioner 
| Norman Case, he objected to any 
| limit on option time and expressed 
fear that the rules “would result 
in the destruction of the present 
excellent national program distri- 
bution system.” He said that “in- 
| stead of resulting in free competi- 
tion, they would more likely 
|create anarchy or a kind of busi- 
|ness chaos in which service to the 
public will suffer.” 

In addition, this dissent ques- 
tioned the decision to force NBC to 
sell the Blue network, expressed 
|doubt that FCC should consider 
anti-trust issues and argued, “It 
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AN AFTERNOON’S RIDE AWAY 


For the vacationist, an afternoon’s ride used Choose a swim suit at 
to be only the beginning. The brook, the 


beach were still horizons away. 


But that was yesterday. Now all it takes 
is an afternoon’s ride on United Air Lines 
to get you there quick! 

Pack rod and reel in New York at lunch- 


time. Unlimber them in California before 
you have supper. 


papers, and on radio. 


noon in Los 


Angeles. Win glances by twilight at Waikiki. 


Speed. Plus alert, friendly service. And 
the finest food aloft. All this, travelers learn 
from advertising in magazines, in news- 


So this year more vacations than ever 
will start with a swift, pleasant ride via 
United Air Lines, our client since 1938. 


Philadelphia, New York, Chicago, Detroit 


N.W. AYER & SON, INC. 


San Francisco, Hollywood, Boston, Honolulu 


Advertising Age, May 28, 1956 


|is difficult to see why, in the in- 
'terest of efficiency and cohesive- 
ness in the distribution of pro- 
grams on a national scale, there is 
any valid objection to licensing 
chain companies to operate at least 
one radio station in each of the 
larger metropolitan cities of the 
nation.” 
° * +. 

Judge Barnes’ Successor: It 
looks as if anti-trust chief Stanley 
N. Barnes has hand-picked his 
own successor. He’s to be Judge 
Victor R. Hansen, of the superior 
court of Los Angeles, where Judge 
Barnes served as chief judge prior 
to his appointment here three 
years ago. 

Like Judge Barnes, the prospec- 
tive new anti-trust division head 
was initially elevated to the bench 
by former Gov. Earl Warren. Also 
like Judge Barnes, he comes here 
with no anti-trust background, for 
the superior court—as any “Drag- 
net” fan knows—deals chiefly with 
routine criminal litigation 

* e . 

Patman Bill Forced to Floor: 
Small business associations round- 
ed up the necessary 218 members 
for a “discharge petition,” which 
forces the House to act June 11 on 
H.R. 11, a bill by Rep. Wright Pat- 
man (D., Tex.) reversing the Su- 
preme Court’s Standard Oil Co. 
(Indiana) decision. 

For three years, Rep. Patman 
has contended that the Indiana 
Standard decision provided an easy 
way out for large companies that 
wanted to get around the Robin- 
son-Patman Act ban on special 
prices for larger buyers. But he 
made little progress until a month 
ago, when two separate appeals 
court decisions indicated that the 
courts would okay virtually any 
price cut made “to meet competi- 
tion.” 

He resorted to the unorthodox 
“discharge petition” in order to 
by-pass the House judiciary com- 
mittee, which kept the bill bottled 
up. Under the “discharge” proce- 
dure the House must take up the 
bill June 11, regardless of the 
wishes of the judiciary committee 
or the rules committee, which or- 
dinarily controls debate. 

+ - * 

Vitality Statistics: With the re- 
lease of a summary from the 1954 
census of business, the motion pic- 
ture industry finally has an ac- 
curate measure of the setback it 
has suffered with the advent of tv. 

Census results show motion pic- 
ture theater receipts (exclusive of 
commissions on concessions) 
amounted to $1.4 billion in 1954, 
down 12% from $1.6 billion in °48. 

The number of conventional 
theaters dropped from 17,689 to 
14,761, and their receipts from $1,- 
566,890,000 to $1,186,711,000. But 
the number of drive-ins jumped 
from 820 to 3,799, with receipts 
up from $46,838,000 to $229,052,- 
000. 
Census Bureau reports total U.S. 
population, including armed forces 
overseas, was 167,440,000 on April 
1, up 16,000,000 from April 1,1950, 
when the national census was 
taken, - 

About 23,500,000 babies were 
born during that period, almost 
as many as were born in the entire 
decade of the 1930s. There were an 
estimated 4,090,000 births in 1955. 

Breakdowns included in the spe- 
cial report (P-25, No. 136) showed 
9,000,000 deaths and a net civilian 
immigration of 1,700,000. 

For those who aren’t aware of it, 
quarterly breakdowns since Jan. 1, 
1950, demonstrate consistently that 
the largest number of births each 
year occur in the third quarter, the 
second largest number in the 
fourth quarter. On that basis, 1956 
ought to shatter all birth-rate 
marks. First quarter, which ordi- 
narily is low, showed 1,022,000 
births, the first time in any period 
covered by the report that first- 
quarter births exceeded the 1,000,- 


‘000 mark. 
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NUMBER FOUR IN A SERIES 
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ON THE WAY TO NEW DIGGINGS ©¢ The National Archives 


The mid 1800's saw America in a whirl of exciting change as 
our people felt the modern spirit which expects new things. 
They dreamed big and strove for great ideals. In government, 
the aristocratic age made its last feeble resistance to popular 
rule. A broader democracy stirring all human life continued 
its irresistible advance. 


To relieve its growing pains, our country enormously extended 
its boundaries with a great surge across the continent to give 
the U.S. nearly its present shape. In the face of dangers and 
hardships that would blanch modern men, the surging pioneer 
spirit was piqued by many lures. Fur traders were beckoned 
to the northwest, migrants to the Oregon territory, gold pros- 
pectors to California, homesteaders to the western prairies and 
Mormons to Utah. 


The governing of this vast territory met the constant chal- 
lenge of two great principles—love of liberty and the necessity 
of organization. Once again, our leaders acted with identity of 
purpose and insisted that Liberty and Union were for us in- 
separable ...a decision that was soon to be questioned. 


AMERICA’S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


= 


Today, America is again loosening its belt to accommodate an 
increased population, an expanded economy and the formation 
of new family units. Most of the slack is being taken up in sub- 
urbia, exurbia and smaller communities—in towns with under 
50,000 population, where already 70% of the 2,700,000 Amer- 
ican Legionnaires are enjoying prominence as businessmen, 
opinion moulders and mainstays in community activities. 
ADVERTISERS must meet the challenge of this new market 
opportunity by re-evaluation of media lists to reach identifi- 
able prospects where they are today, not where they were yes- 
terday. The American Legion Magazine offers a real head start 
in this effort through its broad coverage and loyal readership 
in small-town America. 

A consumer product message or an institutional service message 
in The American Legion Magazine can activate over 2,700,000 
Legionnaires, well known in their own communities, and through 
them its effectiveness can be multiplied by word-of-mouth adver- 
tising to additional millions. 


he. Stineiican 


LEGION 
Magazine 


720 FIFTH AVENUE, NEW YORK 19, N. Y. 
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_ aspects to the cigaret change: 
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age to run as high as 80%. 

A big portion of the money for 
Chesterfield and L&M, which have 
shared the same shows, has gone 
into network tv. This season the 
network line-up included “Gun- 
smoke” (CBS) and “Dragnet” 
(NBC) on a weekly basis and 30- 
minutes of the Warner Bros. pro- 
duction (ABC) on alternate weeks. 
Chesterfield has been getting about 
two-thirds of the commercial time 
on all these, with L&M taking the 
remaining third. 

With the switch of L&M filters 
to Dancer-Fitzgerald-Sample this 
spring, the ratio on “Gunsmoke” 


Liggett & Myers 
Appoints McCann 
for Chesterfields 


(Continued from Page 1) 
makers were claiming new proces- 
ses (“It’s Toasted”) or therapeutic 
claims (“Consider Your T-Zone”), 
Liggett & Myers stuck stubbornly 
to a solid, simple claim: “They 
Satisfy.” 

But in recent years, it wasn’t 
enough. Last year, despite the in- 
troduction of L&Ms (a filter), 
Chesterfield dropped 0.7% in its 
share of market, according to 
Business Week’s cigaret sales fig- 


effective May 12. 


® ABC-TV already has a cancela- 
tion notice for the Warner Bros. 


ures. 
Most of the drop came from|telecast as of fall, but the time is 
Chesterfield. Business Week/|still open should the advertiser, 


and its new agency, decide to re- 
turn to the series. “Gunsmoke” and 
“Dragnet” are expected to keep 
their present sponsor for the 1956- 
57 season. 

In addition there is a spot sched- 
ule on radio and tv for both the 
company’s major brands. 

This includes, in addition to an- 
nouncements and station breaks, 
a baseball sponsorship schedule. In 
1956 Liggett & Myers cut its base- 
ball coverage, which used to in- 
clude six teams, to one-third spon- 
sorship of the Boston Red Sox on 
radio and tv. In baseball, as in net- 
work tv, the play is shared by 
Chesterfield and L&M filters. 


BBDO, D-F-S Gain 
As Esty Resigns 
General Mills 


© It had certain regional preju- (Continued from Page 1) 
dices in its favor. It had long been (Dec. 26, °55), when all Betty 
the No. 1 brand in the teeming | Crocker baking mixes were put 
New York market, but king-size | ynder one canopy, that of BBDO. 
cigarets—notably Pall Mall—had Not counting the Esty products 
been nibbling away at its share,/General Mills agencies and their 
and New York (characteristically assigned products are: BBDO— 
hysterical over the cancer scare) |Betty Crocker mixes, industrial 
switched to filters in a tizzy, and|machinery; Dancer-Fitzgerald- 
L&M didn't hold the pace with|Sample, Gold Medal flour, Cheer- 
other filter types. ios and Sperry (western) products; 

This was inevitably reflected | Knox Reeves—Wheaties, Bisquick, 
within Cunningham & Walsh. The Pick-a-Pack, institutional prod- 
agency had plenty of problems./ycts; Klau-Van Pietersom-Dun- 
Traditionally, it had not collected 
a full production charge on Liggett|/—. w. Reynolds Ltd., Toronto— 
& Myers’ billing. It had created Canadian products; Tatham-Laird 
what amounted to a_ separate —Kix, Trix, Surechamp dog food. 
agency to handle the billing of the 
tobacco titan. 


showed regular Chesterfield sales 
off 15% in 1955, although king- 
size Chesterfield sales were up 
7.7% last year. 


@ There were several paradoxical 


Like Reynolds, Liggett & Myers 
had preferred to leave all its cig- 
arets in one basket. In February 
(AA, Feb. 13) it transferred its 
L&M filters tc Dancer-Fitzgerald- 
Sample, leaving Chesterfield and 
institutional advertising with Cun- 
ningham & Walsh. 

The Chesterfield selling story 
was based on a few simple prem- 
ises: 


® It bought baseball, notably the 
New York Giants’ games. It bought 
newspapers. It bought tv—partic- 
ularly “Dragnet”—and it bought 
magazine space. Last year it cut 
newspapers. It was outbid on 
the Giant games by Jaccb Rup- 
pert Brewery, which became the 
sole sponsor. And it continued to 
buy magazines. 


Glass Succeeds Cochrane as 
‘New York News’ Ad Head 
John H. Glass, advertising man- 
ager of the New York News, will 
become chief executive of the 
newspaper’s advertising depart- 
ment July 7 when Thomas J. 
Cochrane retires as advertising di- 
rector after 47 years with the com- 


® The general management of the 
agency—meaning John P. Cun- 
ningham and his associates—was 
notably reticent about Liggett & 
Myers. As the agency grew in oth- 
er directions, the account of the 
third biggest U.S. cigaret maker 
declined in importance. Last year, 
C & W men reported that Mr. Cun- 
ningham had been asked to ap- 
prove each L&M ad. They also re- 
ported that it was taking a major | 
reorganization of the agency to ac- | 
complish this. 

Actually, Cunningham & Walsh 
had grown tremendously from its 
start in 1949. Taking over from the 
old Newell-Emmett Co. in that | 
year, it boosted its billing from | 
$26,900,000 in 1949 to $45,800,000 
in 1955. 

In the interim it tacked on beer, 


John Glass 


Thomas Cochrane 


pany. Mr. Glass, who joined the 


was reversed, with L&M getting), 
two-thirds and Chesterfield hook-|: 
ing on for a hitchhike. This was 


lap—Larro feeds, vitamin products; | 


soap and miscellaneous billing, but 
still in its core had a group of men 
whose sole interest was the Lig- 
gett & Myers account. Last year, 
with the tobacco business in tur- 
first time. 


@ For several years most of the 
Liggett & Myers advertising budg- 
et, which exceeded $15,000,000 in 
1955, has gone into broadcasting. 
Jt was not unusual for the percent- 


News in 1921, became advertising 
manager in 1951 when Mr. Coch- 
rane became advertising director. 

Mr. Cochrane, who joined the 
Chicago Tribune as an office boy 
in 1919, was the first full-time 
member of the News’ advertising 
department, joining the News be- 
fore its first issue on July 26, 1919. 
He was named local ad manager 
in 1929, advertising manager in 
1946 and ad director in 1951. 


NOW IN SYRACUSE! 
Super concentrated GMs © 
Thie Bcc. bottle makes § full quarts 


- Just’? tablespoons 
\ 


Chemical Co. is 


NEW— Monsanto 
introducing All starch with a 
newspaper campaign in eastern 
markets including Washington, 
Baltimore and Philadelphia. This 
ad appeared in Syracuse last week. 
Gardner Advertising Co., St. Louis, 
is the agency. 


McCann Talent Hunt 
Pays Off; Billing 
Nears $200,000,000 


New York, May 24—“McCann- 
Erickson is the fastest growing 
agency in the world.” 

Marion Harper Jr., president of 
McCann, gave this report to the 
agency’s office managers last 
month (AA, April 30), and he 
made it look good this week with 
the acquistion of Chesterfield. 

McCann billed $166,000,000 in 
1955, three times what it was 
billing in 1948 and four times its 
1945 total. 

The 1955 figure, however, does 
not include the $15,000,000 Coca- 
Cola billing landed last October. 
Nor does it include the Coca-Cola 
billing subsequently added in Cu- 
ba and Mexico. Approximately 
20% of McCann billings repre- 
sents accounts handled by 24 of- 
fices abroad. 

Based on business currently in 
the house, the agency is thus near- 
ing the $200,000,000 mark. 

The slew of accounts pouring in- 
to the McCann shop has been well 
publicized. It also should be 
pointed out that during this time 
the agency has been on a big talent 
hunt. Here are some of the people 
it has added in the past 18 months 
(with their previous jobs in 
parentheses) : 


s Anthony Hyde (exec director, 
Tea Council), Ted Bergmann 
(managing director, DuMont Tel- 
evision Network), Donald R. Stu- 
art (general sales manager, Pack- 
ard division of Studebaker- 
Packard), Don Dickens (copy 
group head, Needham, Louis & 
Brorby), Sherman K. Ellis (board 
chairman, Raymond R. Morgan 
Co., Hollywood agency), Reginald 
W. Twiggs (senior account execu- 
tive, Erwin, Wasey & Co., Los An- 
geles), Lansing Lindquist (vp in 
charge of radio-tv, Ketchum, Mac- 
Leod & Grove), Vincent Tutching 
(president, Foote, Cone & Beld- 
ing International), Arthur A. 
Bailey (president, Ward Wheelock 
Co.), Robert S. Spaeth, (vp in 
charge of advertising, General 
Mills Ltd., Toronto), George B. 
Park (ad director, General Elec- 
tric), William W. Hoerter (ad di- 
rector, Schulze & Burch Biscuit Co. 
and ad manager of all cheese prod- 
ucts and later margarine and salad 
dressings, Kraft Foods), Richard J. 
Farricker (manager of Kudner’s 
Detroit office), Charles Tanton 
(assistant advertising manager, 
Lambert Pharmacal Co.), W. How- 
ard Chase (partner, Selvage, Lee & 
Chase), Daniel Packard (nation- 
al household sales manager, Kel- 


vinator). 


Hourly Wage 
For Agencies Is 
Rubel Suggestion 


(Continued from Page 1) 
rate system.” 

The system also can be used, he 
pointed out, to see if too little or 
too much time is being spent on 
specific projects. 


= Mr. Rubel said his discussions 
with advertisers, agencies and me- 
dia people recently led him “to 
the inescapable conclusion that 
the 15% commission system will 
remain substantially intact for 
some time to come.” Nonetheless, 
he said, the government’s anti- 
trust suit against advertising and 
media associations has caused ad- 
vertisers to seek some yardstick 
to measure the value of the crea- 
tive services they perform. 

The hourly pay-rate basis, he 
said, is certainly one practical 
way of figuring it. 

Experience in analyzing ad 
agency and ad department costs, 
Mr. Rubel asserted, “leads to the 
conclusion that the value of crea- 
tive services, including all costs 
and profit, will be from two to 
two and three-fourths times the 
prime cost of the people who do 
the work” He forecast that ad- 
men will hear a lot about this 
ratio range. 


s Another view on advertising 
costs came from Hal Burnett, of 


“no matter what happens to the 
agency system or the 15% com- 
mission—and I think both will 
be with us for a long time to come 
—you will get the best job of ad- 
vertising and sales only if you look 
for the best talent, not the cheap- 
est. 


agency income figures recently 
developed from statistical data 
appearing in Industrial Marketing. 
Only 10% of industrial ad agencies 
obtain more than 91% of their 
income from commissions, 15% get 
between 81% and 90% from com- 
missions, while fully 47% of all 


from commissions. 


® Meanwhile, some news of trends 
in advertising techniques were re- 
ported by Dr. Claude Robinson, 
president of Gallup & Robinson. 
In the past four years, he report- 
ed, the use of “indirect” ad ap- 
proaches—ads that compare un- 
related things to the products 
volved to make a selling point— 
has dropped from 18% of all ads 
surveyed in 1953 to only 5% in 
1956. This drop in use, Dr. Robin- 
son said, is a reasonable conse- 
quence of the fact that readership 
surveys have shown indirect ads 
to be much less effective than the 
direct approach. 

Similarly, he said, “addiness”— 
jammed make-up, trick typogra- 
phy, etc.—has dropped in use from 
56% in 1953 to 44% in 1956, also a 
consequence, he said, of the low ef- 
ficiency rate of “addy” ads. Use of 
illustrative material in ads to car- 
ry much of the burden of the 
pitch (as opposed to illustrations 
that add little more than color) 
have increased in popularity, and 
use of a “news” angle in ads, used 
in only 8% of the surveyed ads in 
1953, is now being used in 16%. 


s While the conference theme and 
many of the speakers emphasized 
the increased responsibilities of 
industrial admen, Dr. Nathan 
Kohn Jr., head of a private con- 
sulting organization and a mem- 
ber of the faculty of Washington 
University, came at the admen 
from another direction. 

He told NIAA members that to 
meet their increased responsibili- 


Burnett & Logan, who said that, | 


Mr. Burnett also revealed some - 


industrial ad agencies receive on-|| 
ly 61% to 80% of their income 


Advertising Age, May 28, 1956 


ties they must improve their crea- 
tive capacities—and to do this 
they must have more time: time to 
relax, to read trade publications, 
books, even material not directly 
related to work. They need more 
time to learn, more time home 
with their families, more time to 
do just nothing. This kind of time, 
he said, is absolutely necessary to 
help develop and preserve the 
very creativeness of the creative 
mind. 


® While the work week of the 
average worker has now been re- 
duced to 40.5 hours a week, Dr. 
Kohn said, the business executive 
‘and the adman—who contributed 
|largely to the general decreasé in 
work hours—are themselves work- 
ing much more. Business execu- 
tives now work an average of 50 
to 80 hours a week, ad agency 
executives work an average of 51 
to 79 hours a week, he said. 

One extremely serious conse- 
/quence of this, Dr. Kohn said, is 
the fact that the death rate and 
the rate of psychological break- 
downs of one sort or another is 
now six times greater in the ad- 


vertising business than in any 
other business. 
Another consequence, he em- 


phasized, is that the quality of cre- 
jativity drops as workload of the 
|creative person increases. “No- 
'body can be creative who loses 
|the faculty of relaxing the mind,” 
/he said, and noted that manage- 
j/ment must be brought to realize 
that the work of being creative 
can’t be seen or easily measured, 
though it’s being done by creative 
people all the time. They can’t be 
pressured into creativeness; pres- 
sure only destroys creative abili- 
| ties, he said. 

\. During the NIAA business 
|meeting, Ralston B. Reid, adver- 
tising executive of the General 
|Electric Co., was elected chair- 
j}man of the board of NIAA for 


Ralston Reid 


the coming year, succeeding David 
F. Beard, director of advertising, 
Reynolds Metals Co. 

Other newly elected officers are 
Richard C. Sickler, E. I. du Pont 
de Nemours & Co., vp of the NIAA 
board; George A. Frye, vp of 
Doyle, Kitchen & McCormick Inc., 
New York, NIAA secretary-treas- 
urer; William Farrell, Monsanto 
Chemical Co., NIAA vp; G. R. 
Holtz, Farr Co., Los Angeles, vp; E. 
H. Woodley, Northern Electric Co. 
Ltd., Montreal, vp. 

Also elected by NIAA at the 
business session were Mitchell 
Tucker, Oil & Gas Journal, Tulsa, 
associate director; and C. W. Tuni- 
son, Foy Paint Co., Cincinnati, di- 
rector at large. 


2 NIAA also today announced a 
new setup for its annual adver- 
tising awards. In place of the 
nearly 40 awards that used to be 
issued by or through NIAA every 
year in various categories, the as- 
sociation will now issue just ten 
awards. 

Scheme of the new awards is 
to judge only on what a compa- 
ny’s advertising objectives are and 
how well it meets them. Ques- 
tions about budget, media use, etc. 
are beside the point in the new 
set-up. 
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Leading national advertisers have been quick to recognize 
the sales value of TV GUIDE’s circylation growth of a million a year. 


During the first quarter of 1956, seven of the ten leading 
national advertisers placed advertising in TV GUIDE. A total 
of 63 national advertisers currently have schedules. And TV GUIDE's 
40 editions are running advertising for 350 regional advertisers. 


TV GUIDE’s repeated use, as shown by Trendex, and 
extremely high readership, as shown by Starch, are reasons 
why advertising in TV GUIDE is increasing at an even 
faster rate than circulation. 


; America's Television Magazine . 
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TOWN JOURNAL 
to be on sale in more 
than 5000 I.G.A. stores 


“TOWN JOURNAL suits us to a ‘T’! It is tailor-made for the folks who live in the communities we 
serve—the kind of folks who have built |.G.A. 

“We think it is most important to have a magazine that is designed for the family first, and not just 
designed to be sold through super markets. 

“Today, more than ever, we must cater to the interests of the whole family. With more and more 
shopping being done by husbands and wives, a magazine which appeals to the whole family offers a 
big advantage. 

‘Based upon our experience in test areas, we are convinced there exists a ready market for more 
than 300,000 copies of TOWN JOURNAL per month through |.G.A. stores. 

“We expect to have complete distribution through all !.G.A. divisions by late summer and are 
hopeful that the publishers of TOWN JOURNAL will find it possible to deliver in excess of the 200,000 
copies per month promised by that time.” 


Donald R. Grimes 
President, |.G.A. 
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Starting with the June issues... 


TOWN JOURNAL’S § subscription circulation — now 
more than 2,000,000—will be substantially augmented 
through “newsstand” or single copy sales in 1.G.A. 
stores, one of the world’s largest food-retailing 
organizations. 

Approximately 80% of the more than three and a 
half billion dollars of sales made last year through 
stores served by I.G.A. wholesalers was accounted for 
by countryside families! TOWN JOURNAL, edited for 
countryside families, is a “natural” for I.G.A. ... and 


How big is I.G.A.? 


It’s big! Today there are more than 5000 full-fledged 
I.G.A. stores serving the American countryside, and 
President Donald R. Grimes expects that number to 
double within seven years. It’s big enough to require 
all four of TowN JOURNAL’s regional editions— 
Eastern, Central, Southern, and Western—to cover 
I.G.A. store circulation needs each month. 

All 1.G.A. stores are individually owned by the 
men who operate them . . . local owners . . . most 
of them countryside people. 


1.G.A. is a natural outlet for TowN JouRNAL. Now 
TOWN JOURNAL will achieve single copy sales exactly 
where it belongs . . . in the American countryside. 

TOWN JOURNAL has wide appeal to both men and 
women. In fact, that’s one of the things I.G.A. liked 
most about TOWN JOURNAL. 

Best of all, this magazine, and this magazine only, is 
edited to serve and interest the kind of folks who 
account for the major part of I.G.A. sales . . . coun- 


tryside families! 


The initials 1.G.A. stand for Independent Grocers 
Alliance, an organized group of owner-operated retail 
food stores. The idea was conceived 30 years ago by 
J. Frank Grimes, founder and first president of 1.G.A. 
Originally, Mr. Grimes signed up 75 stores to try his 
plan of centralized purchasing and hard-hitting mer- 
chandising. 

The I.G.A. plan unites major units of food distri- 
bution—the independent retailer, the independent 
wholesaler, the manufacturer and the farmer. 


How big is TOWN JOURNAL? 


It’s big! It’s the family magazine of home-town 
America, published monthly by Farm Journal, Inc., 
and currently subscribed to by more than 2,000,000 
families . . . and it’s growing fast. 

TOWN JOURNAL serves and sells the countryside as 
nothing else can. It reaches and helps the millions of 
families with billions of dollars to spend in this “big 
half” of the American market. 

TOWN JOURNAL “‘fits” this market in manner, mood 
and tone. Its articles match the readers’ living situa- 
tion; its variety appeals to the whole family and to the 
many different interests of each individual reader. In 


short, TOWN JOURNAL is a how-to-live-better maga- 
zine for countryside people, edited by men and 
women who understand them, genuinely care about 
them, and really want to do something for them. 


People like to read advertising in magazines 


TOWN JOURNAL 


The Family Magazine of Home-Town America 
Published Monthly by Farm Journal, Inc. 
Washington Square, Phila. 5, Pa. 

Graham Patterson, Publisher Richard J. Babcock, President 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazi 
Publishers A iation, National Business Publications. - 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Assistant Manager Sales and Service, 
William Hanus 
New York: Harry Hoole, Eastern 
Advertising Manager, James C. 
Greenwood, John P. Candia, David J. 
Cleary Jr., Louis DeMarco, William Laurie 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
Los Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager, James March, 
Loren E. Hays 
San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Richard McCarty, Mgr. 


EDITORIAL 


Editor, $. R. Bernstein 

Executive Editor, John Crichton 
Managing Editor, Jarlath J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard, Milton 
Moskowitz. Chicago: Murray E. Crain, 
Al Stephanides, Lambert S. Botts, 
Shirley Ullman 

Staff Writer: Emmett Curme 

Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carison 
Correspondents in All Principal Cities. 


15 cents a copy, $3 a year, $5 two years, $6 three years in U. S.. Canada and Pan 
America. Foreign $4 a year extra. Four weeks’ notice a for change of address. 
Myron A. Hartenfeld, circulation director. 


Keep Discussions Reasonable 


It was probably too much to expect that anything about the govern- 
ment anti-trust suit against six advertising and media associations 
could be discussed in reasonable, calm, dispassionate terms. But it is 
not too much to expect that responsible people will keep the discus- 
sion on a responsible level, and avoid stirring a boiling pot to the 
point where it sloshes over and creates a first-class mess. 

Anyone who feels that nothing will change in the advertising busi- 
ness as a result of the government suit and the consent decrees which 
have followed it is plain idiotic. Equally, anyone who feels that be- 
cause some change is inevitable, there must be a sudden and complete 
reshuffle, is acting irresponsibly and is encouraging confusion and 
chaos. 

It seems quite clear that advertisers are determined to make their 
own individual deals with their advertising agencies, and that their 
hand has been strengthened by recent legal events. This is important 
in concept and in law, but it is nowhere near as revolutionary in prac- 
tice as some present-day speech-makers would have us believe. This 
is not to say that present practices might not change considerably in 
some instances, but it is to say that what is being discussed is not a 
completely new, revolutionary notion. 

It seems quite clear, also, that the great bulk of media intend to 
continue the commission system about as it is; and while it seems 
equally clear that the Assn. of National Advertisers is more or less of- 
ficially committed to trying to get net rates for advertisers from me- 
dia, the possibility of success in this attempt is a matter of consid- 
erable doubt. 

It also seems clear that advertisers will continue to use advertising 
agencies, not only because no alternative seems presently to exist, 
but much more importantly, because advertising agencies perform a 
vital function which has proven its value—entirely aside from all 
discussions of compensation or system. 

Thus it also becomes clear that while the relations between agen- 
cies and clients, and the relations between agencies and media, can- 
not be completely separated, they are nevertheless two distinct prob- 
lems. Advertisers insist on their right to deal with their agencies on 
a mutually satisfactory, individual basis; media insist on their right 
to grant commissions to agencies as a class which they do not grant 
directly to advertisers. Both could be right, without necessarily in- 
terfering with the other. 

There will be changes, of course. They can be orderly and sensible, 
and beneficial to all in the long run. Or they can be dictated by 
vindictiveness and impatience and do long-run damage to the whole 
structure. The answer is up to us individually. 


Problems of Executives Flying 


The horrible recent tragedy in which six topflight Crane Co. ex- 
ecutives and two company pilots lost their lives in a company plane 
has served once again to call attention to the problem of flying ex- 
ecutives. 

Many companies which fly private planes have rules which pre- 
vent more than a specified number of company executives from using 
their plane at the same time. Yet Frank E. Elliott, Crane president, 
said after the crash that Crane does not plan to restrict the number 
of executives who may fly together. 

He pointed out that because of the wide differences in management 
positions, it is rare for more than one executive to be flying in the 
same plane at the same time. 

Yet clearly there is a serious threat to a company in placing a 
considerable portion of its executive manpower in jeopardy at the 
same time, and most companies will be unwilling to take the chance 
until the private plane safety factor improves still further. 


Gladys the beautiful receptionist 
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—Robert 8. Cole, George H. Hartman Co. 
“He’s one of our better writers...but he’s not very good.” 


What They're Saying 


Basic Problem 

Public relations as well as ad- 
vertising are after all only special- 
ized forms of communication. If 
we could develop methods that 
teach us how to produce better 
communication in our specialized 
forms, it stands to reason that they 
would also produce guidance for 
better communication in general. 

I happen to believe that the 
problem of proper communication 
is one of the most serious, one of 
the most vital and most basic 
problems the human race has to 
face and always had to face—on 
all levels, from the individual to 
the political. 

I even have a pet theory that 
many mental disorders and aber- 
rations that we have become ac- 
customed to explain in terms of 
maladjustment of the sex drive or 
maladjustment of the power drive, 
in terms of social inhibitions or in- 
feriority complexes or what have 
you, could be simpler, more com- 
prehensively and more exhaustive- 
ly explained as “communication 
neuroses,” as the results of a 
frustrated urge for proper com- 
munication. 


—Harry A. Starr, Leo Burnett Co., 
speaking at the national conference of 
the American Public Relations Assn. 


The Inquiry Controversy 

I'll suggest with some trepida- 
tion that advertising has a good 
way to go before it can demon- 
strate that it can replace the sales- 
man, despite some rather strong 
claims that it is an effective sub- 
stitute for him. And as long as the 
salesman produces orders in sat- 
isfactory ratio to calls with suffi- 
cient regularity, he has a case 


jagainst the advertisement that 


cannot be linked directly to the 
order. 

Or can we make the salesman 
more effective by producing in- 
|quiries for him by advertising? A 
‘continuing controversy swirls 
around the inquiry—its quantity, 
\its quality and its status pro and 
|con as the salesman’s effective ally 
or time-wasting enemy. I think 
that ample means can be worked 
out for screening inquiries that 
would make the inquiry a more 
effective sales tool. However, I 
| suspect that this won’t happen un- 
til a lot more work is done to 
demonstrate that the inquiry is 
such a tool, and not just a 
dressed-up media sales promotion 
gimmick. 

—Allan R. Wilson, Allan R. Wilson & 

Associates, speaking before the New 


Jersey chapter, National Industrial 
Advertisers Assn., in Newark. 


Buttercup Moves Up 
With more than six months of 
the 1956 model year gone by, a 
survey of Kelvinator appliances in 
color shows that Bermuda pink, 
while still the No. 1 choice, is ac- 
counting for a smaller percentage 
of total color production than it 
did in 1955. Buttercup yellow, sec- 
ond in 1955 is an even stronger 
second currently, and surf tur- 
quoise, introduced this year to re- 
|place a relatively unpopular fern 
‘green shade, has jumped into 
third place. 
—Walter Jeffrey, vp in charge of Kel- 
American 


vinator sales, Motors Corp., 
Detroit. 


| Blest Be the Tie 

| The one bond that holds some 
|marriages together is the uncer- 
tainty as to who, in the case of di- 
vorce, will get the tv set. 


—From an editorial in the Evening 
Citizen, Winsted, Conn. 


Advertising Age, May 28, 1956 


| Rough Proofs 


Jervis Babb says labor-saving is 
so popular with the ladies of 
America that you can’t get to first 
base nowadays with a bottle la- 
beled: “Shake well before using.” 


Speaking of the 15% agency 
commission, Attorney Morton J. 
Simon says the advertising busi- 
ness “has now been freed from a 
straitjacket.” 

But some prisoners still love 
their chains. 


A. W. Lewin assails advertising 
which is “a grotesquely tortured 
form of self-expression straight 
from the martini-addled brains of 
frustrated bohemians.” 

Maybe they’d better switch to 
Manhattans. 


The House post office committee 
has shown its willingness to live 
dangerously by recommending an 
increase in the first-class letter 
rate to 4¢ in a Presidential election 
year. 


Chicago newspapers are badg- 
ering Phil Wrigley to explain why 
the methods that have made Wrig- 
ley’s gum No. 1 in its field have 
made the Chicago Cubs the cellar 
champions of the National League. 


“Reporting on news and govern- 
mental policies, as USIA attempts 
to on a global scale,” says Gene 
|Castle, “is not a job for ex-radio 
|hucksters or gray flannel suit fel- 
j\lows from Madison Ave.” 

Maybe those flannel suits should 
/move over to Fifth Ave. 


“There are 48 million cars op- 
erating in the U. S.,” reports Life. 

And if they don’t hurry up with 
\that highway program, “operat- 
ing” will be mainly by poetic li- 
cense. 


Station WSJS-TV’s ad shows the 
hand of an executive getting ready 
to make an advertising buy, 
equipped with a signet ring on the 
forefinger. 

Is this the current equivalent of 
the man with the eye-patch? 


“In 43 years,” asserts Product 
Engineering, “farm machinery 
business expanded to nearly $2 
million in 1955.” 

And of course didn’t include In- 
ternational Harvester’s billion-plus 
sales last year. 


“I don’t subscribe to the cliche 
that good ideas don’t come out 
lof conferences,” remarks Walter 
O’Meara. 

Particularly if they’re of the 
brain-storming variety? 


| An advertising gal working in a 
suburban location emerges as a 
first-rate iconoclast in declaring 
against fresh air and in favor of 
the noise, hustle and bustle of the 
big city. 

Copy Cus. 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


How do 
nancial 


Advertisers 


rank 
Philadelphia 


) 


| 
i 


| newspapers? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


TOTAL FINANCIAL ADVERTISING 
1955 


INQUIRER | —|_- BULLETIN 
627,000 lines | | 536,000 lines 


In 1955 The Inquirer published the largest volume of financial 
advertising ever carried in any newspaper in the history of 
Philadelphia—627,000 lines ...a gain of 60,000 lines over 1954 
... a leadership of 90,000 lines over the second newspaper. 


1955 marked the 22nd consecutive year that financial adver- 
tisers have made the Inquirer their first choice for sales in the 
Delaware Valley, U.S.A. 


Che Philadelphia Pnquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557, 
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Business to Spend 30% More for Research, 
Capital Expansion in ‘56, McGraw-Hill Finds 


crease since °53. Presenting the} 


first information ever compiled on 
plans for expenditures on research 
and development, Mr. Keezer em- 


manufacturing, up more than 45% 
as a whole from ’55. In non-man- 
ufacturing industries, mining is 
up 34%; petroleum, 11%. Railroads 
plan to spend 62% more in ’56 


Advertising Age, May 28, 1956 


in over-all capital spending with- 
in the manufacturing group are in 
non-ferrous metals (123%), paper 
(83%), steel (82%) and automo- 
biles (81%). 


New Yor, May 22—U.S. indus-;on the drafting board. But almost | | phasized, the current survey shows 
trial companies plan to spend $39|30% of all manufacturing com-| business already plans to increase than in ’55, while “other transpor- 
billion for new plants and equip- panies report that a significant|these expenditures another 33% ‘tation and communications” show|# Various chemical process indus- 
ment in 1956, a 30% increase over | share of their 1956 capital spending| by 1959, when planned research a 33% increase. Public utilities are tries show increases of more than 
1955. will be for facilities to make new | spending is expected to reach $6.3| planning to spend 15% more this|40%. The machinery industry is 

During the next four years| products. billion. year. Commercial enterprises—| stepping up spending by 35%. 
Ameritan business plans to in- |mostly in wholesale and retail The automobile industry will 
vest more capital in expansion|® Research and development ex-|# Most of the large capital spend- | trade—plan 20% higher expendi-| spend more, in total, than any oth- 
than in any similar period before.|penditures in °55 were nearly $5) ing increases planned for this year, /tures than in ’55. er manufacturing industry this 

These are major results of the| billion for all business, a 29% in-| /Mr. Keezer pointed out, are in Largest planned increases for 56) year—$2 billion. Next is steel, with 


current ninth annual survey of 
business’ plans for new plants 
and equipment released last week 
by Dexter M. Keezer, vp and di- 
rector of McGraw-Hill Publishing 
Co.’s department of economics. 
For the first time since the sur- 
veys were started, Mr. Keezer 
said, plans for the second year in 
advance (1957) are equal to those 
for the current year, with plans 
for three and four years ahead 
already within close range of the 


fgets othe arent surve [rom the DC-3 to the new DC-S 
“multi-billion” market-in-motion, and dominated 
by this one magazine with 91% coverage 


include: 


e Manufacturing companies plan 
to increase capacity 8% in ’56, and 
another 18% in the ’57-59 period. 
Total increase since 1950 will reach 
51% by the end of 56. This means 
manufacturing companies soon will 
have half again as much capacity 
as at the start of the Korean War. 


® Development of new products is 
a key factor in industry’s plans for 
56-59. Manufacturing companies 
now expect 11% of ’59 sales to be 
in products that were not made in 
55. This figure does not include 
all new products; some still are 


PUZZLED? 
Need information 
about business papers 
serving any given 
industrial market? 


Get it the quick, easy, in- 
expensive way in IM’s 556- 
page Annual Market Data 
& Directory Number, June 
25th, by placing year’s trial 
order now for only $3. 


Market Data Number in- 
cludes basic information 
for more than 2500 Busi- 
ness Papers! Indexed ac- 
cording to market served. 
Circulation, space rates, 
closing dates, page size, 
even name of each editor! 
Only publication of its 
kind in the world! 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 

NAME 
COMPANY 
STREET 
city z 
STATE. 
C $3 enclosed [) Bill firm [) Bill me 


Tih e eller ro 
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W orld’s largest aviation publishers . . . American Aviation 


17 E. 48th ST., NEW YORK, N. Y. 1001 VERMONT AVE., N. W., WASHINGTON 5, D. C. 139 NORTH CLARK ST., 
CHICAGO 2, ILL. 509 STEPHENSON BLDG., DETROIT 2, MICH. 8943 WILSHIRE BLVD., BEVERLY HILLS, CALIF, 
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Advertising Age, May 28, 1956 
$1.6 billion, and chemicals, with|expenditures into new construc- 
$1.4 billion. tion, and 71% into new equipment 
As a reflection of the intense|in ’56. These companies, Mr. Kee- 
demand for capital goods, Mr.|zer said, continue to base their 
Keezer said, the machinery indus-| plans for capital expenditures on 
try in 56 will spend over $1 bil-|the expectation of strong growth 

lion on new plants and equipment! in sales during the years ahead. 
for the first time ever in a single! Another factor of major import- 
year. The petroleum, paper and/ance, Mr. Keezer pointed out, is 
food industries will spend more |the increasing volume of research, 
than $800,000,000 apiece. |particularly in industries that un- 
til recently had very little of it. 
® Manufacturing companies plan! The largest capital expenditures in 
to put 29% of their total capital|this area in ’55 were made by 


chemicals, aircraft manufacturing 
and the machinery group. 

In 1953, all industries spent $3.6 
billion on research and develop- 
ment. In 1955, the amount was $4.7 
billion. In ’56, the survey reports 
it will be $5.4 billion. In ’59 plans 
call for an expenditure of $6.3 bil- 
lion. 


® Reports from companies for the 
current report were received by 
McGraw-Hill in April and early 
May. The company’s ’56 estimate 


made last October, Mr. Keezer 
said, has had to be revised upward 
by 13%. 

Where the capital is coming from 
to meet anticipated expansion 
plans is not covered by the re- 
port, but Mr. Keezer expressed 
confidence that the necessary mon- 
ey can be raised in the foresee- 
able future without difficulty. 

Mr. Keezer stressed that the 
McGraw-Hill surveys are not pre- 
dictions but reports based on data 
supplied by major companies in 
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response to questionnaires. The 
number of companies able to give 
specific plans as far ahead as ‘59, 
he said, amounted to 88%—the 
greatest proportion recorded in any 
of the McGraw-Hill surveys. 


Dairy Council Produces Film, 
‘Admirals in the Making’ 

The National Dairy Council has 
released a new film, “Admirals in 
the Making,” which was produced 
at the U. S. Naval Academy, An- 
napolis. The movie depicts life and 


tradition at Annapolis with em- 
phasis on the importance of sound 
health and eating practices, includ- 
ing dairy products. Two hundred 
prints of the film are currently in 
use. NDC’s affiliated units operat- 
ing local market Dairy Council 
programs in 36 states are using 
125 prints, and 75 prints are being 
circulated nationally by NDC be- 
fore professional and consumer 
groups and for tv showings. 

For information about prints of 
the 13%-minute sound and color 
film write the NDC, 111 N. Canal 
St., Chicago. 


To reach Portland's plus au- 
dience . . . radio listners in 
their cars...use KEX's pop- 
ular "Big 5" deejay, Berney 
Keep. 


Like father, like son...Pioneer 
Donald W. Douglas, with Don 
W. Douglas, Jr., at the controls 
of a Super DC-3. 


The Keep Time Show 
6:00 - 9:00 A. M. 
Monday through Saturday 


The DC-3 has been everywhere, done everything, landed in every country that 
has an airstrip. Donald Douglas built the first one in 1935. Since then 11,000 
have come off the line. They’ve logged 150-million hours. 7,700 are still flying. 

In 1935, a DC-3 cost $110,000. Total investment over the years—quite a hunk 
of money. Add parts, engine changes, maintenance . . . wow! Lifeline to many a 
supplier, the DC-3 is a continuous market . . . and grandpappy of a fleet of progeny, 
the Super DC-3, the DC-4, DC-6 and 6-B, the DC-7, and now the new DC-8... 

One DC-8, for instance, costs about $5,000,000. And in just the past six months 
from Douglas, as well as Lockheed and Boeing, the airlines have committed well 
over a billion dollars for jets and turboprops. Don’t you think you’d better get 
into this market with both feet? 

AMERICAN AVIATION delivers 3,572 readers for your advertising at Douglas, 
Lockheed and Boeing alone. It puts 11,717 copies right on buying target among 
the 21 airframe builders who do the volume business. AMERICAN AVIATION 
delivers concentration where it counts clear across this integrated-interdependent 
industry . . . the airframe and engine manufacturers, component parts, the airlines 
and the military, business plane owners, air terminal management. 

The inescapable fact is . . . it takes just one magazine to deliver 91% coverage 
of this entire industry ... AMERICAN AVIATION. Set up date to see...“How to 
Increase Your Share of the $10-Billion Aviation Market.” 


During an average weekday 
there are over 539,000 cars in 
motion in the Portland Metro- 
politon area...36% of these 
have their car radios in use. 
Let KEX’s "Big 5" D. J.’s sell 
your product to this big plus 
audience. 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudolph, KEX Soles Man- 
oger, CApito! 2-1881; A. W. *'Bink’’ 
Dannenboum, WBC General Soles 
Manager, MUccny Hill 7-0808, New 
York; or your neores? Peters, Griffin, 
Woodward, Inc., office. 
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The readership 


“7 


q 


loyalty of 


Every Elk is vitally interested in the Order. Every Elk owns 
a piece of The Eiks Magazine. The result is loyalty you'll 
not find in most magazines ...a stabilized audience un- 
matched by newsstand-sold publications. Moreover, the 
1,152,497 Elks (Dec. 31, 1955 ABC) possess incomes far 
above the national average. 


MAGAZINE 


New York * Chicago + Detroit * Los Angeles 


All-UHF for 
East Is Step in 
2-Phase FCC Plan 


WaAsHINGTON, May 22—In a let- 
ter to the chairman of the Senate 
commerce committee last week 
|Chairman George C. McCon- 
|naughey indicated FCC is consid- 
lering a two-stage solution to the 
uhf problem. 

His letter to Sen. Warren 
|/Magnuson (D., Wash.) said a 
'“specific allocation proposal” 
(presumably a _ de-intermixture 
plan establishing some all-uhf 
markets) will be issued “within 
the next few weeks.” 

In addition, he said FCC is con- 
sidering a “longer range solution.” 
This is believed to mean FCC will 


| propose as the ultimate solution 


to the tv channel shortage prob- 


/lem a plan involving the shift of 


all eastern stations to the uhf band 
over a five to ten-year transition 
period (see “This Week in Wash- 


|ington,” AA, May 21). 


Wycoft Names Cliff Shores 
Wycoff & Associates, San Fran- 
cisco agency, has appointed Cliff 
Shores as account supervisor. Mr. 
Shores formerly was with Camp- 


|bell-Ewald in the East, the public 


relations department of Pacific 
Greyhound Lines and most recent- 
ly in creative advertising and sell- 
ing in the Bay area. 


Busch to Doremus-Eshleman 
Doremus-Eshleman Co., Phila- 
delphia, has appointed Benjamin F. 


Busch media and research director. | 
Mr. Busch for the past three years | 


has operated a marketing research 
service, Ben Busch. 


WINS 
for 


April 18 write-up: 


WAVE RADIO 


AWARD 


We've been going places for months here at WAVE with “DIAL 970”, 


our new Monitor-Weekday format. With good reason, too, it seems! . . . 


VARIETY has just selected W AVE as one of eleven radio and television 
stations for its 1955-56 Honor Roll! Here are excerpts from VARIETY’S 


“Programmatically, WAVE came up with a listen- 
able blend of journalism and showmanship, plussed 
by intensive promotion. MONITOR was previewed 
last June via a radio spectacular running, natu- 
rally, 90 minutes. When later NBC was developing 
WEEKDAY, WAVE dittoed with elaborate promo- 
tion to snare local sales. The heading was DIAL 
970, tailoring each program segment to time of 
day, available audience, staff personalities, sales 
requirements and promotional opportunities. 


= “Prime features are WAKE UP WITH WAVE, 
“s CAROUSEL (music and facts), ROADSHOW (for 
i moving radios), NIGHTBEAT (‘The Pulse of 


Ser ee ere ot 


Louisville After Dark’), complete with scooperoo 
factors —in short, programming to keep radio 
from sounding like the ‘same dull jukebox’.” 


NBC Spot Sales has all the facts on WAVE’s imaginative, award-winning 
DIAL 970 — radio that’s going places and doing things in Louisville, 


i and exclusive with WAVE! 


WAVE 


5000 WATTS « NBC AFFILIATE e LOUISVILLE 


SPOT SALES 
Exclusive National Representatives 


Advertising Age, May 28, 1956 


Getting Personal 


Ben Cohen and Norman Kal, WAAM president and exec vp re- 
spectively, accompanied by their wives, sailed May 11 aboard the 
Liberte for Europe. The two Baltimore executives will meet with 


CHEERIO—John A. Cairns, president 

of Anderson & Cairns, New York, 

and Mrs. Cairns sail for England 

and the continent to discuss the 

American marketing picture with 

European clients. They will return 
June 8. 


European and British tv of- 
ficials to discuss tv program- 
ming and presentation... 

Louis B. Seltzer, editor of 
the Cleveland Press, has been 
named national chairman of 
the 24th Brotherhood Week, 
to be observed next Feb. 17- 
24 through the sponsorship 
of the National Conference of 
Christians and Jews... Wil- 
lard Heggen, vp of Compton 
Advertising, has accepted 
the chairmanship of the ad- 
vertising, publishing, enter- 
tainment and services divi- 
sion of the Greater New 
York Fund, which seeks $10,- 
000,000 for 425 affiliated 
hospitals and health and 
welfare agencies...The Ad- 
vertising Federation of 
America has presented a 
plaque for distinguished 
service to advertising to Rob- 
ert W. Sarnoff, NBC presi- 
dent, who served as general 
chairman of AFA’s promo- 
tion of the 1956 National Ad- 
vertising Week... Carleton 
D. Smith, NBC vp, has been 
appointed general campaign 
chairman of the first Wash- 
ington area united charity 
fund drive... 

Monroe Adler, Hearst Ad- 
vertising Service, New York, 


is the father of a 9%-lb. 

redheaded boy, Mark, born 
April 30. Mrs. Adler, the former Diana Celli, was with Hearst be- 
fore her marriage... 

Off on a Roman holiday are Maxwell Dane, vp of Doyle Dane 
Bernbach, New York, and Mrs. Dane... 

Those who remembered that Fred Gamble, of the Four A’s, was 
a Rhodes scholar were not astonished when he bade bon voyage in 
six languages to the many foreign advertising men attending the 
International Advertising convention... 

Many well-known advertising people attended the wedding of 
Nancy Feldon to R. B. Doss in Winnetka, Ill, May 12. She is the 
daughter of Mr. and Mrs. O. A. Feldon, and a former employe of 
Needham, Louis & Brorby. Dutch Feldon has been active in pub- 
lishing for many years. 


eC / 4 
POSTER EYES ARTIST—Howard Wilcox, art director of Cunningham & 
Walsh, poses with his public service poster, one of a series done 


for the Greater New York Fund in the same light vein as his 
Chase Manhattan Bank prize-winning designs. 


Archbold van Beuren, publisher of Cue, is in Europe for a 10- 
week pleasure and business trip. While there, he’ll make a survey 
of off-season travel for Cue’s travel section. . . 

Barbara Calhoun Metzger will be married in September to Wil- 
liam Warren Demlin, a member of the art department of L. W. 
Frolich & Co., New York agency. . . Jo Ranson, public service and 
publicity director of WMGM, New York, was a delegate to the Pres- 
ident’s committee for traffic safety, regional conference, in Atlantic 
Cay is 

Lilian Okun, producer-director-writer at WMCA, has been elected 
president of the New York City chapter of American Women in 
Radio and Television. Also elected were Eleanore P. Hurley, WQXR, 
lst vp; Priscilla Campbell, NBC, 2nd vp; Jo-Ann Welch, CBS, 
treasurer; Viola Becker, V. S. Becker Productions, corresponding 
secretary; Lucille Mason, Compton Advertising, recording secre- 
tary... 

Edmond Casarella of ABC’s art department is represented in the 
current tenth annual print show at the Brooklyn museum, and one 
of his woodcuts was featured in the April 29 New York Times 
Magazine... 
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eee your wife unhappy ? 


If her unhappiness is because of her kitchen, 


then certainly General Electric must accept a 


major share of the blame. Let Roy W. Johnson, 
Executive Vice-President of General Electric, 


tell you how it happened... 
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eC AASIUSIVE NGTIONG! Representatives 


MR. ROY W. JOHNSON 
Executive Vice-President 
“ Consumer Products Group 


General Electric Company 
| 
— — a> 


> 


Mr. Johnson Says: 


“No one man, nor even any one depart- 
ment, can claim full credit for the de- 
velopment of General Electric’s Living 
Kitchen or other consumer product de- 
velopments. They are the cooperative 
achievement of the skills of many men 
... researchers, designers, engineers, pro- 
duction men, marketing specialists, and 
our distributors and dealers. 

“It’s been my observation that the 
men who contribute most to the de- 
velopment and production of new prod- 
ucts are those who keep abreast or ahead 
of industrial and marketing trends. Their 
careful reading of business, trade and 
technical magazines helps spark ideas 
for the advancement of our organiza- 


tion's activities.” 


| Magazine... 
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9,772 key men at G-E 


As Mr. Johnson indicates, his executives 
are on a constant search for ideas and for 
machines and materials that can be put to 
use by his company. And the fact that so 
many of them subscribe to McGraw-Hill 


publications is evidence that these maga- | 


zines give them the help they need. 


! 
To gather the news that is vital to in- | 
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subscribe to one or more McGraw-Hill magazines 


dustry, McGraw-Hill’s 400 full-time 
editors visit over 33,500 plants or offices 
every year and maintain active member- 
ship in 270 industrial and engineering 
societies. In addition, McGraw-Hill uti- 
lizes the services of 3,800 contributing 
authors and 620 field correspondents. 
This type of editorial leadership at- 


tracts over a million subscribers . . . spe- 
cific audiences in 16 fields and industry 
functions. Your advertising message in 
McGraw-Hill business publications can 
help make your salesmen’s limited time 


more productive. 
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Your advertising Can 
help your salesmen make 


: every minute more prod. uctive 


Orders for any product that sells to business or industry are the end 
result of numerous sales contacts with the men who have a voice 

in buying decisions. Some of these contacts —or steps to a sale—can 
: be accomplished faster and more economically by Business Publication 
Advertising. Others, particularly the pay-off steps, require the 
specialized skill of the salesman. It’s the combination of printed calls 
and personal calls that produces the greatest results. 


When you apply Business Publication Advertising to the job of 


Be ab acaiate B re er 


telling a// prospects what your product can do for them, you 
are saving time for your salesman. You are relieving him, 

at pennies per call, of the many preliminary steps that must be 
covered along the way to a firm order. You are increasing 

his productivity by permitting him to concentrate his 

valuable working hours discussing product applications and 


closing sales. And you're keeping the door open for future sales. 


6. KEEP CUSTOMERS SOLD 


¥ FOR 
f +— GREATER 
: 5S. CLOSE THE ORDER 
| €>> sTEPs To sicas 
. L 4. SPECIFIC PROPOSAL ¢+-PRODUCTION 
. HERE 
ss SUCCESSFU 3. CREATE PREFERENCE pa: eae 
“~ APPLY 
[ SELLING 2. AROUSE INTEREST — ADVERTISING 
4 HERE 

1. MAKE CONTACT on 
: Me Graw-Hill 
4 @) PUBLISHING comPANy, INC. 


330 West 42nd Street, New York 36, N.Y. 


Headquarters for Business Information 
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Supreme Court 


|George Patton Adds One 


Kold Kist Inc., Los Angeles, has | 


Broadcasting Club Elects 


Bruce G. Rattyson, manager of 


|appointed George Patton Adver- John Blair Co., Boston, has been | — alls 
‘ | tising Agency to handle a new ad- elected president of the Broadcast- | | Carries MORE adver. 
pholds FCC S vertising-promotional campaign ing Club of Boston for 1956-57. 4 tising from MORE 
for its frozen foods. Kold Kist’s|Other officers are Charles F. than any 


13-week push is centered around | 


| Hutchinson, Chambers & Wiswell, 


' n 
“in the world! 


|a “25 words or less” contest. Each | Ist vp; John Hurley, general man- 
week a Southern California win-| ager, WNEB, Worcester, 2nd vp; 
|ner will be named who will receive|Roy Whisnand, general manager, 
free maid and gardener service for | WCOP, treasurer, and Kay Chille, 


Station Limit 
Majority Rejects Storer 


McCREADY PUBLISHING 
71 W. 23rd St. WY. 10 


View; Says FCC Can Bar ° wae 


Nora Kirby Inc., secretary. 


HEADQUARTERS FOR TOY MARKET INCOR MATIC 


‘Concentration of Control’, 


WASHINGTON, May 22—The Su-| 
preme Court today gave over- 
whelming support to the Federal 
Communications Commission’s ef- 
forts to limit the number of radio 
and tv stations which may be con- 
trolled by a single organization or 
individual. 

The court said the adoption of 
the rule merely announces the 
commission’s attitude on public 
protection against concentrated 
control in the industry. 

“An applicant files his applica- 
tion with knowledge of the com- 
mission’s attitude toward concen- 
tration of control,” the court said. 

While the rule goes back to pre- 
World War II days, today’s decision 
was the first test to reach the Su- 
preme Court. Under the present 
version of the rule, no individual 
is allowed more than seven am 
and fm stations, and no more than 
seven tv stations, of which at least 
two must be uhf stations. 

The decision reverses a verdict 
of the court of appeals here, which 
threw out the commission rule on 
the basis of a protest by Storer 
Broadcasting Co. The case was re- 
turned today to the lower court, to 
consider other issues raised by | 
Storer. 


® Two members of the court, Jus- 
tices Harlan and Frankfurter, is-| 
sued dissents indicating they 
would have preferred to rule sole-| 
ly on procedural issues, rather 
than on the validity of the FCC 
rule itself. But Justice Harlan 
added, in his statement, that since 
the majority decided to settle the | 
legality of the rule as well as the 
procedural issues, he joined with) 
the majority in supporting FCC. 
The majority as well as the dis- 
senting opinions debated Storer’s 
right to challenge the FCC rule in 
the absence of proof that it already 
had been injured. For the major- 
ity, Justice Stanley Reed concluded 
the rule already has injured Storer | 
because it tends to control the! 
broadcaster’s business affairs. 
Taking a narrower view, Justice | 
Harlan contended Storer would 
not be injured until FCC actually | 
rejects its applications for addi- 
tional stations. He said Storer was, 
in effect, using the appeal in order. 
to obtain a declaratory judgment. 


® The majority found nothing ar-| 
bitrary about FCC’s rule, since it) 
includes a provision which allows 
broadcasters to apply for a waiver. 

Rejecting Storer’s argument that 
FCC must consider every applica- 
tion on its merits, regardless of the 
number of stations already con- 
trolled by a licensee, the majority | 
said, “We do not think Congress 


° d h . . RADIO TELEVISION 
inten ed t at commission waste saiiiell catia acne, siiaimabiaain ste ek 
time on applications that do not PITTSBURGH KOKA PITTSBURGH KOKA TV Y) 


state a valid basis for hearing.” 


A. J]. Joa Opens Oftice 

Alexander J. Joa has opened 
an office at 550 Grant St., Pitts- 
burgh, as sales representative for 
Herington Advertising, New Ro- 
chelle, N. Y., industrial agency 
specializing in direct mail and 
brochures, and Ross Printing Co., | 
New York. He also represents 
Metal Treating. 


Carton Label Changes Name _ 
Carton Label & Lithograph Co., 
San Francisco, has changed its) 


name to Security Lithography Co.,| 
label division, to avoid being mis- | 
taken for a carton manufacturer. 


six O’*CLOCH ADVENTURE 


Our new “Six O’Clock Adventure” strip is bound to get you 
sales action in the rich Northern Ohio Market. It delivers 
half-a-million sales impressions, nightly. 


Look at the time rating (6-6:55 pm)— 


14.8, 5-day average, 


and with peaks as high as 16.5. That’s 65% more 


audience than its closest competition-—and with 


% adult 


audience, at that! 

The program features: ‘Sheena of the Jungle,” 
“Jungle Jim,” “Gene Autry,” “Captain Z-Ro,” “Roy Rogers,” 
“My Hero,” with Robert Cummings, and “Willy,” 
starring June Havoc. First run in the Cleveland market. 

Time on this new strip is going fast. In fact, 
it was 60% sold out the first week on the air. For information, 
call Albert P. Krivin, Sales Manager for KYW-TV, 
at CHerry 1-0942, or A. W. “Bink” Dannenbaum, WBC 
General Sales Manager, MUrray Hill 7-0808, New York. 


“ROY 
ROGERS 


In Cleveland, No Selling Campaign is Complete 
Without the WBC Station— 


KYW, 


Irv 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


CLEVELAND-—KYWw 
FORT WAYNE —-wowo 
PORTLAND-—KEX 


CLEVELAND” KYW.-TVv 
SAN FRANCISCO-—KPIx 


KPIK REPRESENTED BY THE KATZ AGENCY. INC 
ALL OTHER WBC STATIONS REPRESENTED SY PETERS GRIFFIN, WOODWARD, Inc 
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Put your Advertising Outdoors and Watch America Go Buy! - 
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NJ 
No One picked fresher... 
_ packed faster! 


Rotary cut-out painted display 
Designed by J. Walter Thompson Company 


more SALES POWER 


Libby, McNeill & Libby uses Outdoor Advertising in a selected group of major 
cities for its value in dramatically presenting a family of food products to an 
entire market. Rotating painted bulletins provide “advertising on the move” — 
affording the opportunity to circulate and merchandise Libby’s displays month 
by month in all key buying areas. The huge, three-dimensional cut-outs, beau- 
tiful reproductions of Libby’s foods, create appetite appeal and excellent 
customer remembrance. 


PUT OUTDOOR’S SALES POWER TO WORK FOR YOU! 
Outdoor Advertising is unmatched in ability to deliver more messages at less cost than 
' any other major medium. ‘i 


Check the T.A.B.* study: in a typical market area 93% of people SEE OUTDOOR. 
Average person SEES it 22 times per month. 


Look at POLITZ figures: average exposure to pedestrians is 64 seconds—to motorists, na 
21 seconds. 


And examine the cost: only 15c per 1000 circulation in typical national campaign! 


*Traffic Audit Bureau “i 


os) +» — OUTDOOR ADVERTISING INCORPORATED 


| oO A i NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 


: ‘ i 
ts ' * x "4 ATLANTA « BOSTON « CHICAGO « DETROIT *« HOUSTON « LOS ANGELES 
a 4 \ PHILADELPHIA © ST. LOUIS * SAN FRANCISCO « SEATTLE 
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Canada Dailies’ 


Revenue Rises; 
m Share of Ads Dips” 


Toronto, May 22—Canadian| 
daily newspapers in 1955 regis-| 
tered a national dollar gain in ad- 
% vertising revenue of $1,930,686— 
: 5.3%—to lift the '55 total to $39,- 


a 


2, 764,065. 

Canadian dailies in ‘55 carried 
: 50.4% of the national dollar vol- 
ee ume of publication advertising. 


This was a drop of 11.1% from 
1954, when the figure was re- 
ported as 61.5% (AA, June 6, 55). 

In °55, Canadian dailies and 
their affiliate supplements (de-| 
‘ livered as an integral part of the} 
a newspaper) carried 62.2% of the 
dollar volume of manufacturers’ 
advertising placed in Dominion 
publications. 

Total linage carried in Canadian 
dailies in '55 was 770,524,710, com- 
pared with 723,336,073 lines in °54 
and 703,191,031 lines in ’53. 

While dollar totals for the first 
quarter of ’56 are not yet available, 
the Canadian Daily Newspaper 
Publishers Assn. reports that lin- 
. age for the first three months of 

this year has registered a gain of 
79% over °55. 


si" 
‘ 


® During ’55, so-called “hookers” 
(tie-in ads) sold by Canadian dail- 
ies increased 6.8% in number over 
54 and 4.9% in linage, the associa- 
tion reports. 

As previously reported, many 
Canadian newspapers require that 
ads be contracted for by a manu- 
facturer before an ad for its prod- 
ucts can be placed by a retailer at 
the local rate. Without the national 
ad, the local insertion is billed at 
national rates. 

Membership in the CDNPA cur- 
rently is 89 newspapers. During '55 | 
the Hamilton News suspended 
publication. 

Circulation increase of Canadian 
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‘Town Journal’ to Be Sold in 
IGA Stores; Advances Dates 
Town Journal will be available 
in about 5,000 Independent Gro- 
cers’ Alliance food stores on a 
single copy basis, beginning with 
the June issue. The present all- 
subscription circulation will be in- 
creased by the 50,000 copies being 
made available to IGA stores, and 
it is expected that it will build up 
to 200,000 copies a month by mid- 
fall, producing a bonus over Town 
Journal’s 2,000,000 guarantee. The 


magazine also begins a new sched-|has been named executive editor 
of Town Journal. 


ule of issuance dates with the 
|September issue. Issues will be 
published two weeks earlier than 
at present, bringing the Sept. 1 
issue up to Aug. 18. The change is 
jexpected to facilitate the maga- 
\zine’s growing single copy distri- 
| bution, R. J. Babcock, Farm Jour- 
|nal Inc. president, said. 


associate editor of the western re- 
gional edition of Farm Journal, 
|sister publication of Town Journal, 


Dunaway Buys Aspen Paper 
William R. Dunaway, formerly 
editor of National Skiing, has 
bought the Times, Aspen, Colo., a 
weekly newspaper. Plans call for 
redesigning of the paper with the 


'first of the “new” papers to be 
Paul Friggens, formerly senior-| 


published June 7. The paper is the 
official publication for Colorado’s 
Pitkin county and is the only 
newspaper in Aspen. 
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Laws Agency Moves to Florida 

George N. Laws Advertising 
Agency, Hollywood, Cal., is mov- 
ing its offices to Tampa, Fla. The 
California offices will be officially 
closed on June 1; the Florida of- 
fices will open on the same date. 
The move is being made so there 
can be closer liaison between the 
agency and client, AquaFoods 
Corp., Tampa, an _ organization 
started in August 1955, which is 
licensed to pack seafoods under the 
Carnation label. 


daily newspapers during ‘'55| 
amounted to 2.5%, for a record | 
high of 4,732,007. 


Sheeran Joins Sylvania 

Robert T. Sheeran, formerly | 
Boston bureau manager of United | 
Press, has joined Sylvania Electric | 
Products as project manager in| 
the public relations department. | 


8X10 GLOSSIES | 
FOR NEWS RELEASES 


PUBLICITY > PROMOTIOe 


From your negative, photo, or artwork | 


FREE! 


Helpful brochure on preparation 
and uses of glossy photos fer ad- 
vertising ond 


publicity. DEPT. 8 


SUperior 7-82883 
919 W. Hubbard St., Chicago 10, tll, 
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Daytime, Nighttime 


daytime and nighttime spot radio, | hours. 


which five years ago were as much 


rector of the association, said spot; more costly at night. 
program rates for day and night} 


25 


oe 


population group, partly estimated | est cost station in each market at 
The only appreciable difference by SRA—and the one time cost of|current daytime rates—is as fol- 
Spot Rates Almost are practically the same in all | between day and evening spot/complete coverage using the high-| lows: 


Equal, Study Finds 


markets of 100,000 or under, while' rates showed up in cities with’ station Population Station 
announcements cost national and 500,000 or more people. Program) places Group 30 Min. 15 Min. 1 Min. Break 
regional advertisers from one to rates in these markets are 30%| 49 500,000 and over $ 6,022 $ 3,964 $1,771 - $1,396 
New York, May 22—Rates for, three per cent more in eveningj| higher at night and announcement) 4g 250,000-499,999 3,382 2,240 780 698 
rates are 14% higher. 91 100,000-249,999 4,895 3,205 1,048 934 
In 137 markets in the 100,000) A study by the SRA five years, 39+ 50,000-99,000 1,205 802 258 225 ; 
as 79% apart, are now practically |to 500,000 group, nighttime pro- ago showed time charges for pro-| 148*  —25,000-49,000 5,390 3,290 964 842 : 
Less than 25,000 27,736 17,385 4,848 4,092 h 


identical, except in the top 40 mar-| gram rates run from three to five gram _ periods running to 70% 1,045* 
kets, according to a study made by per cent higher than daytime;|more at night and announcement) 
in these and station breaks 79% more. 


Station Representatives Assn. | minute announcements 


Lawrence Webb, managing di-| markets are three to four per cent 


| *Estimated. 


READS AND USES 


L ELECTRICAL MERCHANDISING 


John G. Webster and Sons in Washington D.C., 
does a big selling job of major appliances. Mike 
Flynn, Appliance Manager, is an ELECTRICAL 
MERCHANDISING subscriber. Here is what he says 
about how he reads and uses ELECTRICAL MER- 
CHANDISING... 


“I scan all the ads in each issue of ELECTRICAL 
MERCHANDISING because it is a real market place 
and because I get ideas for the design and styling 
of our own local advertising. Quite often I clip 
ads and use them to compare the features of the 
lines we don’t carry with those we do carry. This 
gives me an opportunity to provide the sales staff 
with information which they would not get other- 
wise. Upon occasion we have shown such MER- 
CHANDISING advertisements of products which are 
about to come on the market to customers when 
they seem to fit the requirements. And, I can hon- 
estly say that ELECTRICAL MERCHANDISING adver- 
tisements were a contributing factor in picking 
up a line we now carry and sell. 


The quick at-a-glance type of information from 


Electrical 


Merchandising 


ADVERTISEMENTS 


Trends has stimulated me and I’ve found it par- 
ticularly useful to learn what is going on nation- 
ally. Along with the regional Trends in the East, 
which I always read, I’ve found these stories to 
be right on the button. It has been profitable for 
me to use ELECTRICAL MERCHANDISING to find 
sales ideas which we adapt to good advantage and 
for my purposes it is definitely the most useful 
source of new product information.” 


Mike Flynn gets a lot out of ELECTRICAL MER- 
CHANDISING because there’s a lot in it for him. 
Like thousands of top dealers and distributors 
who find it their most useful publication for sales 
ideas he also finds the advertisements in it really 
useful to him in his business. And, dealers are 
twice a likely to pick it up purposely to read the 
ads than the field’s second publication. So, use 
ELECTRICAL MERCHANDISING regularly to adver- 
tise your line. Your advertising dollar in ELECTRI- 
CAL MERCHANDISING will help build the kind of 
distribution which will give you a bigger share of 
a growing market... and you’! find it will help 
cut selling costs at the same time. 


alone will cover the market alone 


(=) 


A MCGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 


The number of markets in each| NOTE: Published package purchase and saturation discounts offer % 


substantial rate reductions from 
above estimates. 


‘Boston Globe’ Planning 
New $12,000,000 Plant 

The Boston Globe will begin 
work this August on a new $12,- 
| 000,000 plant in Dorchester. The 
newspaper will be published at 
| the new address, beginning in May, 
| 1958. 


ahd 


| That's easy. More women than 
| men make PUBLIC DEFENDER, 
starring Reed Hadley, a ‘must 
see’ on TV. And since women 
are the purchasing agents in 
| most American homes, it makes 
sales sense to put this hard 
working law man series to 
| work on your product. 

| He can swing product prefer- 

ence in your favour. 


starring in 


“Public = 
DEFENDER’ fl 


69 HALF HOURS 


_ First run in many markets! 
| Powerful re-run value in 
ALL markets! 


' - 


Toros | 


TELEVISION CORPORATION 


REED HADLEY 


NEW YORK| CHICAGO |HOLLYWOOD i 
| 445 Park Ave. 1250 $. Wabash | 4376 Sunset Drive a 
NOrmendy 2-918] a 


MUrray Hill 6-2545 | WAbash 2-7937 
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Blue Cross, Shield 
Drop Testimonials 


in New Consumer Ads 


Cuicaco, May 23—Blue Cross 
and Blue Shield will stop using 
testimonials in national consumer 
ads this fall, when their third year 
of national advertising gets under 
way. A new ad series to be 
launched in September issues of 
Reader’s Digest and The Saturday 
Evening Post will feature, instead, 
professionally posed “believable 
pictures of warm human situa- 
tions” in ads tailored for easy tie- 
in promotion by local affiliated 
plans. 

The two commissions aren’t dis- 
enchanted with the testimonial 
idea, says Blue Shield promotion-.- 
al services director Lawrence C. 
Wells. In fact, he says, they plan 
to continue using them in ads di- 
rected to management, where they 
have thus far proven very success- 
ful. 


® The objection to testimonials in 
consumer ads is that they have 
largely scotched tie-in promotion 
work by the 86 local Blue Cross 
plans and 77 local Blue Shield 
plans affiliated with the two 
mother commissions. Each testi- 
monial involves only one plan and, 
while that one plan usually has| 
been quick to do tie-in work, the 
rest of the plans aren’t interested | 
in local tie-ins with a national ad 
that points to a different plan. And 
many of the plans lack funds to 
remake the ads for local purposes. 

The new consumer ad campaign 
is being backed up with tie-in pro- 
motion kits being sent to the local 
plans in time for developing local 
tie-ins to come out simultaneously 
with the national ads. Early reac- 
tion from local plan officials about 
the new general ad camfaign is 
very favorable, according to Ray 
Mody, assistant director in charge 
of plan relations, and expectations 
are that local tie-in work will in- 
crease tremendously during the 
coming campaign. : 

A feature of all of the promotion 
this year will be the Blue Cross 
and Blue Shield membership cards. 
They will be the focal point of 
most of the pictures and dialog in 
the new ads. 


® In all, the two commissions will 
spend about $700,000 on their ad, 
campaigns from mid-1956 to mid- 
1957. The promotion—all in mag- 
azines—aims at three areas—gen- 
era] readers, business management 
and the press. Split 1%4-page ads 
will run six times in Reader’s Di- 
gest and nine times in The Satur-| 
day Evening Post. Reader’s Digest | 
is new to the media list; Life us| 


Look have been dropped. 

The campaign directed to busi- 
ness management will be carried | 
by 1%-page insertions to appear 
eight times each in Business Week, 
Nation’s Business, Newsweek, Time 
and U.S. News & World Report. 
For the press phase of the cam- 
paign, spreads will be run monthly | 
for a year in American Press and 
Editor & Publisher. 


® In the two years since the two) 
commissions took the national 
plunge (AA, April 5, 54) surveys| 
by Starch and Gallup & Robinson | 
have indicated that Blue Cross and 
Blue Shield ads have attracted 
more readers per ad dollar and’ 
registered on the public mind more 
effectively than any other com-| 
parable advertiser, officials of Blue 
Cross and Blue Shield report. 
More importantly, they note, | 


CARD CARRYING— 
Blue Cross and 
Blue Shield 
cards will be 
featured in a 
new posed-pic- 
ture ad series 
the two com- 
missions will 
launch this fall 
in place of the 
testimonial ads 
previously used. 


Philco Boosts Greenwood 

| Morgan Greenwood, for two 
years director of advertising of 
Philco Corp., Philadelphia, has 
| been named sales manager of 
|Philco-Firestone, to direct the 
|company’s new tie-in with Fire- 
stone Tire & Rubber Co. retail 
| staste: This promotion leaves Phil- 
‘co without a director of advertis- 
ing temporarily. 


Zuzulo Joins Representative 
Martin V. Zuzulo has resigned as 
associate editor of Radio-Tele- 
vision Daily’s “Radio Annual- 
Television Yearbook” to join Pe- 
ters, Griffin, Woodward, station 
representative, New York, as as- 
sistant to the manager of radio 
promotion and research. 
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Rubenstein Signs Consent 
Helena Rubenstein Inc., East 


| Hills, Long Island, has signed a 
|consent order assuring the Federal 
| Trade Commission that it will not 
|discriminate among its customers 


in granting promotion allowances. 
Charges of discrimination had been 
filed by FTC in November, 1955, as 
a result of a survey of compliance 
with trade practice rules which had 
been issued for the drug and cos- 
metics industry. 


Alford Poyntz Names Nash 


Claude Nash has been appointed 
creative director of Alford R. 
Poyntz Advertising Ltd., Toronto. 
Mr. Nash formerly was copy chief 
of Canadian Advertising Agency 
Ltd., Montreal. 


MPION Sets the 


Champion serves you better 


Two of many important reasons why Champion serves its 


operations extend from its own tree farms, for pulp wood, 


to complete paper manufacturing and finishing. Such effi- 
cient organization works to benefit Champion paper users 
through ever better products and to maintain Champion’s 
leadership in the papermaking industry. 


many customers so economically and well are location and 
integration. Champion mills are strategically located in 
| relation to the raw materials they use and to the nation’s 
| 
| 


during these two years Blue Cross 

‘ membership has jumped from 46,- | 
< 000,000 to 52,000,000—Blue Shield 
enrollment from 28,000,000 to 35,- 
000,000. 

J. Walter Thompson is the agen- 
cy for the Blue Cross Commission 
and the Blue Shield Commission, 
both affiliates of the American) 
Hospital Assn. 


major graphic arts centers. And Champion’s integrated 
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Advertising Age, May 28, 1956 


Census Reports U. S. be markets. The information was Spot Carbon Products, Heidelberg , through newspapers, is basing its , 


obtained at the request of the Eastern, Coating Products, Colonial | campaign theme on “a new basic 


| Advertising Research Foundation. 
More details will be released in 
the near future. 


TV Set Population 
Now Is 35,000,000 


WASHINGTON, May 22—Three out | Kaufman A 
of four U. S. households have tv eet worn peamnaag 


| Park Builders, Crystal Transparent | 
Products, Federal Carton Corp., 
Freedman Cut-Outs, Goodren 
Products Corp., Grand City Con- 
tainer, Lazere & Co., Palm, Fech- 
teler & Co. and Shartenberg’s. 


chemical formula” and “ability to 
remove hair in three minutes.” 
National distribution is being 
reached, and national advertising 
is expected to begin in several 
months. 


sets, according to’a sample sur-| 
vey conducted by the Census Bu- 
reau in February. 

The estimated 35,000,000 tv sets 
indicated in the February survey| 
compare with 32,000,000 when a'| 
similar sample study was made in 
June, 1955, and 5,000,000 at the 
time of the housing census of 1950. | 

The set count was made during 
the regular monthly population 
survey by the census field staff 
during 35,000 interviews in over | 


With Hoffman-Manning 


Herbert Kaufman, who recently 
resigned as a partner of DuFine- 
Kaufman (AA, April 9), has af- 
filiated with Hoffman-Manning, 
New York. Under the arrangement, 
Mr. Kaufman “retains his identity 
as a public relations promotion 


,consultant, while jointly directing 


the advertising activities of his cli- 
ents as part of the Hoffman-Man- 
ning organization.” Thirteen ad- 
vertising accounts will be serviced 
by the agency: Simon Adhesives, 


Several of the advertising ac-| Garfield Linn also has been 
counts, plus a few others, will be named to handle advertising for 
public relations clients. |Rubee Furniture, Mfg. Corp., Chi- 
|cago, maker of platform uphol- 
Gartield Linn Adds Rid, |Stered lounges. Consumer and 
New Depilatory, and Rubee trade publications in the home 
: ‘ |furnishing and hotel-motel field 
Garfield Linn & Co., Chicago,| Wi) be used 
has been named to handle adver-| ‘ 
tising and merchandising for Rid 
Corp., new Chicago company, Vanderpool Displays Moves 
maker of Rid depilatory. Rid,|) Vanderpool Displays has moved 
which has been tested in Denver, to larger quarters at 716 N. Rush 
Des Moines and Richmond, Va., St., Chicago. 
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CHAMPION PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY * 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 
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LOADED—Carstairs three-dimen- 
| sional window display with whisky 
bottles on base aims at “The man 
who knows the score.” The team 
name can be changed according to 
the area. Consolidated Lithograph- 
ing Corp., Carle Place, N.Y., cre- 
ated the display. 


GE Names Four Managers in 
Ad, Sales Promotion Unit 


General Electric Co., Schenec- 
tady, N.Y., has promoted four men 
to managers in its advertising and 
sales promotion department. They 
|are James R. Burnside, manager of 
power generation advertising; John 


James R. Burnside Cecil T. Walker 
|E. Duncan, manager of programs; 
John J. Flanagan, manager of in- 
dustry advertising, and Cecil T. 
Walker, manager of power dis- 
tribution advertising. 


side most recently has been on a 
special assignment at the depart- 
ment’s New York office. Mr. Dun- 


john J. Flanagan 


John E. Duncan 


can, with the company since 1945, 
formerly was supervisor of the 
program unit. Mr. Flanagan for- 
merly was an account supervisor in 
industry and atomic power equip- 
ment advertising. Mr. Walker pre- 
viously was power equipment news 
supervisor. 


Lesner to Simmons-Boardman 

Fred E. Lesner, formerly an ac- 
count executive of Royal & de- 
Guzman, New York, has joined 
Simmons-Boardman Publishing 
Co., New York, as director of sales 
promotion. He will also have 
charge of research and copy serv- 
ice for all Simmons-Boardman 
publications. Before his agency af- 
filiation, Mr. Lesner was promo- 
tion director of McGraw-Hil! Pub- 
lishing Co.’s chemical publications, 
and a marketing analyst of Gen- 
eral Electric Co. 


Fellows Names Foley, Benthin 

Fellows Advertising Agency, 
Syracuse, N. Y., has appointed 
Justin J. Foley creative director 
and an account supervisor and 
Frank Alex Benthin art director. 
Mr. Foley was last with Grant Ad- 
vertising Agency, New York. Mr. 
Benthin formerly was art director 
of the sales promotion division of 


General Electric Co, 


With GE since 1948, Mr. Burn-: 
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.. but EVERY DAY is an 


‘OIL MARKETING DAY 


It’s a $12,000,000,000 market, but you can cover it at 
the buying level with NPN—the only magazine edited 
for and directed to marketing men in the major oil 
companies and independent oil jobbers. These are the 
men who buy oil marketing equipment and TBA. Are 
they getting your sales story regularly in NPN? 


Niational 
[Pletroleum 
ews 


the McGraw-Hill Magazine of OIL MARKETING 
@® @ Estobsished 1909. Published monthly 
NPN Factbook published as a 13th issue in May 


Hunt Foods Stockholders 
Approve Ohio Match Merger 

Stockholders of Hunt Foods, Ful- 
lerton, Cal., have approved merger 
plans with Ohio Match Co., Wads- 
worth, O. Ohio Match stockholders 

| have already approved the plan 
(AA, April 23). By this action, 
Hunt becomes a_ subsidiary of 
Ohio, and Hunt stock will be ex- 
changed for Ohio on the basis of 
one share of $100 par value Ohio 
5% preferred for ten shares of $10 
par value Hunt 5% preferred; two 
shares of Ohio common for one 
share of Hunt common. 

Hunt common stockholders are | 
‘given an alternative of accepting 
one share of Ohio common togeth- 
|er with 1/5 share of Ohio preferred 
| for each share of Hunt common. 


Luce Press Clipping Expands 

Luce Press Clipping Bureau, 
|New York, has formed a separate 
magazine clipping service as a} 
supplement to its newspaper clip-| 
ping service. The new service cov- 
ers about 3,250 trade and consumer 
_ publications. 


“Our business is so diverse, 


Advertising Age, May 28, 1956 


DOROTHY DAVIS SMITH, formerly ed- 
itor of McCall’s Pattern Book, has 
joined Anderson-McConnell Ad- 
vertising Agency, Los Angeles, as 
an account executive and consult- 
ant on products for women. Miss 
Smith also has been with May Co., 
Denver, and a color consultant for 
New York women’s apparel man- 
ufacturers. 


‘Don’t Over-Expand 


Facilities, Paper 


Seen in the background is Monsanto's new St. Louis Airport display. 


‘Business Publications help us 
keep tuned to our markets” 


says CHARLES ALLEN THOMAS, President, MONSANTO CHEMICAL COMPANY 


” 


continues Mr. 


That’s why business publication audiences are 


| Industry Is Warned 


| New York, May 22—Is the pa- 
|per industry expanding too fast? 
The question is raised in the cur- 
'rent issue of Paper Trade Journal 
| by its editor, John C. W. Evans. 

| In private conversations, many 
top executives in the paper indus- 
try, Mr. Evans says, “have ex- 
pressed concern at our current 
| wave (almost tidal) of expansion. 
|New mills and major expansions 
|of existing mills have been an- 
nounced almost daily since the 
first of the year.” 

| Mr. Evans expresses concern 
'that planned production increases 
| for ’57 and ’58 “will outrun growth 
jin the general economy and the 
demand for paper and board. 

“We are not at all concerned 
about the long haul,” he says. “All 
the production increases an- 
nounced, and more, will be 
needed within five or six years. 
We are not thinking of any serious 
decline in the economy in the next 
two years, but only that new pa- 
per and board production coming 
in then may be greater than the 
growth in demand. 


@ “Even the much publicized 
newsprint shortage,” Mr. Evans 
says, “could evaporate almost 
overnight with a decline in Euro- 
pean demand or a small reduction 
in newspaper advertising in this 
country. Nothing could make the 
newspapers happier,” he _ says, 
“than to have newsprint capacity 
exceed demand. They would be in 
ja position to bargain about the 
newsprint prices. 
| Hence their continued demand for 
more production and optimistic 
| forecasts of future requirements. 
| “Our industry,” Mr. Evans says, 
“must not be so dazzled by long- 
|range forecasts and present pros- 
| perity as to over-expand itself into 
|\‘hard times,’ even short-term. If 
‘demand is 102% of capacity, we 
‘have a real shortage, but if de- 
mand is 98% of capacity, our mills 
| go on reduced time. 
| “Let’s take a long, slow look at 


Thomas, “that it would be impossible to keep 
abreast of shifting market needs without the help 
of business publications. Our top executives — and 
our down-the-line people, too — consider business 
publication reading a necessary routine.” 


You will find that top men like Mr. Thomas, in 
every industry use business publications as a prime 
source of information about their own industry and 
their markets. And they not only read the editorial 
content, but they also place equal weight on your 
advertising message — for there, too, they find 
valuable information that can help them in their 


hircinese 


interested in your advertising message. And that’s 
why these publications are direct sales routes for 
your product or service. 


Write for list of NBP publications — see how you 
can pin-point your market through the use of these 
technical, scientific, industrial, merchandising and 
marketing magazines. 


NATIONAL BUSINESS PUBLICATIONS, NC. 


c=. - + 


re 
. 


—— programs,” he suggests. 
| 


110,000 vital 
DEFENSE BUYERS 


read this bi-monthly 
ergan of the Armed 


NATIONAL 
REPRESENTATIVE 


BW. Copp aneep > 
1475 Broadway, New York 36, N. Y. 
35 East Wacker Drive. Chicago }. TD 
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myoPic—Mister Magoo hunts for} 
“wonderful Rhetngold” in a series | 
of cartoons used on Rheingold 
Brewing Co.’s new carton and| 
point of sale material. He also| 
appears in the brewer’s tv com- 
mercials. Foote, Cone & Belding, | 

Los Angeles, is the agency. 


Two Post Cereals 
Join in TV-Pushed 
Premium Promotion 


BaTtTLE CREEK, May 22—Two| 
General Foods Corp. products— 
Post’s Grape-Nuts flakes and Post’s | 
Sugar Crisp—will join forces dur- 
ing June and July in a pack-in 
and mail-in premium promotion 
featuring scale models of the well- 
known Century Arabian and Cor- 
onado speedboats. 

A Century boat model will be 
packed in special packages of each 
cereal. The mail-in offer consists 
of five scale models in assorted 
colors for 25¢ and two box tops 
from any package of either or both 
cereals. 

Intensive television promotion is 
scheduled on the following General 
Foods tv shows: “Roy Rogers,” 
“Fury,” and “Mighty Mouse.” The 
campaign will also be supported 
over a four-week period by local 
tv spots on major markets. 

Special packages of each cereal 
will feature the pack-in premium 
on both front and back panels. The 
side panels of all packages of both 
products will direct attention to 
the mail-in offer. 

Benton & Bowles is the agency. 


Minneapolis-Moline Advances 
Bon Grussing, John Rusinko 
Bon D. Grussing, manager of 
advertising, sales promotion and 
public relations of Minneapolis- 
Moline Co., Minneapolis, has been 
named to the new post of director 


Bon D. Grussing 


John Rusinko 


of merchandising. John Rusinko, 
assistant manager of advertising, 
sales promotion and pr, has been 
promoted to general advertising 
manager. 

William W. Lundell, formerly an 
advertising assistant, has been 
named director of public relations. 


Du Pont Film Urges 
Trademark Protection 

An aboriginal advertising man, 
Chief Quotalicaps, who uses every- 
thing from smoke signals to trail- 
side bulletins, helps tell the trade- | 
mark story of Orlon acrylic fiber | 
and Dacron polyester fiber for E. | 
I. du Pont de Nemours & Co. The 
film, “Don’t Tomahawk a Trade- 


|mark,” urges safeguarding trade- 


marks. Although based on two Du 


|Pont products, the movie gives the 


trademark story in broad terms to 


groups, trade associations, retail 


|store personnel, schools and col- 


leges and others interested in mar- 
keting and advertising. 
Information about showings of 
the 18-minute, 35mm color film 
with record may be obtained from 


Leonard H. Schick, textile fibers 
'department, E. I. du Pont de Ne- 


SSE ee ee ews OS VV Cae 


|General Electric Co. 


29 


\14 years, will make his head- | pany’s over-all profits, according 
quarters in the institute’s main of-|to H. Leslie Hoffman, president. 
fices in New York. |During the next five years the 
|}company ‘plans to concentrate on 
| making products and services with 


mours & Co., Wilmington, Del. 


James Ratliff Named to 
Management Institute Post 
James H. Ratliff, former vp and | Hoffman Plans 5-Year 
secretary of the board of the Cin- Program to. Double Volume ia higher engineering content. 
cinnati Enquirer, has been ap-| Hoffman Electronics Corp., Los| “Programs are already under way 
pointed assistant to the president Angeles, is embarking on a pro-|to build a stronger research and 
of the American Institute of Man- | gram designed to double sales vol- | development and applications en- 
agement, New York, and its af-| ume in five years. Increased pro-| gineering group. We plan to triple 
filiate, the Southern Institute of| duction and sales in the National |our engineering capabilities with- 
Management. Semiconductor Products and Hoff-|in the next year and expect to hit 
Mr. Ratliff, who had been polit-;man Laboratories divisions ap-|a $100,000,000 volume by 1960,” 
ical columnist of the newspaper for | pears certain to increase the com-|Mr. Hoffman told stockholders. 


Which square looks whiter? 


The one on the left does, but that’s a common optical 
illusion, as both have the same degree of whiteness. 


DONT BE FOOLED BY THIS MATTER OF WHITENESS IN PAPER 


Most plain white papers look white when viewed by 
themselves. But put a plain white paper beside one 
treated with CatcorLuonr* Wuitre PMS Conc. and 


is CALCOFLUOR WuiTE PMS Conc., the whitening agent 
that imparts brilliant whiteness to papers and makes 
pastel-tinted stocks brighter than ever. 


compare! You'll see a very sharp difference — and it’s 


no optical illusion. Your customers will see it, too! 


For best printing results specify whiter-than-white 
stocks. You'll get more sparkle, more aliveness—more 
real satisfaction for you and your customers! The secret 


CYANANID 


See the difference! Mail the coupon for folder that 
dramatically illustrates the superior printing effects 
achieved with this whiter-than-white paper. See both 
types... side by side! 


“Trademark 


peece 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 


AMERICAN CYANAMID COMPANY 
Dyes Department, Bound Brook, N. J. 


0 Please send me comparison folder on CaLcor_uorn- 


Bound Brook, New Jersey whitened paper. 
New York « Chicago + Boston » Philadelphia - Charlotte 
Pr + Atlanta + Los Angeles - Portland, Oregon NAME POSITION 
North American Cyanamid Limited, Dyes Department 
Montreal and Toronto COMPANY. 
<< ‘alco STREET. 
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|Milapaco Plans Color Ads 


|Business Paper Success Story... 


different 


becouse it is o 


Milwaukee Lace Paper Co. sor | 
use, for the first time, four-color | 
bleed pages in trade journals to | 
promote its lines of paper place | 


for the June issues of American 
Restaurant, Hotel Management, | 
| Housing and International Steward | 
‘and Institutional Feeding. Charles 
'L. Rumrill & Co., Rochester, N.Y., 
‘is the agency. 


NutT.Ley, N.J., 
wife can tell you. 
is not 


taurants and _ institutions 


municipal health regulations in 
done so that infection—from dishes 
or from employes—is impossible. 

So, for years, mechanical dish- 
washing equipment has done the 
work, cleansing and disinfecting as 
it goes. The “pearl diver” of fic- 
tion is rapidly disappearing, and 
no one mourns his passing. 

The biggest “exclusive producer 
of commercial-type dish, glass and 
silver washing machines” in the 
world is the Universal Dishwash- 
ing Machinery Co., and it reached 
that position of eminence through 
alert design, production and pro- 
oo motion—including intensive busi- 
ness paper advertising to people in 
the mass-feeding business. 


® Besides the sanitation angle, 
Universal’s advertising hits hard 
on labor-saving (i.e., cost-saving) 
features of the machinery, de- 
“mn signed to make it worth the sub- 
stantial price it bears. And in the 
past ten years (running steadily 


eon” 


an \ WW, parallel to the growth of the 
hotel-restaurant-institution mar- 
ket) Universal has tripled its 


plant, its personnel and its sales. 

The company’s selling is super- 
vised by Homer Lyman, president, 
and Egbert T. Angell, sales man- 
ager. Its advertising agency is 
Morey, Humm & Warwick, New 
York, where Albert W. Humm, 
who is vp and manager of the 


© 833 ft. tower eMox. ie kw. 
© Channel 6, VHF e Full Time 


ae ee 


NATIONAL: Geo a wh, Holl . 
TEXAS: Clyde Melville Co. Dellas 


17S. 3rd, Temple, Texas 


“OWNED AND OPERATED BY BELL PUBLISHING CO. 
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QUICK GUIDE FOR PLACING 
THEATRE SCREEN ADS 


1. 40-Second, 60-Second, or 80-Second film commercials are 
standard length. Films in natural color are preferred. 


2. One theatre up to as many as sixteen thousand theatres 
may be used during a week. 


3. “A week” means a showing of the film commercial at each 
performance of the theatre for a full week, usually seven 
days, Monday through the following Sunday. 


4. First-run indoor theatres usually have 24 to 30 perform- 
ances during a week with a showing of the film commer- 
cials as a regular part of each performance during the 
full week. 


5. Drive-In theatres usually have 14 performances during a 
week with a showing of the film commercials as a regular 
part of each performance during the full week. 


6. The audience of a theatre for a week will equal about 30% 
of the theatre’s adult potential audience. The adult poten- 
tial averages about 75% of the population in the area 
served by the theatre. 


7. The cumulative audience, different people during six weeks 
in succession will equal about 60% of the theatre’s potential; 
during thirteen weeks in succession 75% of the theatre’s po- 
tential. 


8. Bookings may be placed through advertising agency or 
direct by advertiser. 


9. Proof of showing, postal cards signed by theatre owner and 
sent through U. S. Mail, are supplied on request. 


10. Production of films and distribution of films to theatres on 
a nation-wide basis can be arranged with one film com- 
mercial producer and distributor as follows: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
' 
AAPA, 


1032 Carondelet St. 
New Orleans, La. 


70 E. 45th St. 
New York, N. Y. 


‘Pear! Diving’ Changes Add Urgency 
products, insertions are seheasled 4 Universal Dishwashing Co.'s Ads 


May 22—Dish- | agency’s utility and home appli- 
washing is a chore, as any house- | ance department, handles the ac- 

But dishwashing in hotels, res-| 
merely a disagreeable job; under island half-pages, 


larger towns and cities it has to be | 


count. 

The company’s informative ad- 
vertising, which typically runs in 
has been bol- 
|stered by the steady spread, by 
business papers to their readers 
and by discussions at conventions, 
of information on the proper way 
to handle dishwashing. 


® Universal advertising copy, for 
instance, frequently hits these 
points: 

1, Universal dishwashers pay for 
themselves, and in keen competi- 
tion the need to modernize and 
mechanize a dishwashing system 
becomes greater. 

2. The company offers 31 models 
—‘the most complete line with 
the most wanted features.” Spe- 
cific features are named, like a 
double action “swing wash” with 
dishes swinging back and forth 
under power wash sprays; a built- 
in 180° final rinse water booster 
(gas, electric or steam-operated) 


Ctuiersal VISHWASHERS 


‘Dred oeqeet Lectasies Predecer ot Commercins Pype Bink Sines cot Silver Resting Renbines 


TAILOR-MADE—Universal Dishwash- 
ing Machinery Co. stresses its nu- 
merous models and their fast rate 
of cost recovery in b&w business 
paper ads like this one. Universal’s 
agency is Morey, Humm & War- 
wick. 


which saves installation costs; au- 
tomatically-timed washing and 
rinsing control units. 

3. Simple and reliable construc- 
tion, with uniform results for less 
labor. 

Mr. Humm told AA the ma- 
chines remain locked until the 
dirty dishes have gone through 
the cycle. They then unlock auto- 
matically, assuring that the dishes 
are clean and sterile. 

“The Universal line is constant- 
ly changing,” he said, “and old- 
fashioned methods simply can’t do 
the job needed to meet health or- 
dinances.” 


® The new machines are com- 
plicated, expensive (at least by 
former years’ standards) and han- 
dle a big load—10,000 pieces an 
hour. 

But “the machine is the heart of 
the dishwashing system. That’s the 
situation that makes the Universal 
advertising program both neces- 
sary and successful—as it has 
been for years,” Mr. Humm said. 
The media list gives a clear in- 
dication of the fields in which the 
company’s equipment is being sold 
and is in use: 
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DIVIDENDS 
from Dish-washing Savings 


You con bonk the profits in time seved 
hendiing, washing and returning dishes 
quickly to use. Excess breckage, improper 
washing and sonitizing moy be wasting 
money thet wovid soon poy for an efficient 
dishwashing system highly roted by the 
Health Department 


Werle 5 Larges! Lectesve Producer of Commercial |ype Brom Glass and Sewer Manhong Mac tones. 


IN THE BANK—“You can bank the 
profits from using high-speed dish- 
washing equipment,” says Univer- 
sal Dishwashing Machinery Co. in 
its business paper ads. This typical 
ad is a b&w half-page unit. 


erty Administration, Cooking for 
Profit, Diner, Drive-in & Restau- 
rant, Food Service, Fountain & 
Fast Food, Hospital Management, 
Institutions, Institutional Feeding 
& Housing, Journal of the Amer- 
ican Dietetic Assn., Modern Hos- 
pital, Restaurant Equipment Deal- 


er, Restaurant Management, and 
School Executive-School Equip- 
ment News. 


TvB Appoints Colvin, Sirota; 
Names Smith Research Head 
William B. Colvin, who joined 
the sales promotion department of 
the Television Bureau of Advertis- 
ing, New York, in September, 1955, 
has been shifted to the client re- 
lations department of the bureau. 
Lou Sirota, formerly with Cayton 
Inc., has joined the sales promotion 
department of TvB. 

At the same time, Charles H. 
Smith, director of research of 
WCCO-TV, Minneapolis, was ap- 


}pointed chairman of TvB’s re- 


search committee. Mr. Smith will 
select the other members of his 
committee which will serve as ad- 
visers to the bureau in research 
policy matters. 


New York Adwomen Elect 
Harriet Raymond President 
Harriet Raymond, advertising 
manager of the plastics division of 
the Celanese Corp. of America, has 
been elected president of the Ad- 
vertising Women 
of New York. 
Other officers 
include Grace K. 
Sticht, advertis- 
ing representa- 
tive of the Chris- 
tian Science 
Monitor, ist vp; 
Mary K. Heeren, 
assistant to the 
president, Doug- 
las Leigh Inc., 
2nd vp; Martha 
Gaffney, assistant treasurer, Wil- 
liam Esty Co., treasurer; Regina 
Lindemann, assistant advertising 
manager, Benjamin Moore & Co., 
assistant treasurer; Mary B. Rein- 
muth, advertising manager, Fraser 
Paper Ltd., corresponding secre- 
tary, and Anne R. De Witte, sales 
promotion manager, Seggerman- 
Nixon Corp., recording secretary. 


Harriet Raymond 


Rapid Electrotype Buys 

Control of American Colortype 
Rapid Electrotype Co., Cincin- 
nati, has bought about 50% of the 
stock of American Colortype Co., 
Clifton, N. J., for an estimated $4,- 
500,000 to $5,000,000. The principal 


American Restaurant, American 


School & University, Church Prop- | 


|operating facilities of American 
Colortype are in Chicago. 
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BIGGER SALES? : 


LEAVE 
iT TO 
, STEVE! 


) 
} 
Sales are STEVE DoNovan’s speciality. 
Toothpaste, candy, bread, milk — 
when Steve recommends them, his 
loyal following buys them. And 
his following is growing fast! 


is the top-rated syndicated western. But high ratings 
are not all Steve gives you to help sell your product. With 
this half-hour TV film series, you get merchandising 
extras that keep Steve working for you around the clock. 


In market after market, ‘StevE DoNOVAN, WESTERN MARSHAL’ 


It will pay you to get 
the facts. Call today. fs 
i 663 Fifth Avenue in 
Ps New York; Merchandise 
t Mart in Chicago; Taft , 
}] Building in Hollywood. ‘ 
a In Canada: RCA Victor, . 4% 
| 225 Mutual Street, Toronto. a 
4 — FF 
Steve Donovan- 3 
| Western Marshal 
NBC Television . a 
Films eS 
Programs for 
All Stations - rs 
All Sponsors Sag er a : 
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A ew sty a bigger demand than ever today for the 
news. It happens fast, it develops fast. It has a 
direct and dramatic effect on everything we do or 
decide, say or sign. Alert and important people just 
have to keep well informed—to move themselves 
ahead, to keep their business and personal plans 
and decisions in pace with these changing times. 
One magazine is most clearly meeting these 
news needs. Because it concentrates on the essential 
news, tells it simply and tells it straight, “‘u.s.NEWs 
& WORLD REPORT” has tripled its circulation over 
the past 10 years. It has gained more than a half 
million new readers—a far greater gain, both nu- 
merically and percentagewise, than that shown by 
any of the other weekly magazines in the field. 


SAME HIGH QUALITY 
SAME VOLUNTARY METHODS 


There are two characteristics about the growth of 
“U.S.NEWS & WORLD REPORT” which have special 
meaning for the advertisers. First, these new 
readers have signed up voluntarily—through mail 
direct to publisher, newsstand sales, catalogue 
agencies. They have found, by themselves, a prod- 
uct they need and like. Advertisers are agreed that 


this kind of circulation is most likely to be produc- 
tive of readership—and results. 

Second, this circulation has consistently main- 
tained its same high quality. Now, as five years ago, 
or ten years ago, three out of four “‘U.S.NEWS & 
WORLD REPORT” subscribers are managerial men in 
business, industry, government and the profes- 
sions. These men have incomes which match their 
positions of responsibility—the average is $14,462, 
highest of all news magazines. They, together with 
their families, account for a major segment of the 
big buying today, and that applies to all products, 
goods and services. 


ADVERTISING GROWTH 
NATURALLY KEEPS PACE 


These facts help account for the magazine’s steady 
and consistent advertising growth. In 1955, for the 
second straight year, ‘““U.S.NEWS & WORLD REPORT” 
led its field in advertising page gains. Over the 
period of the past five years, “U.S.NEWS & WORLD 
REPORT’”’ led all magazines in total advertising page 
gains. Only five magazines, as a matter of fact, now 
carry more advertising pages. 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 
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lies, 1946-1956 


up 360,532 


up 391,025 


up 118,697 


gusines> zs 
weet 


Source: Publishers’ Statements to the Audit Bureau of Circulations, average full year 1946, and second 6 months, 1955. 


Now more than 800,000 net paid circulation 


...@ market not duplicated by any other magazine in the field 


Advertising offices, 30 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, 
Philadelphia, Cleveland, Detroit, Chicago, St. Louis, San Francisco, Los Angeles and Washington. 
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Give Admen More 
Management Say: 
U.S. Steel's Austin 


(Continued from Page 2) 
and authority. “There is no cause 
for this fear. In fact,” he said, “the 
marketing concept represents the 
greatest challenge and opportun- 
ity that advertising has ever been 
offered.” 


® “With the necessity for speeding 
up the process of distribution, 
management must promptly recog- 
nize the need of increasing the 
salesman's efficiency in every pos- 
sible way. Thus,” he said, “adver- 
tising has an opportunity to as- 
sume a greater responsibility and 
become a more important part of 
the marketing team. 

“Advertising should be judged 
by management, not on its ability 


with éyear's. tri 
INDUSTRIAL MARKETING 


3 Case Studies 


of the 
Advertising Departments 
of these highly 
successful companies 


1. LINK-BELT CO. 
2. REYNOLDS METALS CO. 
3. AIR REDUCTION SALES CO. 


If you advertise and sell a 
product or service to business {| 
and industry, you seed the } | 
Industrial Marketing service, 
and this special introductory | | 
offer will prove it—at our risk. 


The Portfolio contains three 
case studies that appeared in 
recent issues of I[IM—typical 
of the type of material that 
IM brings you month after 
month. 
Every issue gives you facts to 
help you understand better 
the problems of selling and 
advertising to business and 
industry . . . solutions to mar- 
keting problems that chal- 
lenge you every day. 
A full year’s service (one 
copy of IM each month plus 
the 556-page Annual Market 
Data & Directory Number, 
a 25th) costs only $3. 
ail coupon today — get 
Portfolio free. 


You must be satisfied 
or your money back in full 


INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year’s trial for $3 and 


send the Portfolio free. I must 
be satisfied or my money back. 


NAME 


COMPANY 
STREET. 
city. 


STATE. 
(0 $3 enclosed () Bill firm () Bill me 


contacting those who 


to sell but on its ability to tell; not | purchases, by arousing interest, by | have to introduce his company, its 
on its ability to make a sale but on| developing preference, by motiva- line, the product he’s trying to sell 
its ability to create a more efficient | tion; but its justification lies solely|and then explain in detail the 
salesman.” in its ability to increase the effi-| worth of the product. “Think in the 
Attempts to judge advertising by | ciency of the sales effort.” | matter of time alone how the effi- 
how many “widgets” were sold or To illustrate his point, Mr. Aus- | ciency of the salesman would be 
how many inquiries were received |tin envisioned what it would be| impaired by the lack of communi- 
oversimplifies questions about the | like if an industry were suddenly | cations,” Mr. Austin said. 
effectiveness of advertising, Mr. | deprived of mass communications. 
Austin charged. “Advertising has|Contacts with customers would|® The technological changes that 
one function and only one function | then be limited entirely to personal | are currently putting heavy pres- 
—to speed up the selling process.|/calls by salesmen. Having no|sures on merchandisers are not 
It does this in several ways: by/| groundwork laid for him by media|confined to machines alone, but 
influence | advertising, the salesman would/| extend to the science of merchan- 


' 


Advertising Age, May 28, 1956 


dising. This new merchandising 
science, he emphasized, must be 
used “if the skill! in the market 
place is to match the science of the 
mill.” 

Citing the critical role merchan- 
disers play in the expanding na- 
tional economy, Mr. Austin said, 
“America today cannot afford 
mediocrity. Our future and the fu- 
ture of our children. ..depends on 
the application of our greatest 
skills in invention, in production 
and in distribution.” 


FACTORY defines its audience 


EVERY FIELD OF MANUFACTURING 


ee] al | | |e eae) | 


Plant Operating 


Design and Research 


This is FACTORY'S audience —62,663 average total paid 
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Advertising Age, May 28, 1956 


: | 000); agricultural publications had 
Canada Ad Spending $5,454,000 (up from $1,876,000) 
Hit $400 000 000 in and all other publications had 


54 $15,140,000 (up from $3,231,000). 
e! vernment Say s = Radio advertising revenue, at 


(Continued from Page 2) $31,711,000, accounted for 8% of 
able for °44); weekly, bi-weekly | the total in 1954 (it was $11,487,- 
and tri-weekly newspapers had/ 000 in 1944), while outdoor adver- 
$16,915,000 (up from $5,329,000);|tising revenue, at $17,607,000, 
general magazines had $13,098,000 accounted for 4.4% (up from $4,- 
(up from $4,863,000); trade, tech- | 143,000). 
nical and scientific publications} These media figures are exclu- 
had $15,220,000 (up from $5,720,-|sive of agency commission, which 


amounted to $23,230,000 in 1954 
($5,949,000 in '44). 
With television still in the stages 


of expansion in 1954, advertising 


revenue placed in this medium 
amounted to $8,596,000 or 2.2% 
of the total. 

Printed advertising other than 
that which appeared in periodicals 


|from $3,176,000 in °44). Books 
| chiefly for advertising totaled $3,- 
| 791,000 ($768,000 in ’44). 

All other printed advertising 
matter, including expenditures on 
| the printing of calendars, circulars, 
price lists, docigers, posters and ad 
/novelties, totaled $44,648,000 (up 
from $12,549,000 in 1944). 


represented an expenditure of $63,- | 


942,000 in 1954, also sharply higher 
than 1944’s $16,493,000. Largest 


Chernow Plans New Agency 
| Sam Chernow, who closed his 


35 


once again leaving Harrison and 
expects to reestablish his own 
agency. Before organizing the 
Chernow Co. in 1943, Mr. Chernow 
was with Harrison. In 1950 Cher- 
now Co. merged with Williams Ad- 
vertising Agency for about a year. 


Block Issues ‘Job Guide’ 


Frank Block Associates, St. 


| Louis, has issued a new edition of 
jits “Job Guide,” first published 


single item in this category was|agency in April, 1955 and joined|in 1951. The booklet contains a 
catalogs, worth $15,503,000 (up| Lester Harrison Inc., New York, is listing of St. Louis companies and 


Are you i 


in advertising any one of these? 


| 


AIR CONDITIONING, HEATING, VENTILATING EQUIPMENT 
BUILDINGS, BUILDING MATERIALS & SERVICES 
MAINTENANCE TOOLS & SUPPLIES 

ELECTRICAL EQUIPMENT 

TRAINING, SAFETY & EMPLOYEE WELFARE SUPPLIES 
INDUSTRIAL PLANT SITE 

INSTRUMENTS & METERS 

LUBRICANTS & LUBRICATING EQUIPMENT 
MANAGEMENT CONSULTANT & OTHER SERVICES 
MATERIALS HANDLING EQUIPMENT 


MATERIALS FOR PRODUCTION 
MECHANICAL RUBBER GOODS 
PACKAGING & SHIPPING MATERIALS 
~ PAINTS, PAINTING EQUIPMENT & PRODUCT FINISHES 
POWER GENERATION AND DISTRIBUTION EQUIPMENT 
POWER TRANSMISSION EQUIPMENT 
PRODUCTION CONTROL SYSTEMS & EQUIPMENT 
PRODUCTION MACHINERY 
PRODUCTION TOOLS, EQUIPMENT & SUPPLIES 
WELDING & GAS CUTTING EQUIPMENT 


This list of some major product categories is intended as a guide to advertisers and 
agency people who want to sell to the manufacturing industries. 


It makes good sense to advertise in FACTORY any product from any one of these categories. 


The chart opposite graphically shows that FACTORY concentrates on a 
very specific audience: the Plant Operating Group across all the manufacturing industries. 
Only FACTORY serves this vitally umportant plant management group . . . 


entirely and exclusively. 


The Plant Operating Group has been proved (in the NIAA Survey of Industrial 
Buying Practices, for one) to be the most influential in initiating plant purchases 


and in the final selection of vendor. 


FACTORY’S circulation .. over 62,000... includes more subscriptions from this group 


than any other businesspaper. 
We think FACTORY can help you sell to the 


manufacturing industries. We'd like to show you how. 


A McGRAW-HILL PUBLICATION + 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


FACTO 


MAUMACEMERT ANG MalNTiNAnCE 


RY 


organizations with possible adver- 
tising or public relations jobs and 
the officials to contact. Copies of 
the guide may be obtained without 
charge from the agency, 212 N. 
Kingshighway, St. Louis. 


Garmise Names Callanan 
Richard P. Callanan has been 
named general manager of Bert 
Garmise Associates, New York 
magazine sales promotion organ- 
ization. Mr. Callanan was at one 
time manager of the European 
edition of Newsweek and was also 
with McGraw-Hill Publishing Co. 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
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Insects Beware! 
S.C. Johnson Sets 


Drive for New Raid 


Cuicaco, May 23—S. C. Johnson 
& Son, Racine, Wis., is inaugurat- 
ing a national advertising cam- 
paign for Raid, a new line of in- 
secticides. 

The new line—which includes a 
product for house and garden, 
moth proofer, insect spray and 
roach and ant killer—made its 
debut on the Red Skeiton show 
last night. It also will be 
advertised on the Robert Mont- 
gomery tv show May 28, and in 
200 newspapers and Sunday sup- 
plements. Foote, Cone & Belding 
is the agency. 

At a press party last week, Doug 
Smith, advertising manager of 
Johnson, disclosed that the insec- 
ticides were tested in ten major 
markets with populations equiva- 
lent to 10% of the entire U.S. In 
eight of the ten cities the products 
were rated first in competition 
with competing products, he said. 

Among other components, Raid 
contains pyrethrum, an _ extract 
from flowers, which is deadly to 
insects but harmless to humans 
and animals. Johnson, a company 
that has made wax products for 
70 years, is entering the insecti- 
cide field for the first time. 


North Shore Publishing 
Elects Orwig, Other Officers 

Ray Orwig, formerly western 
advertising manager of Nation’s 
Business, has been named vp of 
North Shore Publishing Co., 
Evanston, Ill., and publisher of 
the Evanston Review, weekly 
newspaper purchased recently by 
Lloyd Hollister, publisher of a 
North Shore weekly chain (AA, 
May 14). The newspaper’s change 
of management follows the death 
in January of its founder, Edward 
R. Ladd. 

Other new officers of North 
Shore Publishing include Richard 
L. Hollister, president; Lioyd 
Hollister, vp and treasurer; Walt- 
er Lovelace, vp and editor, and 
Sigrid E. Hansen, secretary. 


McCann-Erickson Names 3: 
Adds Lyon Tailoring 
McCann-Erickson, Cleveland, 
has appointed Franklin C. Snyder, 
former vp and general manager 
of WXEL (now WJW-TV}), Cieve- 
land, a vp and account service 
director. Mr. Snyder left WXEL 
in October to serve as a consultant 
to Westinghouse Broadcasting Co. 
The agency also has named Rus- 
sell Jones, formerly with Fulman 
Bros., to its Cleveland staff, and 


STRAIGHT TO THE COAST 
GUARD MARKET THROUGH 
THE EXCLUSIVE 
COVERAGE-IN-DEPTH OF 


Edward F. Sullivan an account ex- | 
ecutive in its Detroit office. Mr. | 
Sullivan formerly represented 
Crowell-Collier Publishing Co. and 
American Home. 

McCann has been named to 
handle advertising for Lyon Tail- 
oring Co., Cleveland, clothing 
manufacturer and retailer and a 


uniform supplier for TWA and} 


United Air Lines. Ohio Advertis- 
ing Agency formerly serviced the 
account. 


Changes Name to Basic Inc. 
Basic Refractories Inc., Cleve- 
land, has changed its corporate 


name to Basic Inc. 


SENT—The dancing couple here appear on Coca-Cola’s outdoor post- 
er scheduled for June. McCann-Erickson is the agency. 
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Cox Joins Outdoor Advertising 


James F. Cox Jr., formerly ad- 
vertising representative for Time 
Inc. in Chicago, will join Outdoor 
Advertising Inc., June 1, as an ac- 
count executive in San Francisco. 
Before his association with Time 
Inc., Mr. Cox was national ad- 
vertising manager of the Denver 
Post. 


Herta De Kreith Opens Office 

Herta De Kreith, formerly in 
charge of sales training for Lenth- 
eric, has opened her own free 
lance offices at 225 E. 79th St., 
New York. 


You'll agree that Don McAllister, Chair- 
man of the Board of ABP and General 
Manager of Geyer-McAllister Publica- 
tions, hit the nail on the head when he 
observed, in a talk before a recent ABP 
conference, that “everyone who spends 
money for advertising is increasingly con- 
cerned about where advertising budgets 
can be invested most effectively.”” And he 
added, “One good way to compare the 
effectiveness of various ad-media is to 
examine the record of growth. When you 
make this comparison, you see that—in 
dollars and in pages—one of the areas of 


PERCENT OF 
TOTAL GAIN _| 
IN 


AD-PAGES 
1948-1955 —__ 


Source McGraw-Hill Publishing Co . Ine. - Angelo Venenina, Asst Vice Pres. 


great growth among all media has been 
business publications. For the simple truth 
is that selling goes where selling’s good!” 


MAGAZINE 


U.S. Coast Guard Magazine—the only publica- 
tion that serves the interests of Coast Guards- 
men exclusively—delivers the most direct and 
broadest coverage of this important serviceman 
market. Write for rates and information. 


Growth in magazine advertising pages 
Businesspapers received better than 99 out 
of 100 of new advertising pages placed in all 
magazines from 1948 to 1955. 


PUBLISHED BY 


...for 50 years, building better businesspapers 
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Westinghouse Opens atomic energy, engineering, re-| until the political conventions be-| Steele Heads Newspaper Assn. | Angostura-Wuppermann Sets 


search and product development. 
Following the Journal spread will 
| be an announcement that the com- 


Institutional Drive 
pany is perfecting a device for the 


in Busi ape 
ness P TS air force that “will enable pilots 


PITTSBURGH, May 23—Westing-|to see daylight-bright pictures of 
house Electric Corp. is using a | the ground on a television screen 
spread in the Wall Street Journal! on the darkest night.” ; 
(“Year One of the Peacetime| Publications on the Westinghouse 
Atom”) to kick off a corporate ad-| schedule, handled by Ketchum, 
vertising drive in business publica- MacLeod & Grove, include Busi- 
tions. In addition, CBS-TV and ness Week, Editor & Publisher, 


commercials during the August & World Report, in addition to the 
political conventions. | Journal. The schedule is arranged 
Print spreads will dramatize | so that one ad will run in at least 


Westinghouse’s achievements in! two of the publications each week 


| gin. 


a : |business and trade associations. | 
CBS Radio will carry institutional Newsweek, Time and U. S. News| 


Richard C. Steele, general man- 
ager of the Telegram & Evening 
Slates 8th Club Bulletin |Gazette, Worcester, Mass., has 

Woman’s Club Service Bureau,' been elected president of the New 
New York, will publish its eighth England Daily Newspapers Assn. 
annual bulletin for women’s clubs Richard K. Warren. editor and 
this fall. The bulletin, which goes publisher of the News Bangor 
to approximately 30,000 club lead-| we. was elected vp. 5 : 
ers, lists the various types of pro- | 
motional materials which women’s. 
clubs can obtain from industry, Fieldcrest Names Clinton 
Vernon B. Clinton has been ap- 
These include “take-home” litera-| pointed director of advertising and 
ture, informative films, program | sales promotion of Fieldcrest Mills, 
kits and product samples. Closing| New York. Formerly merchandise 
date for space reservations is July | manager of C. F. Hathaway Co., he 
De succeeds the late R. S. Douglas. 


where selling’s good! 


Again ...all reports point to a bumper year for advertising . . . with major shares going 
to the media where the grass is greenest. To businesspapers, for example! 

Why? The answer’s in the fact that all good selling is specialized ... and nothing 
specializes like the business press. No other media can do such a selective job of selling 
specific prospects for specific products ... or do it at such low cost. 


Sure, year in-year out, businesspapers do a whale of a hard-selling job. 
But every year their job gets bigger and bigger .. . and they have to get better and better. 


And that’s where you have to hand it to ABP papers. ABP members keep shirtsleeves 
rolled-up all year ’round . . . digging away in work sessions, clinics, conferences . . . 


building better and better papers. 


Truth is, they’ve been at it for the last 50 years—and as a result ABP papers are today 
leaders in nearly every field. And you can count on them to keep on working to make 
good businesspapers better... probably for another half century. For ABP editors have to 
put more into their products—have to make them good enough for reader: *= 


keep on paying for them! 


Beauty of all this is, it makes ABP papers more effective advertising media. 


Founded 1906 « 


PERCENT OF 


SOME QUICK FACTS: 


THe Associateo Business PusiicaTions 
205 East 42nd Street, New York 17, N. Y. 


TOTAL GAIN— 
IN 

AD-DOLLARS | 

1948-1955 


Business 
News 


Source: McGraw-Hill Publishing Co.. Ine.— Angelo Venesian, A't Vier Pres. 


Growth in magazine advertising dollars 
Even though they have far lower page 
rates, businesspapers gained almost half 
(46%) of added advertising dollars invested 
in all magazines from 1948 to 1955. 


1. Businesspapers received $415 mil- 
lion worth of advertising last year— 
more advertising money invested in 
them than in all the weeklies, or in all 
the women’s, general and farm mag- 
azines combined.* 

2. Even though publishing costs have 
soared, advertisers in business- 


papers today save 32.3%—in con- 
stant, corrected-for-inflation dollars — 
of the 1940 businesspaper rate per 
thousand.** 


3. Increased investment in editorial 
service—to the tune of 77% more 
editorial pages at a cost of 197% more 
for each average businesspaper page! 
—is a big reason why more and more 
business publications are tending to 
be the leaders in the growth of their 
industries !** 

*Printers’ Ink—space and production 
**Based on data by J. K. Lasser & Company 


SEND FOR: 


HALF A CENTURY WITH ABP—adventure in co- 
operative progress. Informative and interesting 
reading for everyone in advertising and pub- 
lishing . . . tracing the history of the time when 
“the machinery of advertising” first began to 
supplant “‘bare-handed selling,” with some 
fresh insights into the functions of business- 
papers in our economy .. . and of ABP as one 
of the prime forces in their growth. Write ABP 
or an ABP publication serving your field. 


| Summer Drive for Bitters 
Angostura-Wuppermann Corp., 
producer of Angostura bitters, will 
promote its product this summer in 
national magazines by urging 
Americans to try an “old British 
tradition” and use Angostura bit- 
ters in combination with gin and 
tonic or vodka and tonic. 
Magazines to be used include 
Cue, Esquire, Fortnight, and The 
|New Yorker. Emphasis will be 
placed on bitters as making drinks 
less sweet, more thirst-quenching 
and more pleasing in appearance 
because the bitters add a pale pink 
color to a gin and tonic beverage. 
Ruthrauff & Ryan is the agency. 


Copley Advertising Adds Two 
American-Standard Foods Corp., 
Boston, manufacturer of Duncan 
Hines ready-seasoned bread 
crumbs, has appointed Copley Ad- 
vertising Agency, Boston, to han- 
dle its advertising. Copley also 
has been named to handle adver- 
tising for the Leonard rotary gear 
pump division of American Fire 
Equipment Co., Boston. 


in 
boston 


there's 
only 
one 
for the 
smart 
Money 


Best Cost 
Per 1000 


Weop 


._ KRostom 


w») 5000 watts 
"3) on 1150 


REPRESENTED NATIONALLY BY WEED & COMPANY 
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OTOGRAPHIC 
REVIEW 


Block Hofmann Berkowitz 
rector, Franklin Bruck Advertising Corp.; William 


Spink Dobberteen Frierson Breen 


MINGLING WITH THE LITERATI—Manning a lonely ad 


Cunningham 


Kilduff 


table outpost at the recent Benjamin Franklin Mag- 
azine Awards dinner in New York were Shepard 
Spink, ad director, Crowell-Collier; H. H. Dobber- 
teen, vp of Bryan Houston Inc.; Lee Frierson, vp 
of C. L. Miller & Co.; Julius Joseph Jr., media di- 


Solon 


J. Breen, vp of McCann-Erickson; Leroy B. Block, 
vp of Grey Advertising; Mortimer Berkowitz, as- 
sistant advertising manager, Woman’s Home Com- 
panion, and Charles B. Hofmann, director of print 
media, Foote, Cone & Belding. 


Skarpetowski 


EDUCATIONAL—These Toledo advertising people will form a panel, 
sponsored by the Toledo Adclub, to present “Careers in Advertis- 
ing and Related Fields” for high school and college students in the 
area. Shown here are Bert Herron, director of advertising, Owens- 
Illinois Glass Co.; Bernice Skarpetowski, Blaco Advertising Agen- 
cy; Jim Cunningham, James T. Cunningham Advertising; Franklyn 
Hawkins, advertising manager, Libbey-Owens-Ford Glass Co.; W. 
Tim Kilduff, vp of LaSalle’s Department Store, and Jack Solon, 
Jack Solon & Associates Public Relations. 


McHugh Katz 
JOHN T. McHUGH has been elected 
president of Joseph Katz Co., 
Baltimore, while Joseph Katz 
moved up to chairman of the board 
(AA, May 21). 


SALES BLAZERS—Westinghouse Electric Supply Co., 
Chicago, is using costumed salesmen and bathing 
beauties in a special radio push designed to stimu- 
late dealer cooperation with National Radio Week 
and the Westinghouse Shower of Gifts program. 


Leahy 


INFORMAL DEAL—Having breakfast before the start of the second panel at the Chicago 
Tribune’s annual forum on distribution and advertising are panelists E. B. Weiss, 
director of merchandising, Doyle Dane Bernbach Inc.; David F. Leahy, manager of 
State Street store, Sears, Roebuck & Co.; J. Kenneth Laird, president of Tatham-Laird 
Inc., who was panel moderator, and Earl A. Miller, vp of stores’ merchandising-sales 


Ready to call on dealers are salesmen Carle Scarim, 
Ed Paisley, Jerry Mann, Ken Murphy, Dick Golden, 
Marvin Shane, John Craughwell and Len Kleifield. 
Helpers are Betty Serrens, Sherille Davis, Dorothy 
Johnson, Audrey Becker and Given Shepard. 


Armstrong 


5 > oe ot 


RECORD-BREAKER—Margot Mallary, director of advertising and sales 
promotion, Cole of California swimsuits, has received a total of 
30 awards in ten Frances Holmes contests sponsored by Los An- 
geles Advertising Women Inc. Mrs. Mallary is shown here receiving 
two firsts (direct mail and publicity) in this year’s contest. Arlene 
Francis (left) presents the awards. (Story on Page 40.) 


lamb 


PARTY—Gladys Johnson Lamb and Paul Ahern Kelly, partners in 

Kelly & Lamb Advertising Agency, Columbus, received a cake in 

honor of the agency’s 10th anniversary from Audrey Smith, office 

manager. The agency celebrated with a dinner party for employes 
and their families. 


Kurz Ebel Maurer Corboy Brorby 


division, Jewel Tea Co. Among members of the third panel were James R. Adams, 
board ehairman of MacManus, John & Adams; Andrew F. H. Armstrong, vp of Leo 
Burnett Co.; Edwin W. Ebel, vp of General Foods Corp.; J. Ward Maurer, vp of 
Wildroot Co.; Melvin Brorby, vp of Needham, Louis & Brorby. With them are lunch- 
eon hosts W. C. Kurz, advertising manager, and E. D. Corboy, Chicago Tribune. 
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On top of a 4.3% gain on the newsstands the last 
6 months of '55 (while the other mechanical books 
together dropped 5.8%) MECHANIX ILLUSTRATED 


announces an outstanding circulation lst quarter '56... 


026,097... 
a oe 


over the Ist quarter a year ago... 


* | 4 ee 


this means that MI advertisers are enjoying (over our 


900,000 ABC Guarantee)... 


26,097 


A FAWCETT PUBLICATION, NEW YORK - DETROIT 
CHICAGO - SAN FRANCISCO - LOS ANGELES 
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Inc., who was panel moderator, and Earl A. Miller, vp of stores’ merchandising-sales eon hosts W. C. Kurz, advertising manager, and E. D. Corboy, ‘Chicago Tribune, 
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Public relations—tfirst, Pat Pen- | Peggy Shaw, Mytinger & Casel- be obtained from the association, W. E. Smith Retires 


Mallary Tops ney, Harry Bennett Agency, safety | berry, Long Beach, for a radio 360 N. Michigan Ave., Chicago. William E. Smith, sales promo- : 
program for Prudential Insurance | contest. tion manager of ‘Pitney-Bowes, { 
r Co.; second, Paula Kent, Union| No awards were made in the| Rolling Buys WPTZ-TV Stamford, Conn., plans to retire on 
i A. Adclub S Tribune Publishing Co., San Diego. | classifications of radio commercial | Rollins Broadcasting Inc., New July 1. Mr. Smith joined the com- | 
Tv commercial—first, Marion R.| and layout. 'York, has bought WPTZ-TV, pany 33 years ago as a postage | 
i Sternbach, Dan B. Miner Adver-| 'Plattsburg, N. Y., fiom Carl F.| meter salesman; he was appointed : 
Holmes Winners tising, Los Angeles, for Interstate NRA Lists Newspapers Stohn & Associates for a sum re-|sales promotion manager in 1938 
Bakeries spots; second, Jane Hite,’ Accepting Comics Page Ads ported to be more than $500,000.|after 10 years in charge of the 


F _ |Wade Advertising Agency, Los; Newspaper Representatives The Federal Communications | company’s early advertising opera- & 
_Los ANGELES, May 22—Taking| Angeles, for Alka Seltzer spots. |Assn. of Chicago has released a|Commission has approved the tions. After a summer of relaxa- | 
first awards for direct mail and| Sales promotion and merchan- | new list of newspapers accepting | transaction. Plans are to continue| tion, Mr. Smith plans to establish 
for national publicity, Margot! qising—first, Paula Kent, Union| vertical half-page units on daily | to operate the station on the same a direct mail and sales promotion 


Mallary topped winners of the| tribune Publishing Co.; second, | comics pages. The current list may schedule as in the past. |consultant service. 


10th annual Frances Holmes| 
achievement awards of the Los 
Angeles Advertising Women. The 
awards were announced at a 
luncheon May 20. The presenta-| 
tions were made by tv star Arlene 
Francis. 

Honored guest at the luncheon 
was Frances Holmes, for whom the 
awards were named in recognition 
of her as the first woman in Amer- 
ica to own and operate an adver- 
tising agency. 

Judges of the entries submitted 
by advertising women from the 11 
western states, Hawaii and British 
Columbia were Richard W. Moore, 
president and general manager, 
KTTV; John S. Hansen, general 
manager, KABC Radio; J. Neil 
Reagan, vp, McCann-Erickson, 
Inc.; Herbert M. Baus, Baus & 
Ross Co.; Walter K. McCreery, 
Walter McCreery Inc.; John E. 
Canaday, director of public rela- 
tions, Lockheed Aircraft Corp.; 
William T. Adams, creative 
director, Hixson & Jorgensen; 
Walter P. Powers, advertising and 
sales promotion director, the May 
Co.; James K. Speer, Speer Adver- 
tising Agency. 


“to reach industrial buying 


For all of the 37 years since he left Officers’ Training Camp at 
the close of World War I, Reed Schreiner has been in steel. 
Seven years ago he became Director of Advertising for the United 
States Steel Corporation, a position for which he qualified by 
serving the Corporation and its various subsidiaries in many 
capacities from copywriter to Assistant Director of Advertising. 
We recently visited Mr. Schreiner in his Pittsburgh office to 
learn something about his philosophy and experience in the use 
of business publications. Here are the highlights of our long 
and pleasant talk with this seasoned advertiser. 


® Complete list of award winners: 

Consumer copy—first, Gertrude 
Van Hooydonck, Botsford, Con- 
stantine & Gardner, San Francisco, 


for newspaper ads for the Lamb Q Tell me, Mr. Schreiner, just how Q Just what is your philosophy in re- 
Institute; second, Laurie Bailey many years has your corporation been spect to business publications, Mr. 
Shields, Magic Mirror Beauty advertising? Schreiner? 
Salons, Los Angeles, for a series of 
ware’ od tenor gl senegal A I'm afraid that’s a question that can- =A we regard them as a vital link in our | 
je copy—first, Gena Melin, not be answered without considerable all =e P ws i | 
Hixson & Jorgensen Inc., Los An- ‘earch. Thi “nr ma chain o communications. roperly used, | 
geles, for Franciscan China ads. meanness see Oe oe they contribute importantly toward the | 
Advertising illustration—first, total of many different organizations attainment of our sales objectives. We , 
Florence Parsons, J. W. Robinson whose advertising histories are obscured know of no better way to reach industrial 
Co., Los Angeles, newspaper ads; by time. I think I can best answer your buying influences economically and effi- 
second, Barbara Steele, also of J. question by saying that we’ve been at it ciently. 
W. Robinson Co. for a long, long time. 
Research project—first, Dorothy 
Corey, Facts Consolidated, Los Q I’m certain that the record reveals Q Approximately how many business 
Angeles. many interesting highlights and adver- publications do you use? 
Direct mail, first, Margot Mal- tising firsts. Among them, what do you 
lary; _ Second, Gena Melin, for consider to be of particular interest? A Something more than 300. 
Franciscan China. 
Commercial film—first, Fran ‘ell a oe 
war Tuchman, Harris Tuchna alm yokepern ty ol fot OO Me kn 
ragga ep alae grad al we were among the very first, possibly budget goes into business publication 


film made for the Ice Follies; . ‘ ‘ 
wiisied, Audrey Calder, United the first, to use the cartoon technique in advertising? 
Cerebral Palsy Assn. of Alameda industrial advertising. one. Not very long ago we developed and i 
County, for a 30-minute film. A About 28%. And you will be inter- introduced a new constructional alloy b 
Publicity, national campaign— Q And that was how long ago? ested to know that this represents the steel, and we advertised this fact in r 
first, Margot Mallary. ' largest single expenditure in our adver- appropriate business publications. Our t 
, , , A Offhand, I'd say about 1930. tising budget. salesmen reported that as a result, they a 
P sears Faroe Joh puoi ; ; generally found the customer familiar h 
acqueline Britton Johns, f ? a 
Levitt & Smith, Los Angeles, for Q And how about a highlight from Q For what specific purposes do you with the new product and eager to ner d 
the California-International Flow- your postwar advertising activities? uso business publications? cuss it. In a ates AP ——- hac d 
done the spadework for the salesman— 
er Show. pa ‘ 
A Well, as you perhaps already know, F had saved him the time it would have r 
we were the first basic material producer AI would say that we have two basic taken to introduce this product to an . 
mene , to promote the products of our cus- reasons. The first, of course, is to reach unconditioned prospect. 
BACON gets CLIPPINGS tomers in the consumer market on an the many and varied buying influences . 
: industry-wide basis. By that | mean we in which we have an interest. The second r 
@ Make sure you get all published promote the use of steel, not just U.S. is to conserve the time of our salesmen. Q What, in general, do your sales- rf 
items about your or your client’s Steel, with the firm belief that we will get people have to say about your use of ; 
business each month. Bacon’s our fair share of the steel business business publications? i 
Clipping Bureau regularly clips over esented. Q With @ product and organization c 
3,240 publications for over 1,000 such as you have, your salesmen cer- 
clients. Approximately 100,000 Q That is very interesting. Tell me, did tainly do not have to overcome the more A | think their opinion —_ a on c 
cli 8 sent out per month, from common obstacles, Mr. Schreiner. Just . om r 
ome ov use business publications for this of business publications is best evidencec ir 
es a. comes ~oartaoart ? " how, then, dese Susinne puaiieation by the fact that they are constantly after 
pen alter ——_ 7 = edvertising help conserve their time? us here in Advertising to do more and 
ad managers, agencies, publicity . : ; r - ng 
and public relations men, research- A Yes, we did and still do. And very more—to add publications, to increase 
i ers and others. Write for free extensively, I might add. A In many ways, but I'll illustrate just our use of those we are already in. ai 
mE booklet No. 55, “Magazine Clippings _ 
; Aid Business.” 
FOR BETTER RELEASE LISTS—SETTER PLACEMENT 
BACON'S BACON'S 
PUBLICITY $15.00 | pustterry $2.00 
CHECKER on approva!l| HANDBOOK oe approval 


BACON'S CLIPP. NG BUREAU 
343.5 Orarborn’St , Cc i2ogo 4, Minos 
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Press Showing Ends 


Threat of Piracy 
Suit, Court Finds 


New York, May 22—If a buyer week dismissed a style piracy suit | 


attends a manufacturer’s fashion 
showing and later discloses to a 
competitor a description of a dress, 
an injunction claim by the origi- 
nal manufacturer will be sustained. 

If, however, the owner of the 
original style invites the press and 


jing his styles public, and he will | dresses. 


| 


4i 


magazine representatives to the|gave the defendant any informa- that has become public property, | Joan Koob Opens Office; 
showing, the manufacturer is mak-|tion as to the design of Cole’s the court noted, the principle is 


have no legal redress. 
These points were incorporated 
in the court decision which last 


brought by Richard J. Cole Inc. 
against Manhattan Modes for al- 
legedly copying two of Cole’s 
dresses. 

The court held there was no 
evidence that any buyer who at- 
tended plaintiff's formal showing 


well established that he may not 
The decision says Cole put the| copy or simulate upon the basis of 

designs within reach of the gen- knowledge that has come to him 

eral public by inviting representa- | through a breach of trust or con- 

tives of a trade newspaper and fidence. 

several fashion magazines to the 

showing, “thereby publishing its ‘Grocer’ Changes Name 

designs and making them public The name of Tennessee Grocer, 

property.” Chattanooga, Tenn., has been 

changed to Tennessee Grocer & 
s But while an imitator may copy Food Field, effective with the June 


|with impunity an original design | issue. 


influences economically and efficiently” 


Q What do you think the average 
reader looks for principally in a business 
publication? 


A For information pertinent to his par- 
ticular industry, for trade news, for a 
report on new developments and new 
products which may directly or in- 
directly affect him. But more impor- 
tantly, I think he looks for an accurate, 
impartial interpretation and analysis of 
the news and developments within the 


industry. It is for this reason that I say 
business publications have leadership 
responsibility to their respective indus- 
tries. Not only do they help the reader do 
a better job today, but very often they 
have a definite influence on his personal 
development and growth within an in- 
dustry. 


Q What general rule or rules do you 
apply to the preparation of advertise- 
ments in business publications? 


A We firmly believe in factual informa- 
tion advertising that features the merits 
of our products without reference to 
competitive products, 


Q Do you feel that advertisements are 
important to the reader of a business 
publication? 


A Indeed I do. Not so long ago, we 
asked a group of some 250 busy officials 


in various industries whether or not they 
would prefer the business publications 
they regularly read to carry no adver- 
tising. While I am not at all surprised at 
the outcome, I am surprised by the one- 
sidedness of the attitude revealed—96% 
said the elimination of advertising would 


be highly undesirable. 


Q Do you feel that business publica- 
tions are increasing in importance? 


A Definitely. New developments are 
coming along so fast, and business is 
becoming so complex, that the need for 
the many services rendered by business 
publications is greater than ever before. 


Q What are your criteria for the selec- 
tion of a business publication? 


A In general terms we look for the pub- 
lications having acceptance within an 
industry. We naturally consider such 
important factors as editorial content, 
circulation, and selling power, but if you 
find evidence of high reader acceptance 
you can be certain that all the other con- 
siderations are in line. 


* * * 

Modern business publications are 
the all-important link between you 
and the buying influences you want 
to reach. They provide the means 
for reaching your prospects and 
customers on common ground—at 
a time when they are receptive to 
your sales message. In this respect, 
business publications fill a role un- 
duplicated by any other known 
selling force. 


Chilton publications cover their 
fields with an editorial excellence 
and a quality of circulation that 
assure confidence on the part of 
readers and advertisers. With such 
acceptance goes a proportionate 
selling power. Let Chilton publi- 
cations help give your advertising 
maximum effectiveness. 


The Voice of Authority ... 


Chilton 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


== F= CHILTON PUBLICATIONS: Department Store Economist « Hardware Age 
= * The lron Age + Jewelers’ Circular-Keystone + Distribution Age « Motor Age 

Automotive Industries + Optical Journal and Review of Optometry + Gas 
=== 2 Commercial Car Journal + Boot and Shoe Recorder « Hardware World 


= = Spectator « Tele-Tech & Electronic Industries + Butane-Propane News 


Steiner & Kahn Bows 

Joan M. Koob has resigned as 
president of Steiner & Koob, New 
York, to open Joan M. Koob As- 
| sociates, Tenafly, N. J., specializing 
|in space and direct mail advertis- 
ing. 

William Steiner, formerly sec- 
retary-treasurer of Steiner & 
Koob, is now president of Steiner 
& Kahn, New York sales promo- 
tion and direct mail counseling 
;company, which he has formed 
|with Russell B. Kahn. Mr. Kahn, 
|previously circulation manager of 
|Cue, is secretary-treasurer ef the 
new company. 


French ‘Digest’ Increases 
Guarantee, Raises Rates 

Selection France, the French edi- 
tion of Reader’s Digest, is increas- 
ing its circulation guarantee from 
the present monthly average of 
760,000 copies to 900,000 copies, ef- 
fective with the October, 1956, is- 
sue. At the same time, advertising 
rates will be raised by 15%. 


ALL SALES ARE 


LOCAL 


The men who buy construction 
equipment ... the men who sign 
the checks . . . these are the men 
you have to reach to sell your 
products! These men buy Joca/lly 
and to sell them you have to sell 
right out where they work... 
where they live. That’s why... 


ACP REGIONALS SELL 


LOCAL 


CONSTRUCTION MEN 


Men who do the work —- men who buy 
| equipment are the men who read Asso- 
ciated Construction Publications! 7 out 
| of 10 prefer ACP books. What’s more, 
| they read and re-read ACP books be- 
| cause on these pages they find the local 
| mews construction men need. For ex- 
| ample, last year ACP featured 11,255 
| pages of bid news, 2,086 pages of equip- 
| ment news, 2,416 pages of local job re- 
| ports. For more facts on ACP write: 
| George Stewart, Sec’y, 6 South Orange 
Avenue, South Orange, New Jersey. 


ast 
Roanoke, Virginia Kansas City, Missourt 
Mississipo! Valley 
Minneapolis, Minnesota 8t. Louis, Missouri 
Nev: Engiand 
Hedinapaia Indices | page Mette 
Rocky Mountain 
South Orange. New Jersey Denver, Celesade 
Construction News Southwest Builder & 
Monthly 
| Little Rock, Arkansas ff} Loe Angeles, California 
Contractor Texas Contractor 
Atlanta, Georgia Dalias, Texas 
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ColorIs More Than = Mrrbeck Adds One; Moves 

Ss. Gunnar Myrbeck & Co., 
Quincy, Mass., industria] agency 
and technical publications compa- 


Just an Advertising 
Luxury, Says Norling ny, has been appointed to handle 
advertising for Arrow Armatures| 


Omana, May 17—“Color is Not Co. Bos 43 
‘ 4 . “6s - ., Boston. In 
just a luxury in advertising, it’s a advertising, ivan wih ae 
page wat gees .-with color you plementary program of direct mail| 
get results and you get YoOur/and technical bulletins. Myrbeck | 
money’s worth,” Oscar Norling of| has moved its Washington office to 
Gardner Advertising said here last | 1341 Connecticut Ave 
week. 
He spoke before a session of a|- ’ 
two-day color advertising clinic U.S. News’ Boosts Rate Base 
sponsored by the Omaha World-| to 825,000 in January ; 
Herald and attended by 150 busi-| US. News & World Report will 


ness management personnel, ad- move its advertising rate base from 
men, and newspaper people. 775,000 to 825,000 with the Jan. 4, 


“A lot of advertisers feel that 1957, issue. The one time b&w page 
color is nice—if you're able to pay |#t¢ Will be $4,430. Currently, the 
for it,” Mr. Norling said. “I'd like |T#te 1s $3,975. 
to dispell that idea.” He outlined 
j therein experience in launching Peckels, Maxwell Promoted 
the new Duncan Hines cake mix,} Michael F. Peckels, formerly | 
all promotion for which was done | Manager of the consumer relations | 
with color. department of International Har- 


Del Barber, sales vp of Consoli-|vester Co., Chicago, has 
dated Mills, maker of Duncan/named director of consumer rela- 


Hines cake mix, was also on hand/| tions. William O. Maxwell, previ- 


Johnson Jarrett 


DIAMOND OCCASION—At a party celebrating the dia- 
mond anniversary of Underwood Ltd. of Canada, 
J. L. Seitz, president and son of J. J. Seitz, who 
founded the company in 1896, chats with Pamela 
Heath, who is dressed as a stenographer of the ’90s. 


Holland 


Looking on are Fred Jarrett, advertising manager 
and educational director; M. O. Johnson. vp of J. J. 
Gibbons Ltd., Underwood’s agency, and William W. 
Holland, of William W. Holland Associates, public 
relations counsel. 


Heath 


been | ously assistant manager of the de- | Margolis Joins ‘Collier's’ 
Richard J. Margolis, formerly |New York, as presentation super, 
with Coronet, has joined the pro-! visor. 


partment, has been advanced to 
manager of consumer relations. 


motion department of Collier’s, 


to affirm support for coler ads. 
Despite the competitive market 
the cake mix had to enter, he said, 
color ads made possible a success- 
ful launching on an ad budget of 
only $25,000. He said his com- 
pany’s domination of the market 
is now based on color advertising. 


Spicer Elected President of 
Baer Co. in Employe Transfer 
S. C. Baer & Co., Cincinnati, has 
elected C. Martin Spicer, exec vp 
the past six years, president of the 
agency. He succeeds S. C. Baer, 
who becomes 
chairman of the 
board and finan- 
cial and gen- 
eral management 
counselor. The 


election culmi- 
nates a plan in- 
itiated seven 


years ago which 
puts active man- 
agement of the 2 
agency into the 
hands of a group 
of company employes. 

Raymond J. Kemble Jr. was re- 
elected vp and also assumes duties 
of treasurer. Other officers elected 
are Stanley A. Schulte, vp; Beulah 
M. Schott, secretary, and Thelma 
F. Rider, assistant secretary. 


F&S&R Adds Wooster Brush; 
Names F + to Staff 

Wooste’ rush Co., Wooster, O., 
maker of _aint brushes and roll- 
ers, has appointed Fuller & Smith 
& Ross, Cleveland, to handle its 
advertising. Wooster Brush plans 
to increase its advertising in trade 
and consumer publications and to 
continue its present point of sale. 
Meerman Inc., Cleveland, former- 
ly handled the account. 

Jack M. Larson and Donald 
be Woodward have been appointed 
: account executives and Robert E. 
Welsh an associate executive on 


C. Martin Spicer 


The J. Walter Thompson Company Television Workshop 


is a proving ground where... 


While they work... 


the Westinghouse account in 
F&S&R’s Cleveland office. Graham 
G. Berry has joined the copy staff 
in New York. Mr. Larson formerly 
was with Timken Roller Bearing 
Co.; Mr. Woodward previously was 
with New Holland Machine Co.; 
Mr Welsh formerly was with Vic- 
torian Instrument Co., and Mr. 
Berry was with McCann-Erickson 
and Kudner Agency. 


PRESS CLIPPINGS 
News items, editoriols, advertisements 
Make Authentic Records | 


You can check results promptly and base 
decisions on accurate facts with service by 


S. successful has the J. Walter Thompson 
Company Television Workshop proved that 
it recently was forced to expand into four- 
times-larger quarters. 

In size and facilities the new Workshop 
rivals all but the largest professional studios. 


When a new television commercial is being 
created in the Workshop, the whole group of 
Thompson people concerned can study its 
development simultaneously on sets in our 
offices. This group sees what the commercial 


will look like to television audiences before 
incurring the costs of finished production. 
They can make sure your product looks right 
on television. If there are any flaws they can 
be picked out and promptly eliminated. Even 
the best ideas are given an additional lift. 


If you would like to know more about the 
Workshop—or see it in action next time you 
are in New York—write to the J. Walter 
Thompson Company office nearest you, or to 
420 Lexington Avenue, New York 17, N. Y. 


J. Walter Thompson Company 


Oo ° 


SSTAm UM 
PRESS CLIPPING BUREAU 
7.6571 
1466 Church Street New York 7, N.Y, 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, 
D.C., Miami, Montreal, Toronto, Mexico City, San Juan, Buenos 
Aires, Montevideo, Sio Paulo, Rio de Janeiro, Santiago (Chile), 
London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, 
Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 
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National Telefilm Commit 
Buys UM&éM, Acquires nese and Portuguese sound tracks, 


|as well as English. 


20th Century-Fox Film 


|@ In addition to the Paramount 


um. 


|@ Ely A. Landau, president of 
| NTA, said his company’s corporate 


Canada. The library has French,| release more of its feature backlog’ to continue as a separate entity in 
Spanish, German, Japa- to the home-entertainment medi- the tv distribution business. 


MGM MAY MAKE FILMS 
AVAILABLE FOR TV USE 
NEw York, May 22—It looks as 


NEw YORK, May 22—National | films the sale gives National Tele-| assets will exceed $12,000,000 as | though another big backlog of fea- 
Telefilm Associates has augmented | film distribution rights to 12 vid-|a result of these two deals. NTA |ture films will be put on the tele- 
substantially its supply of films| film series, including “Paris Pre-|recently entered the film produc- | vision market. 


through purchases from two differ-|cinct” and “Flash Gordon.” 
ent sources. 
In one case the vidfilm distrib-| which were produced roughly be- 
utor-producer bought a company | tween 1935 and 1947, are the first 
—UM&M Television Corp.; in the! package of features this studio has 
other it acquired tv distribution | released to television. The movies, 
rights to 52 feature films of 20th| which star such top names as Rita 
Century-Fox. | Hayworth and Gregory Peck, were 
Natonal Telefilm bought UM&M, | leased to tv for more than $2,000,- 
a tv film distribution company, | 000, plus a percentage of the dis- 
primarily to get the Paramount | tribution profits. 
short subject library which UMEM | NTA bought the tv distribution 
acquired last winter for $3,500,000.| rights for a period of ten years, 
NTA paid slightly more than $4,- | but these rights cover only Can- 
000,000 for 100% of the UM&M |ada, U. S., Cuba, U. S. possessions 
stock. land stations on the Mexican 
For this NTA gets 1,450 cartoons| border. Other tv rights, and all 
and other shorts. These films may | theatrical rights, were retained by 
be sold for tv exhibition anywhere | 20th Century-Fox. 
in the world and for theater pre- Now that television has a foot in 
sentation outside the U. S. and the lot, 20th Century is expected to 


tion field, and its first project is a 


Cochise,” which is being filmed by 
Desilu Productions in Hollywood. 


ministrative personnel of UM&M 
organization. 


ago by three companies—Minot 


Mr. Landau said sales and ad-| 
will be integrated into the NTA) 


UM&M was formed some time) 


| Howard Dietz, vp of Loew’s, said 


The 20th Century-Fox films,|modern western, “The Sheriff of|that several offers—ten at least— 


had been received for the Metro- 
Goldwyn-Mayer film vault. He 
made the statement following a 
board meeting at which no action 
was taken on the matter of releas- 
jing old features and shorts for 
tv distribution. 

If M-G-M opens its gates to tele- 


TV, New York; Motion Picture | vision, this will leave only Para- 


leans, and United Film Service,|out ranks. Paramount has short 
Kansas City. The last two are con- subjects on the tv market, but no 


Advertising Service Co., New Or-| mount Pictures Corp. in the hold-| 


cerned principally with motion 
picture advertising; their role in 
UM&M was to act as sales agents 
for the shows distributed by Mi- 
not. Their roles as separate com- 
panies will not be affected by 


UM&M’s purchase. Minot TV plans 


package of feature-length films. 
| Among the bidders for tv rights 
|to the M-G-M library of 770 fea- 
tures and 900 short subjects is a 
group headed by Lou Chesler, a 
Canadian financier, and National 
| Telefilm Associates. 


... creative minds and technical minds 


can work out their problems together 


others stud 


. .. to sets in our office where each step is 
checked by the group as work progresses 


It 


While action goes on in the Workshop, 
it is piped live by closed circuit... 
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We can’t keep it under 
our hat any longer! 


The International 
Advertising Issue of Ad Age 
comes out June 4th 

If you have been siesta-ing 
at the switch while important 
things have been happening in 
international advertising, the 
June 4th issue of Ad Age is 
being written just for you. This 
issue will contain useful data 
for wide-awake marketing 
execs who have or want a stake 
in international advertising. 


a 


. ; is re : = & Tae — 
7 . , ey * pe 7 o © x “ i Ff * - , abe RE et > bee 
. —~  - i - i ; im ¥ ‘ x ‘ ‘, i Arey as sae i 4 ee yh be: 
7 
| i 
fF 
i 
| 5 
» * 
Fr : i 
-- 
, oe 
‘ Se 
ee 
| 
aoe 
——eeeEEEOEOEeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee ee - . 
L ee - » = i ae «Se 
ae aes, | > Zi . oo 7 sg teat age Vang A” oa 4 Baws _— x | 
ee Be a ee — _ (a 2 Dees yee eee : “ emt 
ie 3a) ne a ok ® Oe ee he Be eee ‘@ ie a 4 
a “4 ‘iid ee i Saas ok ee . Eas a a . = 
ie ate ilies = ae ta . Coys ea 4 ieee. i s +a a 
\ q 2 : ie er ' ~~ inl i ee cae Sh — ae Seer — . / : 
A Pe 7 a bes Sits ecg on aa ee on |e si ‘ \ ; 
} i re ie . oe ite 268 . — te seals ee go etc ge a a Pp ne no GY , : hs 
) “ . a 4 ee ae Sey Paes Aa | : 
i» cP el. ae cial ace = ahi ec 2 re 2. ns ” * V 
i 4 ~— ; a “ a ee a gig eS Seal Hg acy, ene 4 ; 
> * ee 4 4 ‘> = ss x a Sout Fy gees Hy ; od ‘i 4 { " xe 
a i : =. +. ee a} ees, . . ec * ’ 7) 
i nd « ae es . fs = es ' i Rs i G ‘ 
4 er 1 7 he Be Pes ee a 2 His 6 ¢ : ' 
, ; es ie ihe ¥ i. 
z = 7s mA a ; 
. | | - F\ : 
‘ = oe : a : ies. ‘ 
- a 3j- yy - ¢ e 
; a . ‘ “~ fi 
ac re ° oe? a ts 3 : 
= # D rie ae ‘ 7 a 
= , it tap. , A ~ y \ 7 Me 
i . ae ais Pe ; — i 
" re P ; x ° ' t a oie - ? on Sy . aa 
a -— ia - —_ Re af 
. F ! oe * a t ee ——wh. oo ‘2 
Se 2 » tae, F 3 ‘ 
7 | ie oe ) hg Gea . ‘ em — 
a : f ” iS fe 4 Semanal = - Pesci . 
. = / ——————— “an Pr eee 4 : 7 ‘g <4 i / % 
er , : we mere th ee - = ; ~ — ‘ 
fae: a a ee eS Be, . > an ee j ; 
-< : Sui a ee ie ae oe ee Py VV ™, 
oe : “s = \ 
a i, va cd Aa | Fy ee - Ft i . poec iad - 
js B Janae Se Be sed ox : a 7 es 4 
“ oe a ee ee ae t b aes 7 er 5 
a wy _ = en = mt a = -- 4 
. > wa i ae ¥ ’ A - 
| (S—S—<—S] : 
* 
WW ST Te 
oar ane ps. . 
ae ‘. $ 7 - 
> ‘. - ban - y, - . 
: Panag! “ o- 
F aD » eas 
roe o>: le j 
a : aan 7 ; 
OE en ee 6 , 
is 
- ~~ 7 - q 
—————— ‘ee rm of : p34. 
Pe 7 3 
’ b. 
uw SS v ALY) ~ : 
we Cee ws 4 
: +. 
a : 
i bs 
C 
ee . . 
, aS : - 3 
hoe & Ee 3 ¥ 
i | 
ie , i a or | % 
, : ~~. | i" 
, : f  - ™ 
ain 4 & 4 ; : 
. ; e \ ’ ad . 4 > | “¢ 
> Ys « s : ‘ mm 4 By. 
; i ; i % , ea 
ee ‘ ke Wu 
— , “4 if oy a a i rH 
x 9 — Pe, _ a. ees 
- ~~ a eee , : 5 o . ‘ 5 ies - ." +e he oe. S 
oe : 3% . ' . oe gs pe eh | y. 
ee se _— — . “at aii _ % oc! os, = a a = Sa ee aa ; 
= 7 -—~*- ; “ a or. p — eS ae ae, - Ae 
i Se wa TEINS oe Las Tae ae, nae : — ee se : Pe ae ee a 
- i : sates San. e 3 sen 3s ie > ae ——— “ay a RE * 
agi a). eae Meer ~~ Bah: FSS + SN <a k a . — | ES | Sie ce ° 
ee oe Se -_ Ffaa “s ed Soe ny a ee oe , ewe i ao Cor. : 
os, SU OR, ais eae ” BS ee : } ye Soe ae > gees a a o. “i ie 
ee ee Seed fe Saad ‘ ‘ Ri: (a. She ar | ee 3 
. Big een oe — ll DE ; +; tate : ae pte s os 
= 2 eat . ee S yh oe ee a — ae m 
diane src!) age. ; a eer ate ee ae te af a Pe ae ~ 
7 NE Sy ea ae c- 3 oe (oe ee ae ae Pkt ir fs 
+ Se Mees oP 3 a = aes! a 7a : : ie aes earn : Beye : 
SRR a game at a EE alla y< 7 Te : igi tk f 
Pg Pea ee | See sve a Oe sae : te : ee ie ie ee eee ‘ 
ee tN Peis pS ee up Sc ; =a Re saa i a an ee we 2, ie. 4 a ey a; es 
Me ern, aE! ae, a g cma me. ‘sa ote ie he Sas or Doak «* ie io Se 
Rovere eer a a a ae a Pee oe ae ; Re ee ei me a: at 
ee alge rae Ne hs ei i = aang 4 woe zy cS MER. | a ‘eg 
oc eae a ie te % —- ll a ee Pa A se ee Te | ; 
; a F e ian ‘, a ei he aS 1 Te, See we wdkech 
H = a = 
H = ae Se a ae 
; ; MM MetRaMe Sey ai > PME 
+ — Se ate Ei, a aa rie |) aS ae ey <i oS AS 2 Oh é a 
de 3 » eM Da sci CO ee) ee i, Seek a Po Bh a ’ 
3 a Oe * ie ree 2 = i ae ae > ee Pate tes: Le 5g a . 


| Schenley Plans Summer Push 


Schenley Distillers Co. plans its| Rio de Janeiro, sales representa- 
biggest summer ad campaign to|tive of American companies, has 


| promote Schenley Reserve whisky | joined the sales staff of American 


HEARTY—This two-color page is part 
of a new series for American Hos- 
pital Supply Corp., Evanston, IIl., 
scheduled for Nation’s Business 
and Fortune. The copy points out} 
that medical researchers use AHSC 
equipment. J. R. Pershall Co., Chi- 
cago, is the agency. 


New Nielsen Device 
May Solve Coupon 
Redemption Snarl 


CuHicaco, May 22—-A new serv- 
ice of A. C. Nielsen Co. will carry 
its research efforts into the ex- 
plosive realm of the couponers, 
their customers and their reluct- 
ant retailers. 

Nielsen’s new “coupon clearing 
house,” scheduled for a test opera- 
tion this summer, is designed to 
help grocery store operators in 
sorting, counting, evaluating and 
redeeming coupons at the check- 
out counters. According to plan, 
Nielsen will use high-speed elec- 
tronic equipment to perform these 
operations. 

Initial tests of the new equip- 
ment will be carried out in mid- 
western stores, with -operations 
centering in the metropolitan Chi- 
cago area. 


= Nielsen is apparently well aware 
that it is entering a troubled area 
where food store operators are 
learning to resent the huge volume 
of coupons passing their cash reg- 
isters. Arthur C. Nielsen Jr., exec 
vp of the research company, esti- 
mated that more than a billion 
coupons were redeemed last year, 
and commented: 

“The volume of coupons in cir- 
culation has reached such propor- 
tions as to pose serious handling | 
problems for both retailers and) 
distributors.” 

He explained that both food) 
stores and food manufacturers | 
have encouraged Nielsen to devel-_ 
op a method of dealing with the | 
problem, and that the new trial | 
method has come out of 19 months 
of study. 

In charge of the couponing test 
will be Kirk Tischler, Nielsen ex- | 
ecutive who recently left a posi-' 
tion as mail order sales manager 
of Montgomery Ward & Co. 


Jewell Radio & TV Moves 

Jewell Radio & Television Pro-| 
ductions, Chicago, has moved to) 
larger quarters at 540 N. Michigan | 
Ave. 


Copyfitting 
got you down? Get the 


HABERULE 


isuc 
COPY-CASTER 


Discover for yourself how much faster, easier and 
more accurately you con copyfit ail type jobs with 
this new, completely revised Hobervie. Tem of 
thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lars im costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 


store or direct. Complete with gauge, only $7.50 
THE HABERULE CO. 
BOX AG-245+ WILTON, CONN. 
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and its recently introduced new | Exporter Publications as associate 
bottle. The introductory campaign | manager in the Cleveland office. 
used a newspaper and outdoor 
schedule. This follow-up will con- Radio, TV Production Lags 
tinue these media plus magazines: _ Production of radios and televi- 
Collier’s, Cue, Ebony, Life, Look, sion receivers in the first quarter 
The New Yorker, True and TV) °f 1956 lagged behind the 1955 
Guide. Most of the schedule will| Production for the period, accord- 
be in four colors. Batten, Barton,|ing to the Radio-Electronics-Tele- 
Durstine & Osborn is the agency. | vision Mfrs. Assn. Radios totaled 
3,532,243 units against 3,650,144 a 
Ames Joins American Exporter|year ago. Tv set production 
Charleton Ames, formerly man-| dropped from 2,188,252 to 1,844,- 
aging director of Charlton Ames & 632. 


Cia and Polimercante do Brasil, Bake-Wip Division to FC&B 


The Los Angeles office of Foote, 
Cone & Belding has been named 
to handle advertising for the Bake- 
Wip division of Fount-Wip Inc., a 
subsidiary of Reddi-Wip Inc., Los 
Angeles. Bake-Wip is a multi- 
purpose whip recently introduced 
for commercial use in bakeries, 
restaurants, hotels and institutions. 
Research and market investigation 
will precede campaign planning. 


Stiller and Elkins Buy Rep 
Herbert Stiller, formerly with 


KRE and KLX in Oakland, has’ 


joined forces with Sam Elkins, for- 
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merly with KOVR, San Francisco, 
to purchase W. S. Grant Co., San 
Francisco radio station representa- 
tive. The company represents 30 
stations across the nation and the 
new owners plan to enter the 
newspaper publishing field as well. 


Plans Crispie Campaign 

Crispie Potato Chip Co., Stock- 
ton, Cal., is launching a campaign 
to introduce its new package 


‘designed by Walter Lander & As- 


sociates, San Francisco. Radio, out- 
door, newspapers and trade pub- 
lications will be used. Sidney 
Garfield & Associates, San Fran- 
cisco, is the agency. 
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SIC CLASSIFICATION BY 
EB BUSINESS & INDUSTRY 
19 | Ordnence & Accessories 
33 | Primary Metol industries 
- Fabricated Metol Products 


3 
36 


Machinery (except electrical 


37 
38 


489 


367 


27,193 


15,043 


55.31 


26,611 
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TV Gets Most of 
Florida Citrus’ 
Summer Budget 


LAKELAND, FLa., May 22—Tele- 
vision will get the major share of 
Florida Citrus Commission adver- 
tising funds to be spent in a light 
summer campaign, with magazines 
getting the remainder of the mon- 
ey. 

This was revealed when the cit- 
rus commission, at its May meet- 
ing here, approved a_ schedule 
/ recommended by its agency, Ben- 
’ ton & Bowles, for the July-August- 


September quarter. 
While the commission budgets) 
about $3,000,000 a year for con-| 
/sumer advertising, only $380,000 | 
is scheduled to be spent in the 
summer period, which is the off- 
|season for fresh fruit and only 
| processed products are available in 
|appreciable volume. 

The summer schedule calls for 
| $320,000 in tv spots—67 markets 
| with 275 spots per week. The re- 
|maining $60,000 is to be spent in 
|The Saturday Evening Post and| 
Better Homes & Gardens. 


i 


s There will be a special push on | 
‘canned grapefruit juice in July,’ 


|Bowles won the account from J.| 


on frozen orange juice concentrate | season at the next meeting, June 6. | 
Looking to continued develop- 


in August and on canned grape-| 


fruit sections in September. |/ment of export business, the pre- 


The 12-man commission, which | sent commission has recommended 


will be reorganized with several| that an appropriation of $108,000 


new members June 1, went on re-|be made for European advertising | 
|cord as recommending to the new/and merchandising next year—an 
‘commission that the Benton &/increase of about 100% over this) 


Bowles contract be continued and | season. 
that no presentations be heard) 


from other agencies. Benton & Johnson Joins Warner & Todd 


George Johnson, formerly with 


Walter Thompson Co. last sum-|R. L. Polk & Co., Detroit, has 
mer, after the commission listened | joined the staff of Warner & Todd, 


of agencies. | duties, 
Benton & Bowles will present its | member 
proposed program for the 1956-57! board. 


Mr. 
of the agency’s 


|to presentations by a large group |St. Louis. In addition to creative 
Johnson will be a 


plan 


ee tle 


circulation figures 


take the confusion out of 


ps) 


pe 


a _—_ - | SB 


Circulation figures by themselves can get 
mighty confusing! 


But there’s a very useful tool developed by 
Uncle Sam, and used extensively by Penton, 
that takes a lot of the confusion and frustra- 
tion out of Media Selection. 


The Standard Industrial Classification System, 
better known as S.1.C., is the basis on which 
Penton publications report circulation and 


. and 


‘ market statistics. This helps you do a more 
4 effective job of selecting media... 

: do it faster. 

: It enables you to check circulation figures by 


—S 


uniform industry breakdowns. 


It pleases sales managers because many of 
them now classify their own sales in this way. 
They like the quick comparisons which they 
can make on Penton publications—a column 
of circulation figures showing total coverage of 
each S.I.C. product category. Along side of it 
is a count of the number of establishments. 
From the Penton Market Data Files you can 
determine readily the number of the worth- 
while establishments you’re reaching. 


The ability to buy coverage in this modern 
way is just one of the extra values you get 
from Penton. 


wr Com T On 


Publishing Company 


PENTON BUILDING e CLEVELAND 13, OHIO 


' HA ymarket 1-1000 Chicago 7, tlinois 


Are you trying to shed some 
detail and locking for a little 
relief from production worries? 
If so you need Pontiac, we've ee 


been helping frustrated pro- 
duction departments for 
vears—for 40 years in fact. 
Only Pontiac has six unified 
services, all under one roof, 
and so set up that individually 
or collectively they can give 
you the personal attention 


you deserve. Write or call $ 
and let us tell you more. 
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Pontiac J 
Engraving & 
Electrotype Co. 


812 W. VAN BUREN STREET 
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Network Gross Time Charges 
Source: Publishers Information Bureau 


NETWORK TELEVISION 
% Jan.-March 

March, 1956 March, 1955 Change 1956 
een $ 6,747,928 $ 3,806,425 +77 $ 19,548,184 
17,899,716 16,036,896 -+-12 52,648,532 
- 628425 — —— 
15,955,488 14,102,093 +13 44,495,804 39,694,429 
ti capt $40,603,332 $34,574,039 +-17 $116,692520 $ 99,299,368 


NETWORK TELEVISION TOTALS TO DATE 
ABC CBS DuMont NBC 
$ 6,382,046 $17,820,455 $14,695,116" 
16,928,361 13,845,000 
17,899,716 15,955,688 
$19,548,184 $52,648,532 $44,495,804 
*Revised as of May 10, 1956. 
**Effective Sept. 15, 1955, DuMont Television network changed from a national net- 
work to a local operotion. 


Jan.-March % 
1955 Change 
$ 11,092,316 +76 
46,562,763 +13 
1,949,860 


ABC 


+12 
+18 


Total 
$ 38,897,617* 
37,191,571 
40,603,332 
$116,692,520 


Permatex Names Sargent A.M. 
| Epes W. Sargent, formerly in the 
|public relations department of E. 
I. du Pont de Nemours Co., has 
4+ | been named advertising manager 
4 | of Permatex Co., Brooklyn, manu- 
|facturer of automotive chemical 
| products. 


‘Viseoon Paste Buds 


wer 
The Key and the Rule 
OUTDOOR ADVERTISING 
SALES COMPANY 


Yessir! People are 


made that way de 


—always looking for something to satisfy 
their craving for better things, better 
ways, better service. It’s a trait that 
makes convincing advertising pay off... 
Might well be why so many advertising 
men seeking more visual power for ap- 
pealing to this human urge, are contin- 
uously changing to photo-engravings 
master-crafted by ROGERS. 


ROGERS 


engraving company 
2001 calumet avenue + chicago 16 


Fe aah A ee 
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Blatchford Parent 


Parcher 
Lowther, vp, and Clifford P. Parcher, president, of 
Badger, Browning & Parcher; William Monaghan, 
media director, and Edward Parent, vp and general 
manager, John C. Dowd Co., and Ralph Blatchford, 
Batten, Barton, Durstine & Osborn. 


Newsome Lowther 
VOTING—Holiday celebrates its tenth birthday in 
Boston, and admen at the doings select their favor- 
ite cartoon from the collection that appeared in 
| Holiday Ad Man’s Diary. Shown here are Paul A. 


| Newsome, president, Newsome & Co.; William 


Homes Guide, Warden Part {and creation of special effects for 
Small Homes Guide Inc., Chi-|MPO Television Films, New York. 


Trading Stamp War 
Breaks in Houston cago, will handle advertising space | , : 
___| sales directly for its publications, | Esquire’ Boosts Guarantee 
Houston, May 22—A_ trading|New Homes Guide and Home| Esquire will raise the guarantee 
stamp war has broken wide open | yodernizing, effective Sept. 1. Sid-| for its eastern edition from 150,000 
here with the introduction of ToP ney C. Warden & Associates, Chi- to 200,000 ABC, with the October 
Value stamps by the Henke &| cago, represented the publications issue. Rate for a b&w page in the 
Pillot chain. — |for a number of years. The pub- eastern edition will then be $2,000. 
Henke & Pillot, now owned by jicsher plans to have sales offices | 
Kroger Co., is one of two ma~| in Chicago, Detroit and Louisville. Heiman Names Epton TV Head 
jor supermarket chains in the Sau Stes tes baw. sonetatel 
lf 
— ee ee Joins MPO TV Films tv and radio director of Sheldon 
o . * Paul Petroff, formerly with M. Heiman Inc., Chicago agency. 
Welngerten’s, the ether major Transfilm, has been named art di- |He formerly was an executive of 


ee de note on ae rector in charge of scene design WREX-TV, Rockford, III. 


nounce trading stamps and tell) 
customers that Weingarten’s would 
match trading-stamp values with | 


“low, low” prices on its merchan- | 
dise. | I 


s First big step in the trading 
stamp controversy occurred a few 
weeks ago when Minimax franchise 
stores, one of the major coopera- 
tive chains, took on trading stamps 
because—according to a Minimax 
owner, Charles Florian (president 
of the Houston Retail Grocers | 
Assn.)—it was the only way to. 
fight Henke & Pillot and other 
stamp givers, present and future. | 
Texas Servall stores took on U. S. | 
Green stamps at the same time. 

The Super Valu cooperative | 
stores, sponsored by Morris & | 
Sewall wholesale grocers, have 
had their own Black Gold stamps 
for some time. 


+ plus Purchasing Edition 
to 5000 firms—extra! 


radio-electronic engineers 
(IRE Members) trust it! 


s Only Weingarten’s and _ the 
Lucky 7 cooperative chain are 
holding out at present. Weingar- | 
ten’s followed its full-page ad 4 
few days later with a large box in | 
its weekly ad which reported that 
housewives’ letters had approved, 
ten to one, the chain’s stand. 

The Texas Servall stores ran a 
three-column, 15” ad, talking up) 
the premiums to be gained by us-| 
ing U. S. Green stamps, in the 
same issue as the Weingarten fol- | 
low-up blast at trading stamps in 
general. 


Because its information is so “up-to-the- 
minute,” accurate and well integrated. It takes less 
time to find facts when they are organized the way 
an engineer thinks—and ads face listings and are 


cross-indexed. 
Hartman Adds N.Y. Oftice 

George H. Hartman Co., Chicago | 
agency, has opened a New York 
office at 420 Lexington Ave., 
John D. Berg will move from the 
Chicago headquarters as manager 
of the new operation. 


1956 IRE DIRECTORY 
THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., 1475 B’way, New York 36, N. Y. + BR 9-7550 
CHICAGO + CLEVELAND + LOS ANGELES * SAN FRANCISCO 
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Advertising Age, May 28, 1956 ‘ 


Put Grey Adds 3 Biow Execs; account supervisor. : its illustrated souvenir magazine.| magazine to be sold at perform- 
T aoe Awards Go Combines Research Facilities 5 Grey has combined its market- |The symphony will tour 27 cities.|ances of the Royal Danish Ballet, 
fo) -12 . ae ing and research facilities into one | Mr. Gottlober is also advertising| which arrives for its American 
eo, Viking Air e west ha eapaeee a department under the director of | xepresentative for the illustrated | debut Sept. 16. 
American Tractor 'Biow Co. executives to vp posts. | Richard S. Lessler, vp. 


Pumaneuria, May 22—Winners anq-aircetor of the media separ, Gotllober Adds Accounts SUIRE STRIKE! 
Man 


of the annual Putman Awards/ ment, and Jerome S. Stolzoff and| The Vienna Philharmonic Sym- utacturers of fishing tack! 
aye Rose cago wo oie Edward H. Meyer, vps and account | phony Orchestra, for its first U.S.| can’t miss nies bigger en pty om 
ising compas 8 aeons ‘ ne supervisors. Dr. Deckinger, with|tour beginning Nov. 4, has ap-| in FTTN—the top iali book i 
ete Seer an en Mee Ma “ Biow since 1937, most recently pointed Sigmund Gottlober, direc-| 11.047 selected top tackle dealers and jobbers 
ho el ere | was vp of research and media. Mr. | tor of the National Theater & Con-| 

: 'Stolzoff, with Biow since 1951,| cert Magazines, New York, Sth FISHING TACKLE TRADE NEWS Hyer hg 


The awards were established in| j isi i 
1947 by Putman Publishing Co.,| was a vp, and Mr. Meyer was an/|sive advertising representative for! 


Chicago. This year, for the first 
time, they were sponsored by the) 
Poor Richard Club. Top award 
winners and their agencies are 
awarded $1,000 prizes. 

The top three award winners 
this year, and their advertising| 
managers and agencies were: 


©@ Reo Motors Inc., Lansing, Mich.; 
C. E. Van Cott, advertising man- 
ager; Zimmer, Keller & Calvert, 
Detroit. 


¢ American Tractor Corp., Churu-| 
busco, Ind.; Mrs. Lillian D. Rojt- \ 
man, secretary and acting ad man- 
ager; Andrews Agency, Milwaukee. 


® Viking Air Products, division of 
National-U.S. Radiator, Cleveland; |: 
George O. Gould, advertising man- 
ager; no agency. 


® Honor award winners, with ad 
managers and agencies, were: 

Manning, Maxwell & Moore, 
Consolidated Ashcroft Hancock di- 
vision, Stratford, Conn.; John F. 
Higgins, ad manager; Fuller & 
Smith & Ross, New York. 

Clark Equipment Co., Battle 
Creek; James L. Frost, ad man- 
ager; Marsteller, Rickard, Geb- 
hardt & Reed, Chicago. 

Columbia-Geneva Steel division, 
U.S. Steel Corp., San Francisco; 
Robert G. Hill, ad manager; Bat- 
ten, Barton, Durstine & Osborn, 
San Francisco. 

Western Machinery Co., San 
Francisco; William F. Haddon, 
sales promotion manager; Boland 
Associates, San Francisco. 

Kennametal Inc., Latrobe, Pa.;| 7 
George B. Varner, ad manager; 
Ketchum, MacLeod & Grove, Pitts- 
burgh. 

Kaiser Aluminum & Chemical 
Corp., Oakland, Cal.; William H. 
Griffith, supervisor of industrial || 
advertising; Young & Rubicam, 
San Francisco. 

Minnesota Mining & Mfg. Co., 
Adhesives & Coatings division, De- 
troit; George W. Crain, coordina- 
tor, advertising and sales promo- |“ 
tion; MacManus, John & Adams, 
Bloomfield Hills, Mich. ‘ 


Wee 
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WCCO Radio’s stature as the Northwest’s 
50,000 watt giant is greater than ever. 
© Fact is, its 56.1 per cent share of audience in 
the Minneapolis-St. Paul market is a 
national record. This 56.1 per cent is the 
largest share captured by any station in any == %| Station B 


= Judges of this year’s entries 
were James Robbins, president, 
American Pulley Co.; John A. Bal-|! 
dinger, general manager, Yale & 
Towne Mfg. Co.; Joseph Carpen- 
ter, president, Universal Ball Co.; 
Perry L. Francis, vp, Allan Wood 


More People Listen to WCCO Radio Than All 
Other Minneapolis-St. Paul Stations Combined! 


WCCO Radio .... . 56.1% 


> & © #8 868.8986 ¢@ 9.3% 


x 


Us 


Steel Co.; Richard L. Davies, pres- f the 27 j k urrently 
ident, Pennsalt Datonntionst Corp., vst lr he AC. Gaus Coun a os 2 8.2% 
and Wilbur H. Norton, president, , ve + Station D é 2% 
R. M. Hollingshead Corp. t’s the result of unmatched program popularity see ee eee . 

and enormous power which carries your ee 
Steele Heads Workshop sales message throughout 109 primary counties Six other stations... . 10.7% 

Edgar A. Steele, recently retired in four N orthwest states. Check with Nielsen, March 1956, total station r 

vp of A. J. Wood & Co., has been WCCO Radio or CBS Radio Spot Sales for full audience, total day, seven-day week. 


named director of the new research 
workshop of the New York Sales 
Executives Club in addition to his 
duties as research director. The 
workshop is geared toward being 


Lf; 4etails about this record-making buy! 


ca 
wi 
a ot 


a clearing house for information to a 4 
members, Mr. Steele said. A panel - 76 » 
of 31 management and marketing ‘ 


consultants will aid him in com- A. " ’ : : : 
piling studies of interest to sales -Watt Giawt 
managers. Frequent polls will be 
taken of the club’s membership on 
significant questions. 


Carter to ‘Plastics Technology’ 

Robert B. Carter, formerly as- 
sistant sales director, plastics di- 
vision, Celanese Corp. of America, 
has been appointed business man- 
ager of Plastics Technology, pub- 
lished by Bill Bros. Publishing 
Corp., New York. 
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_ without the use of schemes, premiums or contests—“Just a Good Newspaper” 


100 County Market 


2,107,300 in Population (507,000 in Metropolitan 
Area) 


$3,308,565,000 in Net Effective Buying Income 


Modern Shopping Districts 
COVERED BY 


TEXAS’ BUSIEST SALESMAN 


Large Industrial Payroll 
Largest Circulation in Texas 


20% or better family coverage in 51 counties 
Daily 


20% or better family coverage in 55 counties 
Sunday 


Lowest Daily Milline Rate in Texas 


A newspaper edited for its readers 


Figures Based on Sales Management Survey of Buying Power 


CIRCULATION 


250,213 


DALY 
ae 
ce vening 


229,613 


SUNDAY 
ABC White Audit for 12 Months 
Ending March 31, 1955 


ForT WORTH STAR-TELEGRAM 


LARGEST CIRCULATION IN TEXAS 
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National Ad Expenditures in Eight 


One More River... 


Media: 1951-1955 


1953 


1954 1955 


/951 
700 


4. 


NEWSPAPERS \& SECTIONS —a. 


695.3 
653.3 


| | 
| 


MAGAZINES? - . | Anti-Trust Threat Over, 
With News, Ads Aplenty, 


| Newspapers Confident 


Ss 


“tana 
ae Sener i 


New York, May 23—Rolling into 


paper business exuded confidence 
|—and not without reason. 

Except for the knotty problem of 
newsprint, many of the grim pros- 
pects of the previous spring had 

| been encountered and solved. 

In the past year, the American 
Newspaper Publishers Assn. re- 
| solved its governmental difficulties 
—it signed a consent decree end- 
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~~ PUBLICATIONS 
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MILLIONS OF DOLLARS 
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=> ’ wee ewe ee 
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ae aie tl HET NOK RADIO | 114.7 
__ MEWSPAPER SETIOMS 3 — 


lll labialis 


| 
j | ing its part in the anti-trust suit of 

L the Department of Justice against 
a eee five publisher associations and the 
|American Assn. of Advertising 
| Agencies. The effect—particularly 


|since ANPA had revised its recog- 


OUTDOOR. 


MILLIONS OF DOLLARS 


: 


—-_ - -  eo. 


—— —- “4 —S 


25 T 


|nition procedure a year before— 
was expected to be negligible so 


FARM PUBLICATIONSA 


far as newspaper-advertiser-agen- 


Sources for the figures in this chart are: NOTE: Newspaper sect 


cy relationships were concerned. 


jon totals included in the Bureau of Advertising’s During the past year, much of 


figures cover all national advertisers’ investments in The American Weekly, the government's ambivalence to- 


Newspapers and paper sections—Bureau of Advertising, American 
Newspaper Publishers Assn. 

Magazines and network television—Leading National Advertisers Inc. 
Business Publications—Estimates of A. R. Venezian, McGraw-Hill Pub- 
lishing Co. as published in Industrial Marketing. 

Outdoor—Outdoor Advertising Inc. 

Farm Publications—Farm Publication Reports Inc. 

Newspaper sections only—Leading National Advertisers Inc. These figures 
are based on advertising appearing in the following sections: The American 
Weekly, Family Weekly, First 3 Markets Group. N. Y. Mirror Magazine, 
N. Y. Times Magazine, Parade and This Week Magazine. 


smaller publications di: 


national farm publicati 
Revenue for these six 


full year. 


Metropolitan Group, Parade, This Week Magazine and “the many other 


editions of daily newspapers.” 
Magazine figures also include ad revenue—$31,388,804 in 1955—of six | channels by the Federal Commun- 


lication Reports inc. farm figures. . : . 

Publishers Information Bureau stopped measuring network radio expendi-| were getting channels with a fair 
tures after July, 1955. The estimate shown here is based on PIB figures; degree of regularity, and the sus- 
for the first seven months plus AA's extension of these figures to cover the picion that newspaper ownership 


ward newspapers—at least as sym- 


stributed...as sections of Sunday (or Saturday) “ nah 
bolized by the award of television 


lons measured by Leading National Advertisers Inc.| ications Commission—seemed to 
ublications is also incl i Farm Pub- 
gw ill Di cases dae dalla have been cleared up. Newspapers 


was a negative factor in tv appli- 


Expect R.O.P. Color 
in 700 Dailies by ‘57 


Huge Strides in R.O.P. 


|too frequent, as indicated by the 
|fact that only five of the newspa- 


Color During Past 10 |pers joining the r.o.p. color group 
|last year can run full color; only 


Years Reviewed two can handle two colors and 


Cuicaco, May 23—The use of| black; the remaining 49 can handle 
r.o.p. color advertising and the "ly one color and black. 
number of newspapers accepting An unusually objective factual 
color increased substantially again Presentation of the newspaper 


: cations before the FCC seemed to 
|color—the bureau’s presentation|have been dissipated. 

reports the first known use of run 
of paper color to have appeared in|, On the 
ee ee ee rere front, where a year ago newspa- 
| 4 bl “ sorbed > * Mt! pers were deeply concerned over 
i ue Denner across the fromt lice poor showing in 1954, they 
|page celebrating the inauguration had just concluded a record year 
jot & Rew governe.. and were rolling rapidly into 
Before the dawn of the 20th cen-| , nother unprecedented year in 
‘tury, the bureau says, the New| j95¢ 

— Recorder, New York Herald.| ‘Their physical plants were much 


ew York Journal and Chicago| improved, and one newspaper after 
Tribune all had 


with the use of editorial color. 


national advertising 


the second half of 1956, the news-| 


experimented | another had celebrated the post-| 


Newspaper 
Progress 
Section 


Newsprint Looms as 
Dailies’ ‘Last’ Headache 


war decade by moving into a new 
building that looked about as much 
like the historic newspaper edifice 
as a Sabrejet looks like the Wright 
Bros. airplane. 

Inside those plants were a vari- 
ety of new and wonderful mechan- 
| ical devices, ranging from the tele- 
| typesetter, which permitted wire 
and bureau copy to be set direct 
| without human handling, to high- 
|speed etching machines, to new 
|stackers, stuffers and routers. 

The reasons for the interest of 
the newspaper publishers are two- 
fold: First is their obligation to 
|maintain high-speed communica- 
tion equipment in the country al- 
most obsessed with both speed and 
communication; the second is cost 
—something like 55-60% of al! 
newspaper costs are attributable 
to payroll. 


® This is a high figure in any busi- 
ness, but ANPA surveys for a sam- 
ple group of midwestern news- 
papers indicate that in the next 15 
years newspaper work weeks are 
due to be reduced about five hours 
and wages increased about 45%. 
Hence the preoccupation with new 
machinery—it might well be the 
price of survival in the years 
ahead. 

Among the devices newspapers 
are studying closely are the ANPA- 
| Dow high-speed etching process, 
which permits etching of halftones 
in 1% to 1% minutes, and combi- 
nation of line flats in 16-20 min- 
| utes without powdering or rout- 
| ing (some 45 machines are now 
|operating in 26 plants, and more 
are on order); photocomposition to 
be used with the high-speed etch 
(11 newspapers are now using ei- 
ther Intertype’s Foton or the Pho- 
ton machine, and Linotype shortly 
will have 4ts Linofilm in operation), 
a no-pack mat (called Mat-Pak 


(Continued on Page 54) 


The first newspaper r.o.p. color 
|advertisement is lost in antiquity, 


|morrow, maybe, we will! all print 


in 1955 and already shows consid- 
erable added growth this year. 

Last year, 90,171,262 lines of 
r.o.p. color—the equivalent of 
something like 37,500 full news- 
paper pages—were carried in 
newspapers in 121 cities measured 
by Media Records. This is a 29.6% 
increase above the 1954 total of 
69,602,906 lines. 

Out of a total of 1,760 daily 
newspapers published in the U.S., 
Standard Rate & Data Service says 


there are now 654 newspapers ac-| 


cepting r.o.p. color. In 1955, 56 
newspapers offered r.o.p. color for 
the first time, and it is estimated 
that there will be a total of more 
than 700 color-carrying newspa- 
pers by the end of this year. In all 
but 24 of the 168 standard metro- 
politan areas of the U.S., adver- 
tisers can now buy r.o.p. color in 
at least one major metropolitan 
newspaper. 


8 But full color (three colors and 
black, or process color) is still not 


r.o.p. color situation was put to- 
| gether not long ago by the Chicago 
|office of the Bureau of Advertis- 
|ing, American Newspaper Pub- 
|lishers Assn. It was created in re- 
sponse to the many inquiries 
coming in from advertisers and 
| their agencies who wanted the up- 
| to-date facts on what is available 
|in run of paper color. The Bureau 
|of Advertising, which follows a 
|policy of promoting r.o.p. color 
only in conjunction with b&w, 
makes this factual presentation 
available to advertisers and agen- 
cies upon request. Designed for 
|showing both to newspaper pub- 
|lishers and advertisers and agen- 
|cies, it makes a serious attempt to 
present the r.o.p. color picture in 
dispassionate terms. 


|@ Presenting a brief historical pic- 
|ture of newspaper use of color 
\“run of paper”—that is, on con- 
ventional newsprint and usually 
on daily runs, in contrast to gra- 
vure or other types of “Sunday” 


but one of the earliest the bureau Print Newspapers ‘= for people.” 
| W 


was able to unearth was an ad for 
Mandel Bros., large State St. de- 
partment store, in the Chicago 
Tribune of Oct. 10, 1903. It fea- 
tured children’s wear and ran in 
black and red. 


® Another early one appeared 24 
years later—in the Milwaukee | 
Journal of Dec. 11, 1927. It was a! 
full page for the Electric Co. of | 
Milwaukee. | 

Until 1929, the bureau’s pre-| 
sentation says, color was primarily | 
used editorially in such features 
as comics. Then it began to ap-| 
pear in advertising. First national | 
advertising in r.o.p. color was 
probably a Bendix Brake Co. page | 
in black and red, which ran in 
1929. 

Kelvinator pioneered with a) 
black and two-color ad in 1932,! 
and National Biscuit Co. was} 
among the first—if not the first— 
to use four colors, in a newspaper 
ad which appeared Sept. 11, 1936.) 

(Continued on Page 84) 


hy do advertisers use r.o.p. 
;color? The cost is greater than 
|b&w, it requires more work on 
the part of everybody concerned 


for People; Use 
|with its preparation and it allows 
ly limited ket age. 
Color, Says Steven ° over ne eee Sain 


director of Foote, Cone & Belding, 

Cuicaco, May 25—Run-of-pa-|Chicago, says seven points, not 
per color in newspapers—both | necessarily all-inclusive, help him 
for advertising and editorial pages | decide for or against recommend- 
—made some impressive gains in|ing r.o.p. color ads. 
the past year. 

As more and more newspapers|# He says newspaper advertising 
acquire r.o.p. color facilities, in-|in any form—and especially in 
creasing numbers of advertisers| color—costs a lot of money. But 
in a greater variety of industry |the dollar outlay doesn’t neces- 
categories turn to color advertis-| sarily reflect the value. Cost alone 
ing as a more potent marketing/can’t be the determining factor. 
force. These are his points in random 

Recently, William P. Steven, order: 
executive editor of the Minne-| 1. Does the marketing problem 
apolis Star & Tribune, said, “The so hinge on successful depth of 
black-printed newspaper over- local penetration that heavy cost, 
looks one fact. The reader sees local media are justified? 
things in color. A dog sees things 2. If the answer to the above is 
in the gray scale. Today we print|only a tentative “yes,” will out- 
newspapers for dogs to see. To-| (Continued on Page 118} 
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| and developed by ANPA and Kim- 


Fort Wayne Leads Indiana in 
Department Store Sales Gain 


Showing a 17% increase in d ent store sales 
for the t quarter of 1956, Fort Wayne led all 

diana’s major cities. ... More proof that Fort 
Wayne, hub of Indiana’s Golden Zone, belongs on 
your advertising schedule. 


. Fort Wayne ....17% Indianapolis ....9% 
Terre Haute ....11% South Bend...... 7% 


FORT WAYNE NEWSPAPERS, INC., Agent 
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FORT WAYNE 
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Etre News-Sentinel * tHe JOuRNAL-GAzerte 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


berly-Clark Corp.) which saves 
time and labor and prints black 
more clearly than conventional 
methods. Mat-Pak is now in use on 
one newspaper, with seven others 
testing it. 


® In addition there are a variety of 
machines, including Cutler-Ham- 
mer’s stacker and counter, which 


has been field tested and will short- 


perforators to a smaller number of 
high-speed linecasting machines. 

And Teletypesetter Corp. has 
been working with ANPA and 
AT&T on methods of reducing the 
cost of transmitting stock market 
quotations at high speed. 

In addition, newspapers have 
been hard at work to improve color 
printing (see separate story on 
Page 53), both because color print- 
ing has become such a lure for 


Advertising Age, May 28, 1956 


color inks to member newspapers. 

(ANPA strongly urges newspa- 
pers to use the standard color, but 
some newspapers—n otably the 
Chicago Tribune—already have 
signified their unwillingness to use 
the new standard colors.) 

The joint committee previously 
had issued a report on copy, art- 
work and photography for color 
use, and it shortly will issue a re- 
port on preparation of engravings 


ly be marketed; Sta-Hi Corp.'s | advertisers, who like it and find it | and duplicating materials. 

tandem router; T.W. & C.B. Sheri- | resultful, and because they hope| With these mechanical improve- 
dan Co.’s three-hopper stuffing | eventually to bring it to the same |ments on hand, the newspaper busi- 
machine and a new high-speed ‘kind of mechanical perfection it) ness has been able to produce con- 


twine-tying machine. 
And such relatively established | 


‘enjoys in competitive media. 


sistently a faster and better product 
than in the preceding year. At 


wonders as the teletypesetter have ® The ANPA has been working /the same time, it has been able to 
been modified, with a device which | with the Four A’s on color printing | make real progress on its labor 
automatically allots perforated tape | standards and techniques, and ear- | relations front, an area which ten 
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Che Atlanta DZournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


 Leok at Atlanta... 


Largest inland boat market in U.S.A 
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|from a larger number of teletype lier this spring it sent a report on | years ago seemed to be the most 


sensitive area of the newspaper in- 
dustry. 


® In the postwar decade, the news- 
|paper business has had to over- 
|come the no-contract policy of the 
| International Typographical Union 
| (in which, thanks to decisions of 
the National Labor Relations Board 
‘and the federal courts, it was large- 
ly successful) and a new combina- 
| tion of forces, in which mechanical 
|unions refused to cross other union 
(usually the American Newspaper 
Guild) picket lines. 

Newspapers—notably the ANPA 
/members—have advocated arbitra- 
tion as a method of settling disputes 
and avoiding strikes, and with con- 
|siderable success. The number of 
arbitration settlements grew from 
24 to 80 in the years 1948-1955, and 
348 arbitration awards were made 
|during the eight-year period. 

For the decade there were 398 
arbitration awards compared with 
192 strikes, and the ratio is on ar- 
bitration’s side: In 1946 there were 
|33 strikes and 21 arbitration 
‘awards; in 1955 there were nine 
strikes and 80 awards. 


. Last year the strikes were few 
‘and costly. One major strike oc- 
‘curred in Oklahoma City, where 140 
/composing room ITU workers quit 
|(ITU mailing room members had 
‘been on strike at the same news- 
_ Papers for five years) on Oct. 17. 

| The newspaper’s management 
| promptly offered to let any printers 
|continue to work who recognized 
‘the authority of the superintendent 
and composing room foreman, and 
|they continued to publish without 
|ITU members in either the mail 
room or the composing room. 

| In Detroit, stereotypers quit 
|'Dec. 1, and thus began a 46-day 
strike which closed every newspa- 
per in the Motor City. Newspapers 
lost an estimated $15,000,000, and 
Detroit merchants are supposed to 
have put their December losses at 
$30,000,000 in retail trade. 

But at the midway point of 1956, 
the one big newspaper problem 
|(and a problem partially because 
hs is inseparably linked with the 
prosperity of the newspaper busi- 
|mess) which shows no solution is 
‘that of newsprint supply. 


= There just isn’t enough news- 
print. 
Certainly there isn’t enough 


More boats and motors are sold in Atlanta per 
capita than in any other inland city. The largest 
manufacturer of aluminum boats in the 9-state 
Southeast is here. So is the nation’s biggest 
maker of sports runabouts, The top six marine 
distributors have offices here. 


Lake facilities are abundant. Nearby Alla- 
toona has a 180-mile shoreline. Lake Lanier 
will have 540 miles. The Atlanta Yacht Club 
has top officers of 3 sailing associations. Dis- 
trict commander of the U.S. Power Squadron 
is here. Reach this booming boat and motor 
market with the South’s largest newspapers. 


Circulation: 449,335 Daily * 506,205 Sunday (4 8 C. 3/31/56) 


newsprint to print as many news- 
paper pages as newspaper pub- 
lishers would like to print. 

| And what newsprint there is is 
|expensive and will cost more. 

At the beginning of this year, 
newsprint under contract went up 
$4 a ton. With U.S. consumption 
estimated at 6,800,000 tons, that 
‘increase cost the newspaper busi- 
‘ness some $27,000,000. The increase 
_was deferred because of an outcry 
among publishers when it was first 
/announced Nov. 1. An optimist in 
the business is one who thinks the 
price will hold. 

Foreign newsprint sources are 
| being tapped, but the price is high 
—because foreign producers can 
get dollars, and because this over- 
contract supply is almost all ticket- 
ed for advertising usage. 

' In 1955, the 525 newspapers re- 
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The editorial that 
won the Pulitzer prize 


From the Des Moines Register of February 10, 1955 
if the Russians Want More Meat . . . Nikita Khrushchev, 


who seems to be the real boss of the Soviet Union now, 
signaled his emergence to power by a well-publicized 
speech before the central committee last month lambast- 
ing the performance of the Soviet economic managers. 
In this speech, Khrushchev especially attacked the man- 
agement of agriculture. And in doing so, he took the 
rare line of praising the United States. 


Khrushchev advocated the development of feed-live- 
stock agriculture as in the United States. “Americans 
have succeeded in achieving a high level of animal hus- 
bandry,” he said. He urged Soviet collective and state 
farms to plant hybrid corn to provide more feed for live- 
stock. And he demanded an eightfold increase in corn 
production by 1960. 


Speaking as an Iowan, living in the heart of the 
greatest feed-livestock area of the world, we wish to say 
that, for once, the Soviet leadership is talking sense. 
That's just what the Russian economy needs — more and 
better livestock so the Rusian people can eat better. 


We have no diplomatic authority of any kind, but we 
hereby extend an invitation to any delegation Khrushchev 
wants to select to come to Iowa to get the lowdown on 
raising high quality cattle, hogs, sheep and chickens. We 
promise to hide none of our “secrets”. We wiil take the 
visiting delegation to Iowa’s great agricultural experi- 
ment station at Ames, to some of the leading farmers 
of Iowa, to our livestock breeders, soil conservation 
on seed companies. Let the Russians see how 
we do it. 


Furthermore, we would be glad to go to Russia with 
a delegation of Iowa farmers, agronomists, livestock 
specialists and other technical authorities. Everything 
we Iowans know about corn, other feed grains, forage 
crops, meat animals, and the dairy and poultry industries 
will be available to the Russians for the asking. 


We ask nothing in return. We figure that more 
knowledge about the means to a good life in Russia can 
only benefit the world and us. It might even shake the 
Soviet leaders in their conviction that the United States 
wants war; it might even persuade them that there is a 
happier future in developing a high level of living than in 
this paralyzing race for more and more armaments. 


Of course the Russians wouldn't do it. And we doubt 
that even our own government wouid dare to permit an 
adventure in. human understanding of this sort. But 
it would make sense. 


HERE WAS THE RESULT 


The almost immediate effect of this editorial was an 
exchange of agricultural delegations between the Soviet 
Union and the United States. Among the many far- 
reaching effects attributed to it — improved relations be- 
tween this country and Russia, a unique exposure of the 
Communists to the freedom and prosperity of the West. 


The man who wrote it 


Lauren K. Soth, editor of the editorial pages of the Des 
Moines Register and Tribune . . . vice-chairman of the 
National Planning Association agriculture committee, 
member of the Council on Foreign Relations, a graduate 
of Iowa State College with degrees in agricultural journ- 
alism and economics. One of a large staff of writers and 
reporters with the experience and ability to serve our 
readers with distinction. Mr. Soth's Pulitzer award is the 
eighth received by members of the Des Moines Register 
and Tribune organization. ‘ 


The newspapers he works for 


The Des Moines Register and Tribune — newspapers 
which have won their share of awards for journalistic 
excellence. But equally satisfying, and of significance to 
advertisers, are the awards from our readers — their 
belief in us, their respect, the personal relationship they 
feel toward us. For you eyaluate a newspaper not in 
terms of circulation and market data alone. How wel! 
it serves its readers, how effectively it performs the pri- 
mary functions of reporting and interpreting the news, 
is the real measure of its worth. A newspaper that has 
stature with its readers gives stature to the advertiser's 
message. 


DES MOINES REGISTER ann TRIBUNE 


An “A” Schedule newspaper in an “A-1” market 
Gardner Cowles, President 
Circulation: Daily 364,744 — Sunday 525,147 
More than half of lowa’s families read the Register and 


Tribune every day. More than two-thirds of them read 
the Sunday Register — a total audience of 1,310,000. 


Represented by: 
Scolaro, Meeker & Scott Doyle & Hawley 
New York, Chi » Los Angeles, 
Detroit, Philadel San Francisco 


QLAUREN K. SOTH, 1956 PULITZER PRIZE WINNER 
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| porting to ANPA consumed 5,044,- 
993 tons of newsprint—361,295 tons 
(7.7%) more than in 1954. 


#62 of a series | Further, it is a situation which 


The NEWS of the ROCKIES a a 
64.5% of the retail liquor linage— 
54.8% of the musical instruments lin- 
age—67.7% of the radio-TV linage— 
appeared in the News in 1955. 


® Looking at the future—ten years 
away in 1965—Harold S. Barnes, 
director of the Bureau of Adver- 
|tising, noted Arno Johnson’s fore- 
least of $15 billion in advertising 
| in that year and predicted that 
lone-third ($5 billion) would be 
| newspaper advertising—a gain of 
| 66% over the $3,070,000,000 total 
advertising in newspapers in 1955. 
He then recalled that the Depart- 
iment of Commerce produced for 
ithe Senate committee on banking 
land currency a study, “Newsprint 
|Production and Supply,” which 
|forecasts (1) a 1965 weekday cir- 
lculation of 66,254,000—an increase 
of 18%—and (2) a 1965 Sunday 
circulation of 56,789,000—an in- 
crease of 21%. 
| With advertising gradually rising 
two-thirds, and daily circulation 
one-fifth and Sunday circulation 
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Marco J. Magnano, of A. Magnano and Sons, Seattle food 
importers and distributors, checking out a large shipment 
destined to retail stores in the Tacoma market. 
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“If Advertising Schedules Omit 


Tacoma, We Take Steps.... 


we need Tacoma AND Seattle newspaper coverage” 


... Says Marco J. Magnano, Seattle, of 
A. MAGNANO AND SONS, importers and wholesalers of fancy foods 


Mr. Magnano continues, “We’ve 
found that we must have Tacoma 
newspaper coverage as well as 
Seattle coverage, and we've also 
noticed that as soon as advertising 
appears in the News Tribune, 
results show up in our order file.” 


“We study advance advertising 
schedules for the products we rep- 
resent, and if Tacoma is left off a 
newspaper list, or receives too 
small a schedule, we take steps 
right away and insist that the 
Tacoma News Tribune be given a 
full schedule.” 


57.2% 


of Washington State's 


POPULATION 
in these two 
important markets 


SEATTLE. RKET 


The Tacoma News Tribune 
is represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


TA KET 


3425 
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more than half over the next dec- | 


ade, chances are the newsprint sit- 
uation will stay tight as a drum. 


= What newspapers are doing 
about it falls into four categories: 
(1) an occasional dramatic and 
news-making decision to drop ads 


for a day or more in order to let) 
deliveries catch up with newsprint | 


consumption; (2) a steady and 


gradual swing to narrower column | 


widths—up to nine columns of 
down to 11 picas each; (3) a good 
deal of encouragement for anyone 
who wants to set up a newsprint 
mill; and (4) a stringent program 
of watching newsprint waste in an 
effort to find small ways of con- 
serving stock. 

Advertisers and agencies have 
been warned that optional inser- 
tion dates will help, but on the 
whole newspaper advertising ex- 
ecutives have felt that—in the 


words of Joyce A. Swan, exec vp! 


and general manager of the Min- 
neapolis Star & Tribune—“with oc- 
casional exceptions the newspaper 
industry has been able to print the 
advertising scheduled . . . We are 
confident we can continue to do so.” 


s Ahead. of newspapers in 1956 
|stretched the promise of a good 
year. Their linage was rising. Their 
1955 profit and loss position—based 
on Editor & Publisher’s annual sur- 
| vey—was the best in the last nine 
years. Ahead lay the fury and the 
excitement—and the political ad- 
vertising—of an election year. It 
looked as if 1956 should set records 
for newspapers. 

But ina major sense, newspapers 
do not evaluate their future on 
business alone. Newspapers tradi- 
tionally have regarded themselves 
}as the one medium which is both 
| national in its power and local in 
jits impact. They have regarded 
themselves as custodians of a prin- 
|cipal part of the liberties of the 
communities which they serve, and 
| their record on that count is im- 
pressive. 

It was a newspaper that first 
|spotted the irregularities in Sec- 
|retary Talbot’s retention of an in- 
[erent in a consulting company. It 
| Was newspaper pressure that grad- 
|ually was cleaning up the docks in 
|'U.S. ports. And it was a newspa- 
per man who was blinded by acid, 
apparently as a result of his inves- 
tigation into the corrupt mainte- 
nance unions. 


® This devotion to an historic role 
|makes the question, “How are 
newspapers doing?” answerable at 
| several levels: Very well, as a busi- 
|ness, with prices of newspaper 
properties rising; well on the ad- 
vertising front. But newspapers 
|consider that problems of secrecy 
and security still are unsatisfac- 
|tory—that too many public docu- 
|ments are withheld, and that too 
| much of government is over-classi- 
fying its material. 
' Newspaper publishers, too, have 
worried somewhat over what they 
fear is the lessening impact of 
newspapers. They note sourly that 
both political parties have said that 
television time is all-important to a 
campaign. They are somewhat con- 
soled by the reexamination of U.S. 
foreign and psychological warfare 
| policy following a poll of the Amer- 
|ican Society of Newspaper Editors 
which showed that the august 
| ASNE considered—by a 2 to 1 ma- 
| jiority—that the U.S. was losing the 
cold war. 

Now let’s look at specific seg- 
ments of the newspaper advertis- 
ing picture: 


Advertising 


In 1955, newspapers picked up 
|17% in national expenditures, and 
| reached a record $695,000,000. This 
|was a gain of nearly $100,000,000 
|from 1954, and $60,000,000 of the 
|gain came from automotive, par- 
| ticularly advertising for new cars, 
| which increased 66%. 
| The same trend was visible in 
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the first quarter of 1956. General 
linage (i.e., all national except au- 
tomotive) rose 8.8% for the quar- 
ter; automotive’s gains were 23.6% 
for the quarter. All national was 
up 13.2% for the quarter, and total 
linage (all classifications) was up 
7.7% for the first three months. 

Also, the advertising is running 
at the highest rates in most 
newspapers’ history. The an- 
nouncement of the paper price in- 
crease last fall precipitated a 
round of rate increases, and most 
newspapers raised local as well as 
national rates, so that the unit 
gains reported in the 52-City Me- 
, dia Records Index reported above 
jactually represent larger amounts 
of dollar gain. 


® Newspaper executives are 
pleased to note something else in 


‘No Discrimination,’ But— 

WASHINGTON, May 23—FCC says 
it does not discriminate against 
newspaper applicants, but a recent 
rundown shows that since the lift- 
ing of the tv freeze in 1952, pub- 
lishers won only three of 13 deci- 
sions, where newspapers. faced 
competition from non-newspaper 
applicants. 

While more than a third of 
America’s tv stations are in news- 
paper hands, virtually all were ob- 
tained as a result of non-competi- 
tive applications or by buying ex- 
isting stations. 

FCC Chairman George C. Mc- 
Connaughey assured the House 
commerce committee last Novem- 
ber that newspapers may even be 
preferred applicants, because of 
the stability and experience of 
their managements. He acknowl- 


edged, however, that in competitive | 


| hearings, when other factors are 
| ; . : ee 
| plications which promote diversifi- 
cation of the ownership of media of 
mass communications. 


studying advertising trends. For 
|the top 100 spenders in all four 
|}media, newspapers are holding 
itheir own well with television. 
|Companies in this exclusive seg- 
ment spent $335,908,944 in news- 
papers in 1955, up from $262,574,- 
| 193 for the same companies in 1954. 
At the same time network televi- 
| sion (time only) got $333,870,166 
‘in 1955, up from $252,045,563 in 
1954. So newspapers are managing 
to stay on the pace. Magazine ex- 
penditures by the same group grew 
only slightly—from $228,071,960 in 
1954 to $256,138,882 in 1955. 


1956 


equal, FCC continues to prefer ap- * 


The Gold Fields 


For the second straight year, au- 
tomotive was the most important 
newspaper advertising classifica- 
| tion—in 1955. it went in total to 
| $199,438,000 from $139,861,000 in 
|1954. New cars accounted for 
$126,119,000—up 66%. 

The longtime leader in newspa- 
|per classifications, groceries, rose 
|to $135,824,000, up 49% from 
| $129,446,000 in 1954. Baking prod- 
ucts showed a $5,500,000 gain, and 
condiments showed a _ $2,500,000 
gain (up 36.7% and 39.6% respec- 
tively). The biggest loss in 
the class was a $1,300,000 drop in 
cereals and breakfast foods—about 
20.3%. 

The alcoholic beverage classifi- 
cation was off about $2,000,000— 
| from $61,087,000 to $59,410,000. The 
|drop was almost wholly attributa- 
|ble to beer, which fell $2,350,000 
in newspaper expenditures be- 
|tween 1954 and 1955. An increase 
jof more than $1,000,000 in liquor 
spending failed to erase this defi- 
| cit. 
le Housing equipment and sup- 
lies rose to $33,049,000—a gain of 
25.8%, with furniture, furnishings 
and miscellaneous leading the way. 
{Another important classification, 
(Continued on Page 116) 
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Ever notice how the dawn seems to come up 
just a bit different when Sunday 


* 
ul } | dad IS rolls around? More peaceful. Gone is 
the jolting ring of the alarm . . . the 


all-too-fast cup of coffee... 


the last-minute dash for the 7:50. 


V et 
th eC da ot . : In its place we find a slow-paced world of 
§ lazy 


€ easy chairs and easy living .. . 
breakfasts and second cups of coffee .. . 
Sunday School for the kids, church for 


3 
law, ¥ <QO nil } t we “ x Mom and Dad. For this is Family Day from 
. Maine to California. The day when 


dreams are shaped. Plans made. 


ran 


And who is the welcome guest that shares 
this day with most families? 

The Sunday newspaper—with its many 
interesting sections and its Sunday 


magazine. These magazines reach America 
in its most relaxed, receptive mood. 


For Sunday is “The Day of Reckoning” 
when most people plan their family 
spending . . . little, everyday things for 
the coming week (a nice roast for 
Tuesday, new sneakers for 

little Tommy, a new supply 

of light bulbs) ... and big 

things for the months and 

years ahead (a new car, a 


refrigerator, air-conditioning ). 


In some 7,000,000 homes served 

by 52 major newspapers, PARADE 

is the “brightest part of the Sunday 
paper.” Exciting feature stories . . . 
how-to-do-it articles . . . intimate interviews 
with famous celebrities . . . PARADE is on 
the ball when it comes to making 


people stop, read—and remember. 
And advertisers know it. 


More and more of them are joining the 
big march to PARADE .. . last year this 
Sunday favorite showed a whopping 21.4% 
gain in advertising pages—largest of 

the big three. Bought in combination with 


any other syndicated Sunday magazine, 


PARADE gives advertisers more major 
markets, with less duplication— 
and at much lower cost. 


VOCE ee 4 


No wonder so many Sunday 
magazine advertisers are building 
their schedules around PARADE. 
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Advertisers’ Expenditures in Newspapers, 1955 


The data presented here are copyrighted, 1956, by the Bureau of 
Advertising, American Newspaper Publishers Assn., and are reprint- 
ed by permission. Included are 1,430 advertisers—and 3,382 product 
expenditures are listed—who are calculated to have spent $25,000 or 
more during 1955 in 948 weekday newspapers in 729 cities and towns 
and 360 Sunday newspapers in 327 cities and towns. The dailies rep- 
resent 91.7% of total circulation in cities and towns of 10,000 or more 
population; Sunday newspapers represent 95.3% of circulation for the 
same group. The figures reported here do not include cooperative ad- 
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ABBOTT LABORATORIES 
Sucaryl 


ACKERMAN, LEON ............ 
PE, MN. Siccwceseescis 
Air Conditioner .............. 


Radio 


Rate & Television... 0.2... 


ADOHR DAIRY Co. 


PED oe iccecctsvness 


ADOLPH’S LTD. 


PN 6 occccccecccce 


AERONAVES DE MEXICO 


A a ae 
AFFILIATED GAS EQUIPMENT INC. 
Bryant Heating Equipment ..... 
Bryant Water Heater .......... 
Jetgias Water Heater ......... 
AIR FRANCE, FRENCH NATIONAL 
DEE, Wednensieboceccede 
ALABAMA GAS CORP. ......... 


ALADDIN CO. 


ALBERTO-CULVER Co. 
WH 98 0645 ccceces sacs 


ALLEGHENY AIRLINES INC. .... 
MARK ALLEN CO. ............. 
ee 


2 Drops Hand Protector ... 


ALLES & FISHER INC. ...... wh 
ET’ dc. ne bh eww ascend e 
DE ckeé bb ued souks dine® 


ere 


roducts 
ALuteD CHEMICAL & 


Arcadian Fertilizer ........... 
Arcadian Nitrate of Soda ...... 
Solvay Process Division ........ 
PU duntihs so vdenbiowes “oe 
ALLIS-CHALMERS MFG. CO. .... 
ALLSTATE INSURANCE CO. ..... 
ALUMINUM CO. OF AMERICA ... 


Wear-Ever Utensils ............ 


WEED cccteeecccdcvenss 
GHEY GUdidGngdacedoccesds 
AMERICAN AIRLINES INC. ..... 
AMERICAN AUTOMOBILE ASSN. . 
AMERICAN BAKERIES CO. ..... 
Grenman Cakes .... 26.6. c enue 
Grennan Donuts ............ ; 
i, Be PPETTT Tee rere 


Merita Bread & Cake ......... 
ee errr re 
PT Sieh bee ehese bs ¢ 
AMERICAN BREWERY INC. ..... 
AMERICAN CHAIN & CABLE CO. . 
Pennsylvania Power Mower ..... 
Weed Ghelms 2... ccccccecsss. 


AMERICAN CHEMICAL PAINT CO. 


ACM Paints ................ 


AMERICAN CYANAMID CO. ..... 
AMERICAN DAIRY ASSN. ...... 
AMERICAN DIETAIDS CO. 
Frenchette Dressing .......... 
AMERICAN DISTILLING CO. .... 
Bourbon Supreme Whisky ...... 
Cadillac Club Whisky ......... 
Guckenheimer Whisky ......... 


Meadwood Whisky ............. 


Old American Whisky ......... 
Original Irish Whisky ......... 
SE ED aonbaercccccese 
Stilibrook Whisky ............ 
Tovarisch Vodka ............. 
AMERICAN EXPORT LINES INC. . 
American Export Lines ........ 
DRe GD cccccccscvcccoss 


4 . RTT 
AMERICAN FEDERATION oF 
ar ad corpvadeinattns 


AMERICAN HOME MAGAZINE CORP. 


American Home ...........0.+ 


AMERICAN HOME PRODUCTS CORP. 


ST, sen vaed0 vend kerdue 


DD. ss dewbtdekecevwetd 
Black Flag Roach & Ant Killer 

Chef Boy-Ar-Dee Meat Balis ... 
Chef Boy-Ar-Dee Pizza Pie Mix.. 


Chef Boy-Ar-Dee Products ...... 


Chef Boy-Ar-Dee Ravioli ....... 
Chef Boy-Ar-Dee Sauces ....... 
Chef Boy-Ar-Dee Spaghetti Sauce 


ulation; they account for 8.3% 


vertising or financial, hotel or resort classifications. Of the 1,760 
English-language dailies in the U. S., 812 are not included in this tab- 
of total U. S. circulation. Among Sun- 
day newspapers, 4.7% of total U. S. Sunday circulation is accounted 
for by newspapers not measured in this study. The advertiser-prod- 
uct tabulations include national advertising in these weekly supple- 
ments: The American Weekly, Family Weekly, This Week Magazine, 
Puck—the Comic Weekly, Parade, Metropolitan Sunday Newspapers, 
and other publications distributed with newspapers. 


Sisk cuudh. 


Bs 


Sperti Ointment ............. 84,048; Sunny Cane Sugar ............ 34,017 | Armour Cheeseburgers ......... 1,218 | ATLANTIC INSURANCE COMPANIES 58,833 
PT sihaduetosececaed 24.903 AMERICAN TELEPHONE & TELE- | Armour's Chile Con Carne ...... ee ATLANTIC REFINING CO. ...... yo 

i Se) EE (WPI, ce cccccccccnsetes 429, A r “ Products ... t eel WP edevasear<éances bese . 
amEnEDAn LAsenatenns ge~ cuts QA .cupasnee 154 = aan feat Preguats “ 7" : ae 915,995 Gasoline OF Gs nebtdwtees see 302,187 

a I 274,903 Armour Poultry Products ....... 14,783 ATLANTIS SALES CORP. ........ 470,076 

American Laboratories ......... 38,076, AMERICAN TOBACCO CO. ........ “Ton oa a ee a —_ ~ TD .h¢hhecces penned 
AMERICAN MACHINE FOUNDRY 8 eee 42.18 2 aa ‘ inch’ rae . 

SUAd. ot<dkeendobewne - Seesccene Herbert - al ay 149,498 Chiffon Liquid Detergent ....... 286.249 Somat Spaghetti Sauce Mix ... 4,635 

De Walt Power Tools .. pada OS Ra 442.717 Cloverbloom Margarine ......... 236.533 French's Worcestershire Sauce .. 46,199 

Slip-Stitched Ties ............ ya re 1,593. 382 Dash Dog Food .............. 576.123 AUSTIN MOTOR CO. LTD. 

DE detienn ae c’eee cette Roi-Tan Cigars .........-es5- 24.911 Se ED nanos uschodedies 110,716 (ENGLAND) edie? ncadeotnce 28,202 
AMERICAN MARIETTA CO. ..... Institutional patie ras sdnbads Rw = — SBP AG. occa. onus a — aoe Piuaskebecia ays 

a eee é AMERICAN VIS nes wh ia ae ae ere \ ustin-Healey Pt ieuieene cee 7 

0-Coder Sponge Mop ..........  - er 36,252 Three Little Kittens Cat Food .. 52,615 AUSTIN, NICHOLS & CO. ....... 44,988 

eee Tufton Carpet Fibers .......... 98.488 ea 48,854 Fairfax County Whisky ........ 302 
AMERICAN MOLASSES CO. OO ee 12,870 ARMSTRONG CORK CO. Grant's Scotch Whisky ........ 14,858 

Grandma's Molasses ........... ' ANDERSON, CLAYTON & CO. a YS OS eae 63,395 Mouquin Brandy ............. 12,695 
AMERICAN MOTORS CORP. ..... 3,376,354 Mrs. Tuckers Foods ........... 84,385 —— RUBBER CO. | Ruffino Vermouth se eeeteeeees 14,571 

ABC Dryer & ABC-0-Matic Washer . ANDERSON-ERICKSON DAIRY CO. SE - WN dd Denson e cd tianese se 33,345 Virginia Gentieman Whisky ..... 2,562 

ABC-0-Matic Washer ......... re 17,380 eames BAKERS aa 118,052 AVCcO MFG. CORP. 

American Motors Corp.-Institutional DIP .cchsesuéged ne sd ——. ped Sk ekted edie nhseee on — | a aay AM RET — 

Hud aithhebcntvwakeuknll 1,000.517 PT odie ctvessesedinwens . > SA eee sind . ix rosley Spade E 

Hudson & Nas  ~— F . ANDREA RADIO CORP. ARROW LIQUEURS CORP. ....... 53,083 Bendix drt peednsvaveede 21,054 

Kelvinator Air Conditioner ..... PE GD cccepposeacase ce 29.649 5 fF RP oe 10,165 Bendix Products ............. 3,537 

Kelvinator Dryer ............. ANHEUSER-BUSCH, INC. ....... = a enh ekenantenc<iemes <f anal — a a eine oh Se py 

Washer ..... B Dt iiercesscviannaves. EL . CHE Ciiiccccess videsdeetesh t ix es y 

aor oeren ‘eae adie aoe sedan yan te ing ee. «aes 698 844 ARTISTIC Sie Ge. cteess don 238,363 Crosley Products “rs iedeested 7,855 

Kelvinator Products ..... ae REE FP 180,821 Artistic Card Co. Inc. ........ 194,031 SE, GN ic asc decicece 713 

Kelvinator Ranges ............ PD wisociseghiaaud’e 14,906 Hy-crest Card Co ............. 25,304 Crosley Radio & Television —— 7,146 

Kelvinator Refrigerator m CHARLES ANTELL INC. ........ er — — > See Ta Pe — the badaaee Ss 

Kelvinator Washer ............ 0 PS ee ’ SUD GIG We. ene x casace se. d rosiey Television ............ 

ieee or erro . Hair. a 12.628 ASHLAND OIL & REFINING CO. SE Pee 140,110 

ee 2,184,470 RE era 199,568 Gasoline & Oils .............. 46.538 | 

Wash (Used) Cars ............ 0 rer 18,800 -— MR. FOSTER TRAVEL SERVICE B 
AMERICAN PETROLEUM INSTITUTE 273,656 APPALACHIAN ELECTRIC POWER Ser pee 59,746 
AMERICAN POP CORN CO. a ee mere 89,447 saanctavace HOSPITAL SERVICE OF B. Cc. poet COMPANY 

Jolly Time Pop Corn .......... APPLETON- CENTURY-CROFTS INC. PRED. © nastcasrneecs 43,613 eo oe ee ee 126,869 
AMERICAN PRESIDENT LINES .. SR ~ <aites 26,640 ASSOCIATED HOSPITAL SERVICE iB. Ww. 4 FOODS 
AMERICAN RADIATOR & STANDARD — yg covesbabiewe rod | = Te «kisawesbe ror Grandma Brown’s Beans ....... yn 

SANITARY CORP. ottage UNOeOse . 2. wen wwwnne 4 . SPTeTrrrrrrrrerrerr ye B. T. BABBITT INC. . aS 1,044,4 2 

Plumbing & Heating Equipment . 141,397; Dairy Products .............+. 12.127| Blue Cross & Blue Shield ...... 98.901, am. ag ie . oe 46.982 
AMERICAN SAFETY RAZOR CORP. SEE cycbsvensesegtthee 4591 Blue Shield ................. an fees 651.403 

Gem Blades & Razors 409,426 SD iG. £6 tn won camemeitehs 15,463 ASSOCIATED LABS., INC. i oe ee 315 

‘259 | _ Institutional ................. ARIZONA BREWING CO. Vitamin-Quota ............... 35,506} Cameo Copper Cleaner ......... 49.457 
33.706 AMERICAN SOCIETY OF TRAVEL | A-l Pilsner Beer ............. 37,250 ASSN. OF AMERICAN PLAYING € -¢a cipepeheaprhn 296 255 
gos . AGENTS INC. ............... 35,699 ARKANSAS POWER & LIGHT CO. 27,296, CARDS MFGS. .............. 28,981 | sacanDl IMPORTS... 139.825 
4.255 AMERICAN SUGAR REFINING CO. 418,233 ARKANSAS RICE GROWERS CO- ATCHISON, TOPEKA & SANTA FE | aie ....2..2........ 113-205 

American Sugar .........-.+++ OPERATIVE ASSN. RAILWAY SYSTEM .......... | Crock O'Geld Whisky .......... 1539 

SE nitercceasgeee ce a. . evened ieees sarin seman ie eis — 565,304 Gilbey’s Spey-Royal Scotch Whisky 25.081 

coiameliinks s : RM wa cates Ka apeeete tHe , ‘ 

_ aoe a 50.781 | arm Shortening ............ 106,485 ATLANTIC COAST LINE RAILROAD 334,646, (Continued on Page 70) 

National Newspaper Ad Expenditures by Product Class, 1955 
Source: Media Records 
1955 1954 % Change INDUSTRIAL ...............--- 14,027,000 11,153,000 + 22.0 
ee eee $ 13,984,000 $ 11,208,000 + 24.8 000 10,952,000 22.0 
1147 ALCOHOLIC BEVERAGES TOTAL 59,410,000 61,087,000 — 2.7 INSURANCE ................... 13,358, — + 

SE ee ere ae ee 17,021,000 19,370,000 — 12.1 y;rWwELRY & SILVERWARE ..... 2,073,000 1,287,000 + 61.1 

SE Sinn katec tt heb ate dass 1,334,000 1,754,000 ‘ 

ON Se ar San 41,055,000 39,963,000 PR eee eee ee 23,681,000 20,678,000 + 14.5 
AMUSEMENTS ............... 1,636,000 1,243,000 + 31.6 MISCELLANEOUS .............-- 17,321,000 16,472,000 + 5.2 
AUTOMOTIVE TOTAL 199,438,000 139,861,000 42.6 PROFESSIONAL & SERVICE .... 756,000 803,000 — 5.9 

eT eee 2,702,000 848,000 +218.6 pUBLICATIONS TOTAL 18,875,000 16,344,000 + 15.5 

Gasolines & Oils ............. 28,636.000 27,856,000 + 2. ee 8,668,000 8,536,000 + 1.5 

Parts & Accessories ........... 975,000 519.000 a OE a ree ree 8,729,000 6,502,000 + 34.3 

Passenger Cars (New) ......... 126,119,000 75,957,000 wy Newspapers .................-- 1,478,000 1,306,000 + 13.2 

fy er re 4,918,000 4,813,000 2. 

Trucks & Tractors ............ 11,230,000 7,545,000 48.8|;PUBLIC UTILITIES ............ 17,266,000 13,845,000 + .24.7 

" 323, 114 
a —— a RADIO & TELEVISION TOTAL 18,882,000 17,072,000 + 10.6 
GUUEPEPEEOED cc cccccccghescce 3,186,000 4,135,000 23.0 Radio & Television Sets ........ 5,806,000 6,473,000 — 10.3 
> EE: bbbnedd ik head es Kass anes 12,252,000 9,819,000 + 24.8 
eee 1,799,000 1,686,000 + 6.7 Miscellaneous ................. 824,000 780,000 + 5.6 
GROCERIES TOTAL 135,824,000 129,446,000 + 4.9\ cpoRTING GOODS ............. 3,748,000 4,768,000 — 21.4 
Baking Products ....... Py 20,229,000 14,793,000 + 36.7|/ TOBACCO TOTAL ae yy . = 
Soma TOTAL 23,276,000 24,601,000 — 5.7 Cigareeg 002212211211) atias9,000 14.1070 + 22:3 
Eee 10,393,000 12,478,000 — 16.7 SSE eee oe 198,000 164,000 + 20.7 
SPE -dnteccvccoegeeces. 8,892,000 8,391,000 + 6.0 Mi Sensous aan. eee 96,000 539,000 — 82.2 
Miscellaneous Beverages 3,991,000 ae 6 £64) 2 SS 

Corenls & Breakfast Foods 5,257,000 6,594,000 — 20.3\ ror ET REQUISITES TOTAL 38,630,000 39,980,000 — 3.4 

er ae 8,781,000 6,289,000 + 39.6 pode ang SRS. ane ee een 303,000 116,000 +161.2 

Dairy Products ............... eS NAS + OT) BEMBENS ........00000 0600-5. 7,264,000 8,008,000 — 9.3 

Disinfectants & Exterminators .. = 1,738,000 +=—1,051,000 + 65.4; pertumes & Cosmetics ........ 14,748,000 16,095,000 — 8.4 

Laundry Soaps & Cleansers .... 28,886,000 28,012,000 + 3.1) Toilet Soaps ...............---- 7,309,000 9,849,000 — 25.8 

Moats, Fish & Fouliry ......... S.B65,000 = 8.985.000 + 3.7| seicccMameoes ..............-.. 9,006,000 5,912,000 + 52.3 

Miscellaneous Groceries ....... 22,824,000 24,132,000 — 5.4 

TRANSPORTATION TOTAL 35,810,000 29,298,000 + 22.2 
31,894 HOTELS & RESORTS .......... 14,379,000 12,826,000 + 12.1) airways .................0005- 18,764,000 14,994,000 + 25.1 
B SED ing Gacace 04 ae@uwss« 3,026,000 2,862,000 5.7 
42.747 | HOUSING EQUIPMENT & = Tamas sauna aie 
Se inns scene cc aku tea eo « »555, 817, + 29 
SUPPLIES TOTAL 33,049,000 26,278,000 + 25.8 7 
ods ks aes Pea ssices 2,848,000 2,648,000 + 7.6 
14s00s| Air Conditioning ............ 1,997,000 2,329,000 — 14.3 0 
, ee A ae ere 2,604,000 2,203,000 + 18.2 
Su1| Automatic Heating ......... Steeees | gee 883) eee .....6655.....-- 1,013,000 774,000 + 30.9 
303| Automatic Refrigeration ...... 3,370,000 2,764,000 + 24.6 
Pt <M vecdeesacedeet¥oonss 327,000 404,000 — 19.1. weaRING APPAREL .......... 8,603,000 6,996,000 23.0 
402 | Fuel ..... Sie keh ohne 94.0.6 767,000 687,000 + 116 + 
9 Furniture & Furnishings ...... 11,968,000 10,895,000 + O9B/TOTAL ................ccceceeee $695,322,000 $594,120,000 + 17.0 
re Heaters & Stoves ............ 1,926,000 1,455,000 + 32.4 
543' Miscellaneous .............-. 11,379,000 6,937,000 + 64.0| Note: Figures do not include advertising production costs. 
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Super Bista R.O.P. Color Mais 


(fuity protected by United States patents) 


The Bista Pre-Madeready Mat is one on which a scientifically treated underlay has been applied in crec 
register tO the reverse side. The cast, made directly from it, produces an accurately treated press piure 
Bista overlay, contaiming identical makeready, retains the treatment in the plate while it is being sha 
to exact thickness. Mechanical limication due to plate thickness plus the fast operating schedules of d. — 
newspapers restrict the use of makeready as practiced in the magazine color field. Bista Pre-Makeveac!) 
essential to good 4 aolor R. O. P. newspaper printing because it insures cleaner, sharper results by iowes:» 
highlights and middle tones to proper levels in the press plates. 


Used by big same 
odwertivers. euch os: 
Agheuser Busch 
Armour & Conipeny. 
Campbell Soup Com- 
pany. Dencon Hines. 


Ford Motes Company, — 


KrottPoods, Mert. 
bors, Pillsbury Mills. 
Scheniey. cnd Wilson 
& Company. Siete oi 


ways gucrantess — 


cleaner, sharper news. 
paper run-oc!- popes 
calet tesulis. Over 
TS% of af sotiend! 
BOF mi Cole & 


Praised by leading R. 0.P. olor newspapers 


Over $00 newspaper: now print R. O. RB Color. Many of the leading One. tach a9 tor fon 
Minneapolis Scar ites Cleveland Press, Tulse World, aod meny others, have foun ar 


Biste gtves then: the printing piace meterials that they require for top quality RO Caner etierti 


These papers aoa prowed in the presercom the details of printing quality that are >: 
Pre-Madeready Mac 


1224 W. Van Buren St. « Chicago 7, Ill. - Phone. Stel 8-110 
: : America’s only plant offering all these services 
“1. Soper Bite RO. Calor Mat Pot) 2. R oF Color Service Materia ‘hi 
aaa te [sence Pocoes 6. Coutts too, veoomas 
7. Origitone Laminated Plates (Pat.) : 
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How low is down... 


Can't be any lower than the cost of reaching hard-buying Pittsburgh 
families with a full page ad in their favorite newspaper, the Post- 
Gazette. Another reason why 


samithicg 4S Hapoorad, in Pittbuigh/ | 


Pittsburgh Post-Gazette | 
Fastest-Growing Newspaper in America's 8th Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Advertising Age, May 28, 1956 
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In ALLENTOWN, Pennsylvania 

... Where The Morning Call, Evening Chronicle 
and Sunday Call-Chronicle believe what’s good 
for a community is good for its newspapers, 
some 20,000 visitors attended a_ three-day 
newspaper-sponsored show of student science 
projects. 


In BANGOR, Maine 

Biggest crowd ever—assembled at a Bangor 
sports event— 7,500 attended open-air midsum- 
mer Basketball Exhibition July, 1954. Spon- 
sored by the News—a big medium delivering 
a big market representative, one-third of state’s 
total in population, income, retail sales. 


In BATON ROUGE, Louisiana 

Storm coming? Accident? Celebrity in town? 
State-Times, Morning Advocate readers jam 
paper’s telephone lines seeking straight informa- 
tion, just as they snap up offers of house plans, 
dress patterns, cookbooks, income tax helps. 
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In BECKLEY, West Virginia 

Eager readers of the Beckley Post-Herald & 
Raleigh Register eagerly respond to editorial 
items dealing with civic improvements, recrea- 
tion facilities, charitable undertakings, and po- 
litical housecleaning. They also respond eagerly 
to informative brand name advertising. 


In BILOXI-GULFPORT, Mississippi 

In less than three weeks The Daily Herald un- 
covered a proposed unfavorable bond issue and 
secured the names of 6,300 qualified voters to 
force its abandonment. Investigation—Publicity 
—Results . . . A typical Daily Herald accom- 
plishment. 


In CHICAGO, Illinois 

When the Chicago Daily News sponsored the 
Chicago Youth Rally, 37,000 teen-agers jammed 
the International Amphitheatre. The event, 
promoted exclusively in the News, won the 
Freedoms Foundation award for its contribu- 
tion to stemming juvenile delinquency. 


In DAYTONA BEACH, Florida 

Huge crowd jams hall for the first in year’s 
series of Daytona Beach News-Journal profes- 
sional forums given jointly with County Medi- 
cal Society. People filled every seat when news- 
paper invited public to hear doctors discuss 
health problems. 


In DETROIT, Michigan 

Ferdie (friendly Free Press’ automatic phone- 
answerer) blew his top! Reason: 1,167 readers 
dialed for where-to-buy information on editor- 
ially featured diet book. When Ferdie pooped 
out, 1,919 additional readers sent letters. 4,200 
diet books sold! 


They came to sing with mercury at 12 above: 
1955 Peoria Journal Star Christmas Sing 


In DUBUQUE, Iowa 

In Dubuque largest crowd in a decade viewed 
the Christmas parade sponsored by the Tele- 
graph Herald last November. Readers and com- 
munity leaders heaped praise on the newspaper 
for furnishing six marching bands and awarding 
$600 to organizations with Christmas floats. 


In ELGIN, Illinois 

Let’s look at the record! 5,005 replies from 106 
towns in 17 states! That’s the kind of reader 
response The Elgin Daily Courier-News scored 
when it published a coupon offering its readers 
assistance on Social Security matters. 
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Here eager readers turn out to “Learn to Ski”: 
A project of the Ogden, Standard-Examiner 


In HAMILTON, Ontario, Canada 
During the past year the Hamilton Spectator 
received over 35,000 letters from children ad- 
dressed to its Junior Press Club, a feature page 
running each Saturday for girls and boys. 


In HONOLULU, Hawaii 

A Star-Bulletin freezer school, held simultane- 
ously in three widely separated theaters, drew 
5,853 homemakers. As a merchandising service, 
attendance cards were turned over to freezer 
distributors and retailers for vigorous, success- 
ful sales drive. 


In HUNTINGTON, West Virginia 
Newspaper advertising promotion brings be- 
tween 65,000 and 70,000 children to compete for 
title honors in the National Marble Tourna- 
ment. In the last 15 years Huntington has pro- 
duced five national Marble Champions. 


e eager, eager 
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Hearts respond to boy’s plea in growing Greensboro: Newspaper readers send 9,000 letters and gifts 


In FORT SMITH, Arkansas 

Pulling Power! 2,862 recipes from 14 counties, 
over 100 towns in two states! Terrific reader 
response to a newspaper sponsored Favorite 
Recipe Contest. Favorite Conversation—food! 
Favorite food buying begins in Southwest- 
American-Times Record. 


In GRAND JUNCTION, Colorado 
Hunter stalking winter meat for his destitute 
family is jailed for mistaken illegal shooting of 
deer. Two Sentinel stories brought medical help 
for children, plenty of food, clothing, fuel, free 
rent, release from jail, and job. 


In GREENSBORO, North Carolina 

A sick boy who likes to get mail . . . a story in 
The Greensboro Record . . . and 9,000 letters 
and gifts within three days! That’s the story of 
newspaper pulling power! Whether it tugs at 
heartstrings or pursestrings, people read and 
respond to the Greensboro News and Record. 


In GREENVILLE, South Carolina 

We were swamped . . . 172,000 mail orders for 
three reprints! That’s the way News & Pied- 
mont readers respond. Advertisers get the same 
enthusiastic reception everyday in 100,000 
News-Piedmont homes in South Carolina’s 
richest, most compact market. 


In LOWELL, Massachusetts 

On the evening of May 4th the thousands who 
were able to get inside Lowell’s Memorial Audi- 
torium, followed with bated breath, the success 
or failure of Lowell’s best grammar school 
spellers. A promotion of The Sun. 


In LUBBOCK, Texas 

A recent fifty-word editorial suggestion in the 
Avalanche-Journal served as the germ of bring- 
ing together for their first meeting 1,187 people 
interested in the cotton industry. Result—for- 
mation of the Plains Cotton Growers Associa- 
tion. 


In LYNN, Massachusetts 

The Daily Evening Item ran a Page One picture 
of “Scoops”, Item pressroom cat, and her 
new-born kittens. Scores of eager readers wrote 
or called offering homes to the new arrivals 
and their mother and praising the Item as “A 
paper with a heart.” 


In MARSHALL, Texas 

Subscribers to Marshall News Messenger pur- 
chased over 24,000 chrysanthemum plants in 
spring promotion sponsored by the paper—over 
two plants per subscriber! Proof of readership 
and confidence in Texas Harte-Hanks News- 


papers! 
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In MEMPHIS, Tennessee 


130,297 readers entered one of Memphis Press- — 


Scimitar’s Puzzle contests recently. Estimated 
turn-out for The Commercial Appeal sponsored 
Golden Gloves events this season totaled almost 
19,000 fight fans. 


In PEORIA, Illinois 

Concentrated publicity and promotion have 
made the Peoria Journal Star’s Christmas Sing 
one of the highlights of community activity. 
Last year 2,500 sang on December 19th with 
the mercury at 12 above. In good weather, up- 
wards of 8,000 have attended. 


20,000 pack stands for student science show sponsored in Allentown by Call Chronicle Newspapers 


readers of Newspapers! 


In MUNCIE, Indiana 

Over 4,000 people attended the four Muncie 
Evening Press’ Public Health Forums in spite 
of rain, sleet and cold and The Muncie Star’s 
Soap Box Derby (with two All-American cham- 
pionships) draws over 10,000 spectators an- 
nually. 


In NEW ORLEANS, Louisiana 

A story about Chalmette battlefield in “Dixie” 
Roto, with The Times-Picayune New Orleans 
States, brought more than 2,373 persons to 
Battle of New Orleans memorial services—an 
event which the year before drew 132. 


In NEW YORK, New York 

100,000 New York youngsters participated in 
the Journal-American Sandlot Baseball Pro- 
gram. This annual competition, now in its 14th 
year, has become America’s largest baseball 
league—an outstanding example of wholeheart- 
ed public response to a newspaper-sponsored 
activity. 


In OGDEN, Utah 

“Learn to Ski” school attracts over 425 en- 
trants. This tremendous response was enjoyed 
by Ogden Standard-Examiner sponsored event 
in January 1956. Once again the concentrated 
readership and high pulling power of this news- 
paper was demonstrated. 


In OKLAHOMA CITY, Oklahoma 

This is typical: Last summer a “When-will-the- 
temperature-reach-100” contest in the Okla- 
homa City Times swamped editors with 19,112 
guesses. This winter, a First Snowfall Contest 
brought guesses from 24,412 Times readers. 


Standing Room Only in Daytona Beach for 
Professional Forums staged by News-Journal 


In PITTSBURGH, Pennsylvania 
Smashed all previous records in 1955—127,000 
mail and phone inquiries to the Pittsburgh Sun- 
Telegraph’s Women’s Department. Up over 
50%! Fulfilling each and every request was a 
herculean task, but our loyal girls achieved it 

. . because Service is what makes this great 
newspaper ever greater. 


In PORTLAND, Maine 

Reader response? Wow—the Portland Press 
Herald-Evening Express asked for cake recipes. 
More than a thousand replies were received in 
a single week as Maine women clamored to 
enter the Newspaper Bake A Cake Contest. 


In PORTLAND, Oregon 

In response to Oregon Journal appeals for pas- 
sage funds to ship an elephant from Thailand 
for Portland youngsters, $5,500 rolled in to 
bring “Rosy”, the darling of half a million Port- 
landers, to the city zoo. 


In ROANOKE, Virginia 

We were swamped! Times and World-News 
offers in 1955 brought 8,000 requests from the 
small fry for Davy Crockett sketches; nearly 
14,000 pattern orders, and 126,961 orders for 
cookbooks. Readers are eager in Western Vir- 
ginia! 


In ROCHESTER, New York 

Nearly 2-million mail replies in 12 months: Ex- 
pressing opinions . . . seeking information .. . 
participating in reader features . . . ordering 
patterns, pamphlets, reprints. That’s the way 
readers respond to their Rochester Times-Union 


and Democrat and Chronicle. 


In ST. JOSEPH, Missouri 

15,936 patterns sold in 12 months to the eager 
Women’s Page Readers of the St. Joseph News- 
Press . . . this figure equals over 34% of the 
circulation . . . proof enough that newspapers 
are the action medium. 


In ST. PETERSBURG, Florida 

Where medical forums originated, over 85,000 
persons have attended 74 medical forums spon- 
sored since 1952 by the St. Petersburg Times 
and Pinellas County Medical Society. Acclaimed 
by AMA, the Times forum typifies newspaper 
action and reader reaction! 


In SHREVEPORT, Louisiana 

The largest crowd ever assembled in downtown 
Shreveport was the result of News Depart- 
ments’ support of the Balloon Parade sponsored 
solely by the Shreveport Times and Shreveport 
Journal—forcibly demonstrating impact of 
newspapers on a community. 


In SOUTH BEND, Indiana 

95% of the high school kids read the Tribune 
High School Page. Written by high school cor- 
respondents, and published Sundays during 
the school year, the page is in its sixth year. 
School authorities and parents like it, too. 


In WATERLOO, Iowa 

Waterloo Courier started trust fund for famiily 
of police officer killed on duty. During the 16 
day campaign, thousands upon thousands of 
northeast Iowans contributed a total of almost 
$25,000! Newspaper success story for human- 
itarian cause. 


children send their pennies to 


Portland 
Oregon Journal in Journal's drive to get Rosy the ‘Elfant’ for zoo 


In WAUKEGAN, Illinois 

Election nights the Waukegan News-Sun is 
Waukegan’s information center for returns. 
Over 3000 phone calls kept a battery of girls 
busy the night of Illinois’ April Primary. 


In WESTCHESTER COUNTY, New York 
Johnny does read in Westchester County. Let- 
ters from an entire class of school children were 
a recent heart-warming response to C. B. Col- 
by’s Nature column “Adventure Today”—one 
of the features that make the Westchester 
Group Newspapers eagerly read by every mem- 
ber of the family. 


In WICHITA, Kansas 
The first annual Kansas Sports, Boat and Travel 
Show sponsored by The Wichita Eagle in the 


spring of 1955 attracted more than 30,000 paid _ 
admissions during a seven-day period. The ° 


Eagle means response in Wichita. 
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RANK 


TERMITORIAL ENTERPRISE 
Largest est Weekly “Paper Ip 
The Entire American West 


(ABC Aaditns — hee Sectevtem) 


1 General Moto 
2 Ford Motors 
3 Chrysler Corp. 

4 Distillers Corp.-Seagram’s Ltd. .... 
5 Colgate-Palmolive Co. 

6 General Foods Corp. 0.0.0... 


1955 
EXPENDITURE 


1954 
COMPANY 


Corp. 


9,335,133 


1 
2 
3 
9810, 168 5 
4 
8,465,524 6 


RANK EXPENDITURE cHaNce | 8 Lever Bros. Co. ...... 


Advertising Age, May 28, 1956 


Top 100 National N ewspaper Advertisers: 1955 


7,946,306 
7 472,939 ; 
7,557 Al4 
6,715,088 


6,025,371 
5,925,590 
4,811,426 
4,805,642 


7,251,400 
6,803,797 
3,792,542 
6,718,375 


5,121,118 
6,157 4600 
3,338,891 
1,245,847 


1954 


$ 37,391,415 + 67.4, 9 General Electric Co. 
17,999,652 + 64.5) 10 National Distillers redeme Corp. 
11,787,596 weer 
9,815,375 — 0.1) 
10,990,682 
9,351,441 


deakak Pack 


. Schenley Industries Inc. 
National Dairy Products Corp. .... 
Phillip Morris & Co. Ltd. ............ 


The New Pork Times. 
She Miami Herald 
CLEVELAND PLAIN DEALER 


sos con @ we Wn = 


THE aim SUN 
The Detroit News 


The prilgpelsses Fngnirer 


Minneapolis Star ad Tribune 
The Times-Picaume 
ST.LOUIS POST-DISPATCH 
Tae Darzas Tomes Hera 
AKRON BEACON JOURNAL 
THE CINCINNATI ENQUIRER 


The Washington Post 


Times Berala 
THE & NEWS 
She Allania 2owrwal 


pagent mo agg 


—_ + 
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THE COMMERCIAL APPEAL 
DENVER POST 


Golumbus Evening Bisputch 
DAYTON DAILY NEWS 
TOLEDO BLADE 


dec Beck DAI LY STAR 


Newatk News 


THE KANSAS CITY STAR. 


Tue INDIANAPOLIS STAR 


The Bulletin 


THE HOUSTON POST 


sor 2s 


The Virginian-Pilol 


The Pittsburgh Press 

The Cleveland Press 

@aklanda$ZTribune 
39 Dt. Pont Bisruty-Pionrer Press 


Evening Star 
THE HOUSTON CHRONICLE 


ADVERTISING 
CONTENT 


CONTENT 


THE 
HOUSTON 
CHRONICLE 


Brenham Compan 
Vational Representatives 


‘Source: Media Records 


 $1,.935.312. 


Year 1955 ae 


American Tob Co. 
General Mills Ime. 2.0.0.0... 
R. J. Reynolds Tobacco Co. siiaing 


4,273,234 
3,908,473 
3,793,402 
3,528,133 
3,407,594 
3,400,639 


3,376,354 
3,185,454 
2,884,460 
2,775,109 
2,774,418 
2,772,989 
2,749,181 
2,697,004 
2,645,666 
2,592,870 


2,562,350 
2,552,622 
2,514,967 
2,495,161 
2,469,658 
2,463,665 
2,407,907 
2,384,543 
2,365,379 
2,344,703 


2,314,609 
2,311,542 
2,257,430 
2,188,692 
2,163,223 


2,423,775 
3,186,138 
3,100,393 
2,354,007 
2,413,462 
2,819,776 


4,015,528 
2,971,310 
3,740,877 
1,558,936 
1,821,078 
2,344,852 
1,380,127 
2,133,662 

519,046 
2,136,409 


2,389,393 
2,822,348 
2,184,427 
2,048,242 
1,587,823 
2,330,431 
1,752,079 

922,532 
1,569,702 
1,567,374 


1,543,614 
2,389,288 
2,087,931 
1,610,937 
4,101,841 
2,267 630 
2,296,936 
1,635,247 
2,435,829 

722,908 


1469 876 
1,746,260 
2,811,797 
196,520 
1,945,487 
2,210,773 

878,393 
1,173,936 
1,167,061 
152,443 


703,557 
1,952,681 
923,364 
907,095 
3,628,065 
1,519,911 
1,503,530 
1,252,267 
1,239,630 
178,153 


372,795 
1,097,355 
1,707,173 
1,130,703 
1,059,120 

949,585 
1,092,658 
1,040,396 
1,118,183 

770,870 


912,360 
438,543 


ADVERTISING 
_ LINAGE 


Armour & Co. ........ 


42,679,219 


41,286,137 


Bristol-Meyers CO........cccseeereeseeees 
Radio Corp. of America 
Campbell Soup Co. .....ccccssesenees 


Standard Oil Co. (New Jersey) 


| aes 
Monsante Chemical  . 25 

| 46 Goodyear Tire & Rubber Co... 2,110,507 
| 47 Gillette Co. ..... 2,097,957 
48 International Cellucotton Products Co. 2,077,914 
2,029,431 

1,982,556 


1,870,732 
1,861,634 
1,855,566 
1,829,295 
1,777,961 
1,722,811 
1,714,839 
1,490,172 
1,675,558 
1471,578 


1,669,641 
163,714 
1,661,495 
1,608,694 
1,569,970 
1,519,645 
1,505,868 
1,444,949 
1,415,597 
1,403,761 


1,378,172 
1,371,600 
1,368,423 
1,355,172 
1,355,155 
1,331,551 
1,298,745 
1,256,958 
1,256,520 
1,251,430 


1,232,463 
1,213,136 


o 
n 


Wa. Wrigley Jr. 
Publicker on heels Inc. 
Curtis Publishing Co. .... 
Johnson & Johnson 
United Airlines Inc. .................... 
Transworld Airlines ...... 

Carnation Co. .....cv0e 


Block Drug Co. . picijeees 
soy Curtis tadustsies he 
ato | we 
Liggett & Meyers Tobacco Co. 
Phillips Petroleum Co. ccc 
Brown-Forman Distillers Corp. 
Chesebrough-Pond’s Inc.* 
Prudential Ins. Co. of America .... 
Eversharp inc. = 


Pabst Brewing Co. .....000.....-- 
Wesson Oil & Snowdrift ‘Soles. Co. 
Lanolin Plus inc.** 

Pan American World Airways .... 
Kellogg Co. «++ 
Firestone Tire & Rubber Co. 
Renfield importers Ltd. 
Canada Dry <pstatl Ale te. . 
Wilson & Co. . 
Continental oil ‘Co diciaiatcsnvateah 


£sEvs 


. 
* 
» 


Seecececsercessevecs 


Say 


iniees igs 


seeeeeeeers 


. 
. 
* 


ennenneeeenneerenncrees 
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* 
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32,798,017 
32,126,473 


32,108,193 aa 


1,003,189 
1,466,758 
2,172,463 
744,626 
1,159,511 
1,061,707 
1,035,646 
633,352 
1,223,070 
1,708,488 
1,379,852 
818,794 
939,235 
115,973 
760,245 
1,349,976 
A . 833,643 
$279,012,017 
| NOTE: The total of the 100 leaders in 1954 was $286,383,461. 
| *Chesebrough-Pond’s Inc. merged June 1955. In 1954 Chesebrough Mfg. Co. ex- 
| penditure was $787,698 and Pond’s Extract Co. was $464,569. The 1954 figures above 
include both Chesebrough Mfg. & Pond’s Extract Co. expenditures. 
**Formerly listed as Consolidated Cosmetics Inc. 
***Unranked lest year. 


1,182,428 
1,130,551 
1,127 488 
1,125,092 
1,120,821 
1,102,294 
183,720 
1,079,303 


1,044,412 
1,043,057 
1,030,386 
1,016,306 
1,011,280 
1,003,377 


31.831.929 
31,813,245 
31,538,022 
BLLATT.ANTZ 
31,182,409 
31,133,602 


Se > 
Standard Oil Co. of California .. 


Avco Mfg. Corp. . 

6 & Du Pont de Nemours & Co, 
Union Carbide & Carbon Cerp. 
International Latex Corp. 


on 


a 
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Because more advertisers are getting 


more out of The New York Times 


Advertising is up 


In the first four months of 1956, The New York Times 
gained 2,472,969 lines, a greater increase than that 
registered by all other New York newspapers combined. 

And The Times set a new all-time advertising record for 

this period among New York newspapers of 18,396,322 lines. 


Because more readers are discovering 


they get more out of The New York Times 


Circulation is up 


Average net paid sale (Monday-Friday) for the six months ended 
March 31 increased 14,967 over the same period 1955 to a total 

of 570,693. And the Sunday net paid sale for this period 

averaged 1,230,067, up 2,359 over the same period for 1955. 


Here’s vivid proof of the vitality and continuing growth 
of The New York Times. And solid evidence, too, that 
advertisers know that they get more out of The Times 
because readers get more from it. 


The New York Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


FOR 37 YEARS FIRST IN ADVERTISING IN THE WORLD'S FIRST MARKET 
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Another true-to-life story about some make-believe characters 


What most men in Chicago 
don’t know 


about women’s stockings! 


b Fe ought to see Chicago on a breezy afternoon. 


Then, if ever, come perfect dames. And Seymour Shanks had more than a passing interest 


Y 
in the frames these dames displayed. (§ Seymour was in the 
a 


—S ee 


ladies’ hosiery business. 
Like most men, Seymour found ladies’ stockings a very exciting subject. His eyes would 
sparkle and his nose would twitch at the sight of a shapely leg displaying his stockings in 
an advertisement. . But one bright and sunny afternoon, in breezed 

Joe from the Tribune Advertising Department. 
**Mr. Shanks,” said Joe, ““you probably know more about ladies’ hosiery than any 


man in the world. But it’s women, of course, who buy most of the stockings. Here’s some 


7 ra 
, “ey 
research on how women feel about hosiery, turned up by the baldheaded row (2) ‘he. al = 


in the Tribune Research Department. I’ll wager it’ll open even your experienced eyes!” 

Joe went on to explain that the femaie of the species, unlike the male, regards 
hosiery as a rather unexciting, / humdrum necessity of good grooming. 
And few gals get overly excited at an ad displaying just stockings or legs. To lift his 


stockings out of the humdrum class and decoy the interest of the dames, a hosiery 
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manufacturer should create an image of beauty for his brand with his advertising. Instead 


of featuring stockings or legs alone, why not depict a smartly dressed woman wearing 


GS 
hose and being admired by by others, particularly men. Since women know that men 


(as well as other women) look at their legs, they want them to look as attractive 


as possible. And this advertising technique would be a successful way of 


Ste 
associating a desired effect with a particular brand. - Hy 
Sime 


These non-transparent facts helped Seymour plot his successful advertising 


4, I 
“/ 
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on the Chicago market. Why not see what it knows about your field? 


Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect 
_ 4Srs 
your Chicago sales. It knows who your best customers are, where they live =. 
and shop, why they buy. This valuable information is yours for the asking. 
Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued 


ley 


at $17.8 billion. And the best way to sell this market is through 
the Tribune. Seis adbeast the Tribune pay? Just ask advertisers like 
Bowman Dairy, Trans World Airlines, Madigan’s, Bonwit Teller. 
People may praise the Tribune, fuss about it or blast it—but reading the 
Tribune in Chicago is just like eating pizza in Palermo. fay Almost everybody 
does it. Everybody feels its impact. Seven out of 10 families in the Chicago metropolitan 
area read the Tribune. That’s more than 3 times as many as get the largest national 
magazine, more than 6 times as many as tune in the average evening TV show. (The Tribune’s 
also read by almost half of the families in 839 midwest cities and towns.) 


So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in the Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 
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¥ MORE BUYING POWER HERE 
THAN IN ALL OF WEST VIRGINIA* 


V NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS 


@ THE FRESNO 
at Bs 


Lhe 


Fly out to California and you see how mountains isolate the 
great inland Valley. This independent, self-contained area 
is a big rich market Coast newspapers just don’t tap. Here 
the favorite newspapers are the three local Bee newspapers. 


* Sales Management's 1955 Copyrighted Survey 


MCCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


4 s Barcalo Mattress ......... say 1,260 
‘Ad Expenditures in ae 34.208 | 
N 1955 BARIUM STEEL CORP. ......... 25.599 
COVERAGE OF wspape (A. S. BARNES & CO. ........... 31,442 | 

VONTCOMERY | ” -_ |BARRON’S PUBLISHING CO. 
COUNTY (Continued from Page 58) SEL: 5 0.06660 00s0esseverre 35,176 | 
il J ou al BADGER PAPER MILLS INC. umasals wane, teas 27,854 | 
Dai y rnay y es csatecalie eee aa 

ROTHE co. 37,2 ee DW cccccccccce 4 

COFFEYVILLE, KANSAS 50.0 3° oY op Ae Caos | Kentucky Gentlemen Whisky... 22.037 
38 ABC Circulation) Bonnie Jonnie ...........-... 28,835 | Tom Moore Whisky ........... 26.803 

(10,4 SEE sc0s--c0sseseees 82,191 | BATES MANUFACTURING CO. 
1 “eee vas 1,83 Bates Beddings & Draperies .... 129,731 

%, ee eaeaalgepteckee “yosi9 | BAVARIAN BREWING COMPANY 

* » Pre? Las] fo Bl! Ale & Be www#w#....... ; ost. re 28,478 
Satu Evening Post, 97 9 7 See eins BAYUK CIGARS INC. .......... 149,281 
a v By Co.- r. OF Adv. BALTIMORE & OHIO RAILROAD . 291,475 ET ait 246 6S odin bs owas 108,852 
(Magazine Ww. BALTIMORE PAINT & COLOR CL o dieah a6 o0atlewsoue dor 40,429 
— there! Tas 6, ceva -cenpaaias 87,458| BEACON CO. .................. 1,127,488 
sell it there advertise ! : | Gleem Paints... 0.60.2... 66,786 | Beacon Wax ...........-.. 02 1,089,899 
4 SENTATIVES, ENC. | Wall-Pix .......... necgellgaire 14.550 | Thrill eee cece eee eens 27,484 
NEWSPAPER REPRE | Wall-Fix & Gleem Paints ...... MED oot sina teccncsencweae’ 1,685 
INLAND BANDINI FERTILIZER CO. ..... SEL CII, bscipescicnceeysc sarees 8,420 
|BANKERS LIFE & CASUALTY CO. — 650,850 | JAMES B. BEAM DISTILLING CO. 423,131 
Bankers Life & Casualty Co. .... 639,708 | Beam's Pin-Bottle Whisky ...... 3,277 
| White Cross Hospital Plan ..... 11,142| Beam’s Whiskies ............. 76,218 
BARCALO MFG. CO. ........... 35,468 | Bonded Beam & Jim Beam Whisky 5,352 


| 


} 


' 


Bonded Beam Whisky ......... 7,157 
Centene Vedba ..........0... 7,009 
Jim Beam Whisky ............ 322,768 
RS ee 1,350 
BEATRICE FOODS CO. ......... 133,824 

ere 8,515 

I, oth occcsidecess 18,221 

Meadow Gold Butter .......... 31,061 

Meadow Gold Cottage Cheese ... 6,699 

Meadow Gold Dairy Products ... 24,968 

Meadow Gold Ice Cream ....... 15,247 

Meadow Gold Milk ............ 13,272 

Meadow Gold Sherbet ......... 2,799 

Vegemato Vegetable Juice ...... 13,102 
BEAUNIT MILLS INC. .......... 74,706 

American Bembert Corp. ....... 49.624 
| Beaunit Mills Ime. ............ 25,082 
BEAUTE VUES CORP. 

Nutri-Tonic Permanent ........ 67,961 
BEECH-NUT PACKING CO. ...... 426,416 

 _ Saree 299,682 

i. rere 105,637 

PL  Heneeebnus 6nccdsoced 21,097 
BELL AIRCRAFT CORP. 

ree 29,637 
BELL & CO. INC. 

DI Ubbeementea tev s< cee 129,151 
BELL BRANDS FOOD LTD. ..... 87,550 

SE: i cdecenssotoces 2,357 

a 8 eee 85,193 
BELL TELEPHONE CO. OF PENN- 

DEE . shddndigwas cheese 6 442,471 
BENDIX AVIATION CORP. ...... 54,606 

MEE “anda nddeyedses 044040 3,469 

Radio & Television ........... 1,155 

WEEE Soc Svevavanscccecses 12,139 

DE ctecnrennceseedes 37,843 
ARNOLD BERNSTEIN SHIPPING CO. 69,314 

Arnold Bernstein Shipping Co. .. 14,922 

SE BE no decascvacess 54,392 
BERRY TOURS TRAVEL SERVICE 

fl ear 29.944 
SE Ge Wl wricccccccnccs 1,661,495 © 

Best Foods Dressings & Sandwich 4 

el sn ee Rieees vues bes 3,108 

Best Foods Mayonnaise ........ 53,199 

Best Foods Salad Oi) ... ...... 13,979 

Best Food Products ........... 1,012 

Dress Parade Shoe Polish ...... 15,545 

Hellman’s Dressings & Sandwich 

Se a 11,537 

Hellmann's Mayonnaise ........ 430,931 

6-O Cremm Parina ........... 10,625 

H-O Instant Oatmeal .......... 100,899 

a ae 37,843 

Jet-Oil Shoe Polish ............ 12,758 

Nucoa Margarine ............. 317,246 

Preste Cake Fleur ............ 9,054 

— ee ee reer 124,683 

Shinola Shoe Polish ........... 517,932 

Sunny Jim Syrup ............. 1,144 
BETHLEHEM STEEL CO. ........ 235,244 
BIB CORPORATION 

GE FUMED scccctcncccccccce 39,521 
BIRD & SON INC. ............ 479,340 

Floor Coverings & Rugs ....... 131,135 

Floors & Walls ...........045 293,447 

te Gy RE cascvewsnceces 54,758 
HAZEL BISHOP INC. 

Toilet Preparations ............ 250,874 
WALTER J. BLACK INC. ...... 921,007 

Black’s Readers Service Co. .... 495,108 

SE kde Piatoneacendns 23,799 

Detective Book Club .......... 402,160 
BLANTON CO. 

Creama Margarine ............ 33,916 
BLITZ-WEINHARD CO. 

re 44,313 
BLOCH BROS. TOBACCO CO. .... 66,591 

Kentucky Club Tobacco ........ 52,671 

Mail Pouch Tobacco .......... 13,920 

Block Drug Co., Inc. .......... 1,669,641 

Amm-I-Dent Tooth Paste ....... 651,572 

Green Mint Mouthwash ........ 13,417 

ED. 2s cer bheSneescsecees 4,301 

SE ee eee 262,602 

SN TED va vsdeccdesccsscees 13,368 

PE <dunnshduavandiecess 424,629 

TN che cts akasty<euebsa 133,596 

DE bttwantishindabenucasee 

0 RE ere rer 165,202 
BLUE CROSS & BLUE SHIELD 

(MASSACHUSETTS) .......... 31,606 
BLUE CROSS & BLUE SHIELD 

EE Si. ductbavewwiness 68,402 
BLUE CROSS & BLUE SHIELD 

ST Dads ea wtihca%ec5' 28,211 
BLUHILL FOODS INC. 

BOG, BE: ccacecicccivccs 26,942 
BOBBS-MERRILL CO. 

RA eee 38,899 
BOEING AIRPLANE CO. 

EEE TT ee 135,084 
BOHEMIAN BREWING CO. 

Bohemian Club Beer .......... 29.174 
BON AMI CO. 

i OE ee eee 66,278 
JUDY BOND INC. 

DE Wi whdecsccu<dceucess 50,360 
BONNIE HUBBARD KUPBOARD . 42,591 
eee CUP GD bcteee. cscs: 29,580 
BOOK-OF-THE MONTH CLUB INC. 456,680 

Book-of-the Month Club Inc. ... 329,795 

Books Abridged Inc. .......... 20,261 

Music Appreciation Records _.. 106.624 
BOOTH FISHERIES CORP. 

Frozen Fish Products ......... 64,777 
DLE Sint deyeacndpsaews 1,855,566 

Pe CE sscce causes ox 6,959 

Borden's Buttermilk .......... 20,067 

Borden's Chocolate Drink ...... 220 

Borden’s Chocolate Drink & Milk 24,816 

eer 5,215 

Borden's Cottage Cheese ....... 79,993 

Borden's Cottage Cheese & Sour 

BE theatre vbeveentesves< 5,555 

LE Sn ae cwnaadecces 2,391 

Borden's Cream Cheese ........ 14,966 

Borden’s Dairy Products ....... 172,868 

Co 30,998 

Borden's Evaporated Milk ...... 2.379 

Borden's Half & Half Whipping 

GED. eaccnponmecisesicsi» 18,733 

Borden's, Horton's & Reid's Ice 

EE a ee eee 135,432 


Borden’s Ice Cream ........... 169,697 
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aK : ; Borden's Instant Coffee ....... 491,252 

i Borden's Mayonnaise .......... 4,829 
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2 Of Metropolitan Detroit's Business 
© Priginates In Six Key Counties* 


oo 
ee a OG 


toa 


Wayne (Detroit), Oukland, 


Macomb, Washtenaw, Monroe, Livingston 


These six counties, with more than $5 billion 
in retail trade, account for 52% of Michigan’s 
population, 55% of its retail sales. It is here 
that advertisers concerned with “dollar re- 
turns” concentrate their campaigns. In this 
same area 96% of the Detroit News week- 
day circulation is concentrated, with 58,000 
more copies than any other newspaper. On 
Sundays the News circulation superiority rises 
to 116.000. 


Comprise the Detroit Retail Trading Area. 


These advantages, well known to successful 
media buyers, have given the Detroit News 
overwhelming advertising leadership. In 1955, 
The Detroit News carried more than half of 
all newspaper advertising in this market. The 
other two newspapers divided the balance. 


It pays to concentrate your selling in the six- 
county Detroit area, with The Detroit News. 
No Detroit paper effectively covers the rest 
of Michigan. 


The Detroit News 


THE HOME NEWSPAPER 


Largest Weekday and Sunday Circulation of ali 
Michigan Newspapers (ABC 9-30-55) 


Weekday 452,721—Sunday 557,740 


Eastern Office: 110 E. 42nd St., New York 17. e Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. 
Pacific Coast: 785 Market Street, San Francisco, Calif. « Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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Borden's Milk 

Borden's Sherbet 

Borden's Skimmed Milk ........ 
Charlotte Freeze 

Gail Borden Milk 


2,003 


8,013 
363,963 


221,338; Thompson's Chocolate & Straw- 
berry Drink 

30,180 GEO. W. BORG CORP. 

11,112 | BORG-WARNER CORP. 

Norge Appliances 

Norge Dryer 


, BRIDGEPORT BRASS CO. 
Good-Aire 
Utensils 


Dryer & Washer 

Freezer 

Products 

Ranges 

Refrigerator 

Washer 

& MAINE RAILROAD ... 


Brillo 
BRIMM'S PLASTI-LINER CO. 
Plasti-Liner 


L 

Daily Journa 
VILLE KANSAS 

Conse ABCC vreylation) 


azine 
eco: -Bur.0 


Life Maga 


(Magazine Cir. 


Ityousellit there anor we, INC. 


INLAND NEWSPAP 


fAdv.) 9. 


CONSOLIDATED GAS CO. BRISTOL-MYERS CO. 
EDISON CO. 
BOTANY MILLS INC. 
BOURJOIS INC. 
Bourjois Preparations 
BOWMAN DAIRY CO. 
Beverages 
Buttermilk 
Cottage Cheese 
Cottage Cheese & Sour Cream ... 
Dairy Products .... 
Egg Nog 
Gurn Z Gold .. 


BROOKLYN UNION GAS CO. 
BROWN-FORMAN DISTILLERS 
P. 


Early Times Whisky 
King Whisky 
Sour Cream Old Forester Whisky 
Sta-Slim .. 
BRANIFF INTERNATIONAL | 
AIRWAYS 
BRAUN BROS. PACKING CO. 
Meat Products 
JOHN H. BRECK INC. ......... 
Cream Rinse & Shampoo 
Hairdress & Shampoo 


WALLACE BROWN, INC. 
Greeting Cards 


ertise it there! 


E. L. BRUCE CO. 
Cleaning Wax 


Shampoo 
Cleaning Wax & Floor Cleaner . 


BRILLO MANUFACTURING CO. 


BRITISH INDUSTRIES FAIR .... 


BRITISH OVERSEAS AIRWAYS .. 


BROWN SHOE CO. ............. 


BROWN & WILLIAMSON TOBACCO 


co. 

BUCHAN BAKERY CO. 

| Bread 

BUCKINGHAM CORP. 
Cutty Sark Scotch Whisky 

BURGER BREWING CO. 
Beer 


BURGESS BATTERY CO. 
Burgess Flashlight Batteries .... 
BURLEIGH BROOKS INC. 
Rolleicord Camera 
Rolleiflex Camera 


ro BURLINGTON INDUSTRIES 


261, ‘544 
180,452 


47,071 | 


WBEN-TV 
WEFMY-TV 
WTPA 

WDAF-TV 
WHAS-TV 
WITMJ-TV 


WSYR-TV 


‘These newspaper-owned stations know that representation 
devoted exclusively to television is the most successful 
formula for the best television representation. 


BUFFALO EVENING NEWS 
GREENSBORO DAILY NEWS 
Che Patriot 


THE KANSAS CITY STAR 


Che Conrier-Zournal 
THE MILWAUKEE JOURNAL 


SYRACUSE 


HERALD-JOURNAL 


These stations not affiliated with newspapers are equally 
appreciative of this basic principal for sound sales results: 


WCDA-B Albany 
WAAM Baltimore 
WIRT Fiint 

WMTW Mt. Washington 
WRVA-TV Richmond 


That's why they al/ have chosen 


Harrington, Righter and Parsons, Inc. 


New York 
Chicago 
San Francisco 


television — the on/y medium we serve 
Atlanta 


Burlington Mills Corp. ....... 
Galey & Lord 
Goodall Fabrics 
Pacific Mills Fabrics ...... 
Pacific Sheets 
| Pacific Towels 
BURMA-VITA CO. 
Burma-Shave 
BURNHAM & MORRILL CO. 
B & M Beans 
B & M Beef Stew 
ae & M Frozen Foods 
ATLEE BURPEE CO. 
"a 
BURROUGHS ADDING MACHINE co. 
Burroughs Adding Machines .... 
BURRY BISCUIT CORP. 
Burry's Cookies 
Simple Simon Cakes & Frozen Pies 
Simple Simon Frozen Pies 
| BUTCHER POLISH CO. 
| Wax & Polish 
| BUXTON INC. 
| Billfolds 
BUY-LINES BY NANCY SASSER . 
| BYMART-TINTAIR INC. 
Tintair 


| CABELL’S DAIRY CO. 
Cottage Cheese 


| 

| 

| cable CHEMICAL PRODUCTS INC. 
Cadie Dust Cloth 

JOHN E. CAIN CO. 
French Dressing & Mayonnaise .. 


CALAVO GROWERS OF CALIFORNIA 
Calavo Avocados 

CALIFORNIA DAIRY INDUSTRY 
ADVISORY BOARD 

CALIFORNIA FRUIT EXCHANGE 

| Canned Bartlett Pears 

| Frozen Lemonade 

| CALIFORNIA & HAWAIIAN SUGAR 
REFINING CORP. 
C&u 

CALIFORNIA LIMA BEAN GROWERS 
ASSN. 
Seaside Lima Beans 

CALIFORNIA OIL COMPANY 
Gasoline & Oils 

CALIFORNIA PACKING CORP. ... 
Del Monte Fruits 
Del Monte Fruits & Vegetables . 
Del Monte Pineapple & Pineapple 


Del Monte 

Del Monte 

Del Monte enees 
CALIFORNIA PHYSICIANS SERVICE 
CALIFORNIA PRUNE & APRICOT 

GROWERS ASSN. 


California Prunes 
CALIFORNIA WALNUT GROWERS 
ASSN 


Diamond Wainuts 
CALIFORNIA WINE ASSN. 
Aristocrat Brandy 
Eleven Cellars Wine 
Greystone Wine 
Products 
CALO DOG FOOD CO. 
Calo Cat Food 
Calo Cat & Dog Food 
Calo Dog Food 
CAMPANA SALES CO. 


CAMPBELL SOUP CO. 
Campbell's Frozen Soups 
Campbell's Soups 
Franco-American Spaghetti 
F-R Juices 
Chicken-Fricassee 
Boned Chicken & Turkey 
Frozen Chicken Products 
Frozen Dinners 
Frozen Pies 
Frozen Turkey Dinner .. 
Margarine 
Poultry Products 
T.V. Dinners 
V-8 Vegetable Juices 
CANADA DRY GINGER ALE INC. 
Canada Dry Beverages 
Canada Dry Club Soda & Ginger Ale 
Canada Dry Ginger Ale 


Canada Dry Quinine Water 
Cinzano Vermouth 


CANADA STEAMSHIP LINES LTD. 


193,611 


1,256,958 
545,915 


57,751 


Canada Dry Ginger Ale Inc. Whiskies 153,141 


(Continued on Page 92) 
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in Phniladelphia 


Have your ads been getting buried in the gloomy depths of the 
oversized newspapers? Before you write another order, take a good 
long look at all three in Philadelphia. In our sparkling tabloid 
pages, we couldn’t bury you if we tried! Your customers see you 
in the all-new News. And when you're seen you sell. 


Supreme visibility is just one advantage the News offers. Another 
is reader loyalty. Not in long, dull years has a newspaper spoken 
up for Philadelphians with such vigor and clarity and wit. And 
the town is responding. From South Philadelphia to the Main Line, 


Represented by: REYNOLDS-FITZGERALD 
New York « Chicago * Detroit * Syracuse « Atlanta 
Los Angeles * San Francisco + Seattle * Philadelphia 


pci <2) SE et ae eS ee 


awakened Philadelphians are reading, quoting and applauding the 
all-new NEws ... and carrying it into more than 175,000 prosperous 
households every day. 


Visibility plus loyalty. Small wonder alert advertisers, local and 
national, are giving us such monumental* linage gains. If you’re 
tired of getting “buried” in Philadelphia, give your advertising 
the look of life. We couldn’t bury you if we tried: and one reader 
who sees your ad is better than 101 who don’t. Test us soon and 
see the bright difference .. . in sales! 


PHILADELPHIA DAILY 


“NEWS: 


* Only Philadelphia paper to gain both national and retail 
grocery linage. (1st Quarter 1956 Media Records, Inc.) 


oe oe sisi 7 ed i ‘J 2 an f 
fo.) ee i Sa ig? - 
} - aa Re ee Kee 
+ 
~ 
} 
| ; 
G 
} i ' 
oo Leta = + gts ¥ 
ie sas Dig a ee a aS & feo igs " G x. Ss i 
‘ee Fae ey Bia ne eth uae ss x Re 2 
er, cy tet * sh * = aoe : 
>. wae | 
Bt a m een oof Bee 3. ea. Ca a 3 
en py eee | ea 
ae ea Laer by Tn 2 + 
ey eee “ae omer a S« : * 
is ae Bi? el fen Se ote RY 
ve BO. dg a Re ee A re 
iis eee ee Dae ge re org es rr 4 
So eae. peer orca atthe Se ee 
ee a c 1 2 
= ae oa ; Os a 
OU ae oie con ee Woe eet ma os i 
{ Pe 2. ar or =) eee 
ee ee ee eo “ll Pa 
bake Aaa “) fi as a iq zi Vesee ay 1 ey e sa > 
see oe thes ae 4 * 
Pe > ee —— 
Fes + ze — ae — 
oe eo ee ep ae eft a, 2 
see Cr be a a) 2 
Pe oh. iy i Scie i o- re a E 
pS eee ee ee. 
Bp ie Sa > i ats ee er fe 
poe Nt Pee tet ie: ~ ° peer. eS ae elle ‘ 
bet tO oe c Ga ag er em 
ee le 
eee. RAS Patt Rahat 5 ee 
, ete. Le Ba ENE 5 re 
: So ee ee 
Gs) imate * fp ey ny tie aa if. 
a —— Me ae eee se 
4 igs RR BO TEE ee Sal tahgia ss.” se 
we ee ee Z eR Go om enicnicr gp, o. 
OI oot ek eee a x ; . oe 
el i A em Se cage es = “ Zs 
ee ie ee “ae ; 
bee aN hee ¢ fig oS a — : 
' ee ee ets See tet oe : 
' a yeast ae —_ . 
eget Wcciee eee a 
f fo amauta 8 : ee. 46 ee : 
Se ee ae ae . 
TR Oe Re ae ' 7 c e te  &# 4 
j = ‘ : ; a 
| et | 
; 
+ 
‘ = ie 
: we 
, y ax 5 
4 ‘% . ’ 
< “ 2 x 
* Ss 
a q 
= ee | 
- <a 3 
pe i. tm & 
\"y ‘ } ; ; 
( 2 . 
| Re le 
/ ‘ ’ we ™ j 
» ee ill: . ; 
: wg a isp ee Be. ve eee Sa rae 
~~ ee —— Te eee ee 
2 agetinin a ‘ gies al te Yi ae ‘ 
' 7 i as AS i. SY si ae Se 
— a ; 5 
— . my + ; 
es eee ~ la - 
a f i= 
7 | 
| 
ee 
ee | 
| < 
f ret 
| ee a 
ee ee 
* 
af 
* 
Po 
a ’ 
7 
| ' ; 
ae 
anh 
— | a — 3 — ie 
Bak at "Aes + ae ve ae ae oe woe Ba oS 2 eae ee ee ee a a ee 38 ns A om, a She = 


s Spre wi th acrge: PGA AS ae] if 
\ fields atl this vee: regions ted te clantame and. in (es woe ‘tak: ‘nen sd! ave inte ut 
seeking the Besa be zen Rane rates a richly M ee ssi geome ; : 


% 
Ae 


- DIAMBN a 


; er 


iat BS diamonds cluster mi mirica s bile ground, retail business in America concentrates in a 
ee Shek Meador greater buying power The fact is: 70% to 80% of all retail sales are made 


H6. pals, 127 a of all UJ. 5. counties. This handful of geography 1 is truly your Blue Ground of Bales. 
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Los Augine . San Francieso , Seattle * Philadelphia grocery linage. (1st Quarter 1956 Media Records, Inc.) 


TO WIN SALES LEADERSHIP, 


To progress, even to exist, products need a 
firm toe-hold in the Blue Ground of Sales. 


Bulk of those families most enriched by our 


YOU'VE GOT TO “DYNAMITE” THE BLUE GROUND 
Standard advertising patterns cannot do the job. 


maintain a steadily rising sales curve and 
to win market dominance. 


The American Weekly, with its more than 


CS Ee ae a 


expanding economy live here. Bustling in- 10 million families, digs into the Blue Ground i e 
am dustry with ve upswinging payrolls is cen- more deeply than any standard magazine. ‘ G 
Ta \ =, es tered here. Eight out of ten super market It delivers twice as many. readers per dollar - s 
Lis ty ae = dollars are spent here. Seven or more out of ; ‘ = ; 
Ty eke) hae ae ie dhetiaen oi oft iaaiitiads as Life . . . more readers than Life and the # ; 
Fier re es are run os se 
ie ite : ° Ladies’ Home Journal combined for about S S 
half the cost. 2 
This concentration of wealth and consumer ; . Z e: 
buying activity has made obsolete the tradi- Ask your American Weekly ——. +3 : 
tional patterns of advertising. Thinly spread to map out Blue Ground potential for you. 3 é 
circulations can’t begin to tap the enormous His story — “Dynamiting the Blue Ground” | 
potential of the Blue Ground of Sales. You — provides a completely new marketing con- 
need deep penetration of these rich fields to cept to guide sales strategy. 
SEVEN OR MORE OUT OF EVERY TEN DOLLARS 
SPENT AT RETAIL ARE SPENT IN THE 
BLUE GROUND OF SALES! ie % 
AMERICAN WEEKLY . 4 
THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7 © Distributed by: = a 


ALBANY TIMES-UNION ¢ BALTIMORE AMERICAN © BOSTON ADVERTISER © BUFFALO COURIER-EXPRESS *« CHICAGO AMERICAN ¢ CINCINNATI ENQUIRER « CLEVELAND 
PLAIN DEALER * COLUMBIA, S.C. STATE * CORPUS CHRISTI CALLER TIMES © DALLAS TIMES HERALD « DETROIT TIMES * HOUSTON CHRONICLE « HUNTINGTON, W. VA., 
HERALD-ADVERTISER * KNOXVILLE JOURNAL ¢ LOS ANGELES EXAMINER © MIAMI HERALD * MILWAUKEE SENTINEL « NEW ORLEANS ITEM « NEW YORK JOURNAL-AMERICAN 
PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH ¢ PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT « ST. PAUL PIONEER PRESS « SAN ANTONIO LIGHT 
SAN FRANCISCO EXAMINER ¢ SEATTLE POST-INTELLIGENCER « SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE « WASHINGTON POST & TIMES-HERALD ¢ WICHITA BEACON 


YOU GET: MORE OF EVERYTHING —evcept cost — IN THE AMERICAN: WEEK. 


MORE CIRCULATION MORE READERS PER DOLLAR LOWER over PER THOUSAND 
Average Noting—A/l/ Four-Color Page Advertisements ; Based on A.B. C. 


THE ; | 
wenn deat etal - American E $3. 2] Circulation 
‘ | AMERICAN WEEKLY ‘AMERICAN WEEKLY to 
ut $5, 90 


fas, ove 55.68 
ra 438 
54.18 


ie im | 


WOMAN'S womans: 


HOME 118, ; 
COMPANION : LEGEND : Scatemen 
BLUE GROUND CIRCULATION : 


FAMILY aS 3) 99 }: ? ramiey . 
CIRCLE ’ , : : ‘ . ' CIRCLE , $3.99 
‘ TOTAL U.S. CIRCULATION : 


woman's a 2 ‘ : womans 84.01. 6 ie es 5 


All figures based on latest available one-day count : ’ - FIGURED ON 4-COLOR PAGE COST—ONE TIME 
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1951-1955 Figures for Advertisers Spending $25,000 or More in 1955 
Source: Bureau of Advertising, American Newspaper Publishers Assn. 


1955 1954 1953 1952 1951 1955 
A | on 8 Se 129,151 
| Bet Brands Food Ltd. 87,550 
Bell Telephone Co. of 
Abbott Laboratories vee goes $ = $ $s—s$ Pennsylvania ....... 442,471 
Leon Ackerman ........ vs , Bendix Aviation Corp. . 54,606 
Admiral Corp. ...... 568,080 439,465 1,468,370 1,236,847 2,143,960 | | Arnold Bernstein Shipsine 0 514 
Adohr Dairy Co. ...... 26,707 29,730 ——— | Berry Tours Travel Service 29,994 
Adolph’s Ltd. ......... oon 155,193 158,689 | Best Foods Inc. ...... 1,661,495 
Aeronaves De Mexico .. . —~ | Bethlehem Steel Co 235,244 
Affiliated Gas Equipment 151,940 50,225 36,835 31,617 148,841 a 39,521 
Air France, French  . fra 479,340 
National Airlines .... = — = 207,689 150,979 111,287 | 414 Bishop Inc. 250.874 
Alabama Gas Corp. .... 76, Walter J. Black «> CR 
Aintiia 8. .........-. 57.496 46431 «= SAT2GLSUD (07,985 | ee ee Im. SELON 
Alberto-Culver Co. ..... 42,284 Blitz-Weinhard Co. 44,313 
Allegheny Airlines Inc. . — ~ 47,157 Bloch Bros. Tobacco Co. 66,591 
Mark Allen Co. ....... ; , ——=— 5 2 . —oe 1,669,641 
Alles & Fisher Ine. 54,055 66,120 = 50,389 = 47,665 = 58,899 | bine Cross & Blue Shield 
Alliance Mfg. Co. ...... 69,147 79,790 87,538 43,533 49,092 (Massachusetts) ... 31,606 
Allied Chemical & Dye Corp. 80,259 36,748 41,602 80,045 Blue Cross & Blue Shield 
Allis-Chalmers Mfg. Co. 49,656 34,118 44,253 -_— (Michigan) ........ 9,402 
Allstate Insurance Co. .. 903,096 565,655 397,652 51,905 62,868 Blue Cross & Blue Shield 
Aluminum Co. of America 170,065 70,772 — 167,175 44,673 125,725 SOUND. ah diccscese 28,211 
American Airlines Inc. .. — 2,133,662 1,043,985 a 693,168 | piuhili Foods Inc. .... 26.942 
American Automobile Assn. ’ ————~ | Bobbs-Merrill Co. ni 38,899 
American Bakeries Co... 182405 113,726 78,921 147,308 49.459 grins airplane Co. 135.084 
American Brewery Inc. . 45,891 57,627 71,167 92,262 | gonemian Brewing Co... 29,174 
American Chain & Cable 71,749 $1,998 eS Sa ae 66,278 
American Chemical Paint Co. 41,156 45,932 38,166 300,373 Judy Bond Inc. ...... 50,360 
American Cynamid Co... 32,607 286,988 ——— 57.548 Bonnie Hubbard Kupboard 42,591 
American Dairy Assn. .. 92,758 94,046 113.451 287,405 177,537 Sesh Flad Cheb ......- 29.580 
American Dietaids Co. .. %65°0° —— —- Book-of-the-Month Club 456,680 
American Distilling Co. . 55,511 60,154 r 151,900 126,353 Booth Fisheries Corp. .. 64,77 
American Export Lines . 284,086 244,950 270,014 248,981 268,736 Borden Co. .........- 1,855,566 
American Express Co. 339,271 258,354 374,693 292,772 184,022 George W. Borg Corp 42.165 
American Federation of Labor 28,937 Borg-Warner Corp 1,982,556 
American Home Magazine 46,041 39,263 37,253 Boston & Maine Railroad 56,645 
American Home Products 2,469,658 1,587,823 1,101,860 2,030,730 2,816,212 | p15, Consolidated Gas 88.063 
American Laboratories Corp. ao 42,954 — Boston Edison Co. .... 69,703 
American Machine & Foundry 43, Soe Botany Mills Inc. ..... 50,636 
American Marietta Co. .. — —— — 250,107 Bourjois Inc. ......... 36,626 
American Molasses Co. . 5. . Y Bowman Dairy Co. .... 191,133 
American Motors Corp. . 3.376.354 4,015,528 6,438,963 4,024,594 4,507,638 | ponritr tntercational 
American Petroleum Inst. 273,656 598,220 535,592 540,000 416,711 ae 488,453 
American Pop Corn Co. 116.558 107,800 70,174 82,279 112,255 Braun Bros. Packing Co. 28.747 
American President Lines 93,925 70,372 53,466 63,904 44,234 | John H. Breck Inc. ... 281.587 
American Radiator & Standard Bridgeport Brass Co. .. 32.501 
Sanitary Corp. ...... 6 6h aap! ee 98,977 
American Safety Razor . 416,846 45,353 858,346 466,324 446,956) Brimm’s Plasti-Liner Co. 48,858 
American Society of Travel nae as Bristol-Meyers Co. 2,384,543 
Agents ..... cesses : " British Industries Fair . 26,939 
American Sugar Refining 418,233 346,826 461,214 344,494 353,559) piticn Overseas Airways 377,624 
American Telephone & Tele- ene nen | Brooklyn Union Gas Co. 151,662 
graph Co. ......+++- ’ , ———— | Brown-Forman Distillers 1,505,868 
American Tobacco Co. 4,273,234 2,623,775 4,201,594 2,905,659 2,927,950 | grown Shoe Co. ....... 77,002 
American Viscose Corp. 147,610 29,933 28,971 ————| Wallace Brown Inc. .... 30,068 
Anderson, Clayton & Co. 84,385 —— | Brown & Williamson 
Anderson-Erickson Dairy 46,537 34,578 35,393 32,447 ——=!| eben Ge. ........ 757,051 
Andrea Radio Corp. .... 29649 ——— ee LE, by WE OR. .0+cas0 261,544 
Anheuser-Busch Inc. 900,380 1,693,231 2,020,734 467,596 293,029 Brunswick-Balke-Collender 38,214 
Charles Antell Inc. .... 236,646 181,144 222,590 34,472 29,021 Buchen Bakery Co. .... 27,365 
Appalachian Electric Power 89,447 69,302 56,926 38,764 57,245 Buckingham Corp. ..... 108,745 
Appleton-Century Crofts Inc. 26,640 32,289 46,413 49,917 71,302 Burger Brewing Co. .... 130,073 
Arden Farms Co. ...... 35,503 31,404 52,030 33,127 61,453 | Burgess Battery Co. 29,293 
Arizona Brewing Co. ... 37,250 Burleigh Brooks Inc. ... 30,699 
Arkansas Power & Light Co. 27.296 27,046 oa | Burlington Industries Inc. 364,829 
Arkansas Rice Growers Cooper- Burma-Vita Co. ....... 25,053 
ative Assn. ........ 79,868 74,727 115,892 100,958 80,039 _~ & Morrill Co. 30,244 
Armour & Co. ......... 3,407,594 2,413,462 2,097,392 1,924,859 2,222,473 w. atiee Burpee Co. 28,550 
Armstrong Cork Co. ... 63,395 Raate Adding Machine 111.301 
Armstrong Rubber Co. .. 33,345 Burry Biscuit Corp. .... 25.410 
Arnold Bakers Inc. ... 118,052 91,298 138,062 229,171 84,170 Butcher Polish Co. .... 85,444 
Arrow Liqueurs Corp. 53,083 36,986 26,023 27,052 Buxton Inc. .......... 27,428 
Artistic Card Co. ...... 238,363 168,972 132,596 57,758 | Buy-lines By Nancy 
Ashiand Oil & Refining Co. 46,558 ——— _— a Sears 720,720 
Ask Mr. Foster Travel Bymart-Tintair Inc. 43,963 
Service Inc. ......... 59,746 56,292 57,984 40,713 31,785 
Associated Hospital Service 
of Philadelphia ...... 43,613 el — — 
Associated Hospital Service 
New se shecess 182,417 624,154 368,091 231,682 | Cabell’s Dairy Co. ..... 58,842 
Associated Labs Inc. ... 35,506 27,898 — Cadie Chemical Products 26,959 
Assn. of American Playing John E. Cain Co. ..... 51,257 
Card Wifrs. ........ 28,981 — ——— | _— ——— | Cain's Coffee Co. ...... 31,940 
Atchison, Topeka & Santa Calave Growers of 
Fe Railway ......... 565,304 500,740 740,334 461,671 607,330; California .......... 90,107 
Atlanta Gas Light Co. . 30,022 26,055 27,040 California Dairy Industry 
Atlantic Coast Line Railroad 345,366 320,622 308,858 237,396 235,139| Advisory Board ..... 38,672 
Atlantic Insurance Cos. 58,833 53,519 54,281 51,097 32,754 | California Fruit Exchange 34, 
Atlantic Refining Co. ... 327,542 297,243 263,097 204,298 | California & Hawaiian 
Atlantis Sales Corp. 470,076 197,002 473,197 246,784  246,420| Sugar Refining Corp. . 193,611 
Austio Wotor Co. (Engtand) 28,202 56,513 189,235 200,911  142,813| California Lima Bean 
Austin, Nichols Co. .... 41,484 26,382 29,062 Growers Assn. ...... 42,186 
Aveo Mfg. Corp. ....... 1,016 306 1,379,852 2,205,774 1,182,726 1,542,115 | California Oil Co. ..... 158,886 
California Packing Corp. 364,895 
California Physicians 
B an, TT 45,011 
California Prune & 
B. C. Remedy Co. ..... 126,869 113,572 157,348 284,228 397,200; Apricot Growers Assn. 130,430 
B. W. B. Foods ....... 38,790 ——— | California Walnut Assn. . 241,998 
B. T. Babbitt Inc. .... 1,044,412 633,352 172,937 212,826 557,123 | California Wine Assn. .. 47,978 
Bacardi Imports Inc. 139.825 90,140 182,943 47,549 61,065 Calo Dog Food Co. .... 146,402 
Badger Paper Mills Inc. 49,763 63,526 Campana Sales Co. .... 643,897 
Ball Brothers Co. ..... 37,258 Harry T. Campbell Sons 60,415 
) * eae 82,191 101,051 102,939 104,093 110,741 Campbell Soup Co. .... 2,344,703 
P. Ballantine & Sons .. 451,833 1,143,157 1,211,178 1,744,917 617,285 | Canada Dry Ginger Ale 1,256,958 
Baltimore & Ohio Railroad 291,475 321,073 272,335 238,383 264,747 | Canadian Steamship Lines 56,210 
Baltimore Paint & Color Wks. 87.458 104.767 104,706 196,698 142,102 Canadian National Railways 359,107 
Bandini Fertilizer Co. 33,544 27,802 ——— Canadian Pacific Railway 507,893 
Bankers Life & Casualty 650,850 818,548 1,153,276 243,828 246,413 | John B. Canepa Co. ... 27,759 
Barcalo Mfg. Co. ..... 35,468 — Cannon Millis Inc. ..... 669,687 
Barium Steel Corp. 25,339 Canute Water Co. ..... 99,125 
A. S. Barnes & Co. ... 31,442 Capital Airlines Inc. ... 898,017 
Barron’s Publishing Co. 35,176 30,048 34,633 42,710 30,772 | Caravan Tours ........ 60,332 
William Barry Inc. .... 27,854 —S  ———)——— ——— Cardona Products Co. .. = 27,135 
Barton Distilling Co. 70,865 44,712 48,006 Cardinal Craftsmen Co. . 59,834 
Bates Mfg. Co. ....... 129,731 71,076 Carey Salt Co. ....... 35,274 
Bavarian Brewing Co 28,478 82.696 89,845 72,437 69,083 | Cargill Inc. .......... 144,887 
Bayuk Cigars Inc. ..... 149,281 118,666 354,986 756,167 | Caribbean Atlantic Lines 57,919 
ere 1,127,488 1,466,758 1,134,648 1,088,152 694,143/ Carillion Importers Ltd. . 44,846 
James 6. Beam Distilling 423,131 351,900 247,675 152,210 122,468 | Carling Brewing Co. .... 91,665 
Beatrice Foods Co. .... 133,824 174,514 45,128 172,459 133,576/ Carnation Co. ........ 1,671.578 
Beaunit Mills Inc. 74,706 72,381 73,249 65,728 46,045 | Carolina Power & Light Co. 45,405 
Beaute Vues Corp. .... *7 961 85,777 76,128 149,451  199,060| Carrier Corp. ......... 34,876 
Beach-Nut Packing Co. . 426.416 838,705 442,155 285,505 414,567 | Cartan Travel Bureau Inc. 45,140 
Bell Aircraft Corp. .... Q9,SST ee 27,613 56,854 | Carter Products Inc. ... 208,820 


Advertising Age, 


Five-Year Comparison of Newspaper Expenditures 


May 28, 1956 


1954 1953 1952 1951 | 1955 954 1953 1952 
130,075 132,891 125,874  56,689| Cat's Paw Rubber Co. .. 283,554 93,293 
42,681 Celanese Corp. of America 127,503 138,719 126,057 104,220 
Centennial Flouring Mills 28,605 31,388 _—_—_ 
386,483 432,221 379,683 332,504) Centlivre Brewing Corp. . 27,197 29,394 
34,225 37,903.25, +145 | Central Illinois Light Co. 61,762 60,674 52,535 
33,715 48,903 72,458 Chadbourn Hosiery Mills 34,422 
42,358 37,200 35.736 | Channel Master Corp. .. 26,619 40,142 
923,364 1,065,530 524,177 1,725,954 | Chattanooga Medicine Co. 97.329 146.796 180.933 171.415 
65,688 73,657 | Cheerful Card Co. ..... 207,798 129,747 112380 89.558 
33,902 Chemicals Inc. ....... 85.656 48,928 
282,687 276.543 220,083 148,874 Chemstrand Corp. ..... 80,098 37,535 38,710 
285.248 208,164 362,928 121,953 Chesapeake & Potomac 
637,982 665,492 836,286 1,357,845| Telephone Co. ...... 425,347 328,244 308,472 350,831 
43,070 55,408 54,459 77,062 | *Chesebrough-Pond’s Inc. 1,444,949 787,698 425.438 358.376 
onan Ps 48,540 a Chicago, Burlington & 
, ty 5 Qui Railroad ..... 194,139 44, . . 
703,557 1,370,160 1,858,104 845,176 | ericson, Milwaunee. St. Paul ze MA (IE 
and Pacific Railroad . 357,695 322,934 331,489 318,095 
Chicago & Northwestern 
OND. wank ss via. 94,573 75,164 143,558 70,493 
Chicago, Rock Island & 
Pacific Railway Co. 112,688 144,109 167,748 135,820 
"| Chicago Tribune ...... 101,213. 61,075 191,157 210,353 
> max | Chilton Greeting Co. 62,770 58,906 32,702 
=75 = as Chock Full O’ Nuts 199,816 235,544 73.286 
° . 25 642 41.397 | Chris-Craft Corp. 31,691 
$2907. ten7as 177.96 183.636 | CuI Com. ........ 24,058,711 11,787,596 14,582,794 11,702,787 13,519, 
poe , Chun King Sales Inc. 93,280 138,770 60.376 64626 49, 
44.138 46.880 37,585 | Church & Dwight Co. 412,274 301,879 11,672 61,539 
28 238 25 509 Pies b+ yay! — ae ae 180.540 129,962 
. | Cincinnati Gas ectric . . 45,876 50,763 
415,166 365,618 295,665 368,447 | Cincinnati & Suburban 
211,797 2901,996 101.73 19M oie sense OO Sm aan 
722,908 315,165 157,862 204,035) mt “pacarhepte ss Ae a 
aon aye a — Cities Service Co. ..... 854,962 1,205,446 530,530 317,391 
. $9251 61267 118.951 | Citizens Gas & Coke Utility 60,651 61,466 60,438 49,186 
Ld — SER Geir Bee. ...0000.-. 227,522 290,331 226,541 134,440 
36.887 36,972 109.906 = 85.011 | Clark-Cleveland Inc. ... 490,136 435,332 506,867 409,390 
2S SS 77,8 609 | Clark Oil & Refining Corp. 148,984 — 
201,452 162,128 153,703 | Cleveland Electric 
Ittuminating Co. 173,205 104,948 105,579 100,579 
309,308 (416,071 357,445 178,682 | oy aot Club Co. ..... 39.475 90.482 137,305 50.624 
wae Tia «mee —— | Sate Oe vigegseee’ 178,310 99,450 83,287 143,123 
a Rn aut ann of California ........ 205,800 432,490 312,031 
ae ane ate | Clorox Chemical Co. ... 2,463,665 2,330,431 2,480,136 
Pp sacs? | Cluett, Peabody & Co. . 170,142 280,670 
lng 483, VAS2,0S7 | Coats a Car's Sales Corp. ‘ 48,518 48,450 28,431 
, Coca- nie 775,109 1,558,936 1,829,991 
— —— _—_ — Coleman Co. ......... 43,358 66,424 137.246 
1,503,530 1.238212 995.657 1.038 424 | Colate-Palmolive Co. .. 9,335,133 10,990,682 12,085,582 12 
: = ’ — College Inn Food Products 46,564 41,741 56,618 
32,611 32,360 ——— Hal Collins Co. ....... 77,326 79,902 
, weenie Colonial Airlines Inc. .. 174,858 109,391 100,358 Y , 
Colonial Studios Inc. . 190,636 136,100 46,950 36,142 a 
677,537 45,860 605,064 1,085,506 | Columbia Baking Co. 59,301 79,434 156,277 225,398 93,414 
228,341 330,128 216,159 149,934 | Columbia Boiler Co. 27,611 
40,261 84,569 106,596 = 71,800 | Cojumbia Brewing Co 62,963 140,307 79,281 136,764 63,172 
aa ig | Columbia Broadcasting 
0S klhaaks a 280,334 406,984 347,581 142,309 277,955 
143,740 «151,268 = 75,649 167,095 | Columbia Pictures Corp. 81,931 —— 77.690 39,266 
25,010 Columbia Coated Fabrics 134,025 
a6 Ses «(Gals aoe Columbus Gas s Ce, .. 59,059 38,570 45,461 47,633 26,057 
— aa ry Co. ... 75,463 60,543 53,296 49,059 40,499 
a ~_ ee 3369 0 = 
50,911 103,012 111,510 59,212 | Commercial Solvents Corp. 50.065 64,028 72,785 137,310 ——— 
Commercial Travelers 
a 29,591 —— Mutual Accident Assn. a ee i 
. of America ......... . 70, 5,904 884 78,954 
4,408 A248 36,6275, 497 | Commonwealth Edison Co. 254,891 348,022 314.627 239.185 242.599 
Commonwealth of 
— = 839,789 — Pennsylvania ........ 37,343 48,059 41898 — Ss —__ 
’ . Commonwealth of 
Puerto Rico ........ oas —— —< 9 a 
Cc Community Traction Service 29,819 31,250 ne ae —— 
Compagnie Generale 
—_ «sao | Transatlantique ..... 115,804 92,719 1046 — —— 
— —— | Cone Mills Corp. ...... 25,207 a 
31,386 40,802 50,273 50,660 Confidential Inc. ...... 135 —— — 4 
42,287 43,259 37,547 Connecticut Light & Power 66,723 39,272 44,007 47,227 45,770 is | 
Connecticut Medical Service 34,571 ——— oman : 
99,024 79,295 Connecticut Power Co. 34,206 —_— : 
| Consolidated Cigar Corp. 1,079,303 1,035,646 1,109,947 1,022,774 824,726 & 
26,576 57 59,086 | Consolidated Edison Co. 
54,261 27,138 630,434 1,019,561) of New York ....... 317,451 357,329 435,811 354,628 343,959 
| Consolidated Foods Corp. 96,952 onan » 
153,312 157,472 133,786 90,326 | Consolidated National Shoe 51,671 —— apne i 
Consolidated Royal Chemical 50,403 57,986 35,218 147,588 121,883 i 
36, 121,006 39,562 33,885 | Consolidated Vultee ‘ 
248,938 89,547 84,029 126,861| Aircraft Corp. ...... 137,210 29,848 36,575 26,515 75,403 | 
463,732 647,087 603,936 479,440 Connecticut Power Co. .. 34,206 — — 
| Continental Airlines Inc. 239,157 160,591 146,609 96,681 110,078 
43,900 79,235 63,582 50,317 Continental Baking Co. . 1,213,136 438,543 920,367 1,049,226 1,147,228 
| Continental Can Co. ... 163,988 
121,769 200, 114,144 94,921 Continental Casualty Co. 59,356 49,696 39,864 54,518 33,816 
196,382 191,310 191,214 188,757 Continental Oil Co. .... 1,251,230 770,870 560,742 397,118 513,903 
33,991 Continental Trailways 
85,370 25,612 Bus System ........ 122,439 81,186 §=150,612. 110,216 136,836 
471,910 457,056 398,067 357,494 | Converted Rice Inc. .... 175,201 39,798 
147,277 115,242 83,404 32,653) Cook Chemical Co. ..... 158,723 120,880 231,169 65,380 140,081 
1,567,374 1,573,265 1,199,311 1,049,041| Thomas Cook & Son ... 251,132 233,885 225,783 192.491 159,964 
1,040,396 1,039,314 760,059 896,515 Adolph Coors Co. ..... 32,238 39,908 31,199 45,458 35,037 
59,625 316,526 338,646 280,802 | Corning Glass Works ... 118,268 40,056 64,692 130,844 
325,957 316,526 338,646  280,802| Corn Products Refining . 1,083,720 1,061,707 1,237,938 705,748 850,957 
433,993 381,800 396,434 447,303 | Cott Beverage Corp. 311,807 304,012 283,458 105,400 43,278 
69,229 40,179 68,814 51,753/Coty Inc. ............ 108,692 269,183 297,382 361,175 378,504 
533,995 918,616 Cowles Magazines Inc. .. 311,797 305,802 337,149 358,767 275,294 
825 78,610 80,084 | Crane ge ESR 72,348 
435,970 440,378 597,445  496,264| John J. Crawley Co. ... 253,280 94,859 45,163 aatanid 
34,174 ances cmb OME OR cocesscce 72,332 93,970 122,742 184,107 178,018 
—— <a“ —leee geet 161,005 157,201 219,099 213,502 223,398 
am Crosse & Blackwell Co... 93,643 55,024 
acacia. ° scent ——— | Crowell-Collier Publishing 303,184 490,964 690,430 790,195 876,056 
67,345 105,846 70,591 43,572 Crown Central Petroleum 71,047 86,532 65,587 42,577 43,562 
ied > aapiios Crown Publishers ...... 53,281 62,688 58,677 85,564 115,627 
Crown Zellerbach Corp. . 121,976 135,510 160,375 165,526 120.848 
—— Cuban-American Sugar Co. 47,645 —— cuadiiade 
1,652,443 1,164,258 983,864 979,194) Cummins-Chicago Corp. . 52.735 1025933 ——— — 
33,495 34,942 38.414  35,672| Cunard Steamship Co. .. 279,693 398,149 329,894 371,477 212,103 
169,363 123,603 35,116 56,222 Helene Curtis Industries 1,663,714 1,952,681 1,008,895 488.377 183.369 
45,362 240 —_—- 37481 *C Mfg. Co. and Pond’s Extract Co. merged last year. Separate figures 
40,211 275,048 375,021 406,611 | for Pond’s, 1951-1954 expenditures, are listed under “Ponds”, 
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One of a series of comments on Metropolitan Oakland 
as a market by Pacific Coast advertising agency men. 
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Cribune 


\ Here in the West, population gains take place so fast that they some- 
| i times are almost unnoticed. This was not true when Metropolitan 
Oakland recently became Northern California's largest population cen- 
ter. That was big news everywhere since it made necessary so many 
important changes in marketing plans and strategies. Matters other 
than size make Metropolitan Oakland a market to watch. It’s a family 
market—has an unusually high percentage of home ownership and 
the largest grade school enrollment in Northern California. It’s the 
top Northern California market for retail food and motor fuel. It’s a 
prosperous market, with income well stabilized by arrival of new in- 
dustries and expansion of existing industries. 


—JOHN W. DAVIS, 
Media Director, he 
HONIG-COOPER COMPANY = 


San Francisco 


| Yes. 
It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily more than 200,000 
Sunday more than 220,000 


Cresmer & Woodward, Inc. 
National Representatives 
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1955 

Curtis Publishing Co. .. 1,722,811 

Curtiss-Wright Corp. ... 351,490 
Dairymen's League 

Cooperative Asia. .... 37,454 


Dailas Power & Light Co. 65,672 
Dallas Transit Co. 30,489 


Damascus Dairy Co. 7 424 
Dan River Mills Inc. ... 113,645 
Dana Perfumes Inc. .... 35,117 
Jack Daniel Distillery . 244,471 
Davidson Baking Co. ... 36,065 
Dawson's Brewery Inc. . 80,823 
Dayton Rubber Co. .... 40,757 
i srr 35,711 
Dean Milk Co. ....... 190,819 
Deering Milliken Co. ... 106,039 
Delaperha & Co. ..... 33,116 
Delaware, Lackawanna & 

Western Coal Co. ... 41,568 
Delaware, Lackawanna & 

Western Railroad Co. . 31,491 
Delta-C & S Airlines .. 698,345 
Denmark Cheese Assn. .. 47,155 
Denver Chemical Mfg. Co. 26,790 
Detroit Edison Co. .... 101,003 
Detroit News ......... 41,570 
Devin-Adair Co. ....... 55,871 
Dial Press Inc. ....... 31,148 
Diamond Crystal Salt Co. 48,273 


Distillers Corp.-Seagram’s 9,810,168 
Dixie Brewing Co. ..... 32,103 
Dixie Cup Co. ........ 31,272 
Dr. Pepper Co. ....... 108,311 
Dodd, Mead & Co. .... 58,174 
Harry Doehia & Co. .. 86,080 
David D. Doniger & Co. 26,448 
Dormeyer Corp. ....... 145,138 
OG GO. Sés dacdors 211,966 
Doubleday & Co. ...... 2,257,430 


Doughnut Corp. of America 263,219 


Douglas Aircraft Co. ... 136,580 
Dow Chemical Co. ..... 111,210 
Doyle Packing Co. ..... 151,999 
| ae 354,083 
. £3 Freer 93,211 
Drewry’s Ltd. (U.S.A.) 180, 
Drug Research Corp. ... 61,757 
Druid Hill Park Seed Corp. 27,177 
Dubuque Packing Co. .. 35,308 
Duff Baking Mix Corp. . 140,250 
Duffy-Mott Co. ....... 276,294 
Dugan Brothers Inc. ... 62,045 
Duke Power Co. ...... 308,518 
John H. Dulany & Co. . 142,091 
Allen B. DuMont 

Laboratories Inc. .... 88,212 
Duncan Coffee Co. .... 189,812 
E. I. DuPont de 

Nemours & Co. ..... 1,011,280 
Duquesne Brewing Co. 

of Pittsburgh ....... 68,706 
Duquesne Light Co. .... 157,631 
Durene Association of 

ROB ccccccccces 125,303 
Durkee-Mower Inc. ... 27,795 
Dutch Bulb Importers . 39,075 
E. P. Dutton & Co. 72,445 
E&s oe Co. 48,718 
eee 99,335 
East Ohio Gas Co. .... 129,838 
Eastern Airlines ...... 3,400,639 
Eastern Corp. ....... 44,781 
Eastern Railroads ..... 322,927 
Eastern Shipping Corp. . 115,442 
Eastman Kodak Co. 1,030,386 
Easy-Do Inc. ......... 76,849 
Peter Eckrich & Sons .. 25,712 
Economics Laboratory .. 233,187 
William Edris Co. ..... 136,848 
Albert Ehlers Inc. ..... 100,111 
Ekco Products Co. : 183,476 
Elgin National Watch Co. 32,868 
Embassy Tours ........ 33,363 
Emerson Radio & 

Phonograph Corp. ... 66,337 
Empire State Pickling Co. 26,010 
Englander Co. ........ 94,586 
Equitable Gas Co. ..... 89,798 
Equitable Life Assurance 

Society of the U.S. . 90,536 
Erie Brewing Co. ...... 31,146 
Erie Railroad Co. ..... 40,285 
Esquire Inc. .........- 123,028 
Ever-Dry Corp. ........ 30,590 
Eversharp Inc. ........ 1,403,761 
Ewald Bros. Co. ...... 27,996 
Excelsior Institute ..... 106,629 
Excelsior Quick Frosted 

Meat Products ...... 30,472 
Ezo Products Co. ...... 43,785 
Max Factor & Co. ..... 51,433 
Fairchild Engine & 

Airplane Corp. ...... 26,753 
Fairmont Foods Co. ... 166,632 
Falls City Brewing Co. . 242,799 
Falstaff Brewing Corp. . 150,136 
Family Circle Inc. 28,957 
Family Gardens Nursery 41,299 
Fant Milling Co. ...... 33,867 
S. W. Farber Inc. ..... 34,076 
Farm Journal Inc. .. 955 
Farmers Insurance Growpe 113,001 
Farreli Lines Inc. ..... 67,131 
Father John’s Medicine Co. 37,726 
Fedders-Quigan Corp. 125,051 
Frank Fehr Brewing Co. 116,424 
John J. Felin & Co. ... 25,276 
4d. H. Filbert Inc. ..... 449,165 
Filon Plastics Corp. 62,574 
Financial World ....... 74,472 


Firestone Tire & Rubber 1,331,551 
Fischer Baking Co. .... 55,492 

Fisher Brewing Co. .... 33,371 
Fisher Flouring Mills Co 43,820 
Fitzgerald Bros. Brewing 28,434 
Flexees Ime. ........++ 199,756 
Flex-0-Glass Bm. cecce 77, 


1954 1952 i951 | 1955 
2,210,773 1,341,462 1,371,047 637,200 Florida Citrus Exchange . 33,478 
237,898 193,960 151, 157,443 | Florida Land & Homes 
eee 31,477 
D Florida Power & Light Co. 64,145 
Florists’ Telegraph 
Delivery Assn. ...... 518,998 
Flying Tiger Line Inc. . 56.975 
~~ ~~ ac, | & A. Folger & Co. .... 990,145 
52.974 46,987 46,734 40,384 Food Specialties Inc. 53.446 
ee ee B. C. Forbes & Sons 
88.443 41,229 Ford Motor Co. ...... 29,610,982 
51,193 41,900 100,968 139,491 | Foremost Dairies Inc... 137,961 
168,399 70,704 78,347 34,368 | Formfit Co. .......... 211,172 
———- $51,773 41,677 Fort Pitt Brewing Co. . 39.668 
73,856 85,747 59,261 70,464 Foster-Milburn Co. ; ° 495,341 
89,875 40,567 Foster Trading Corp. .. 26,552 
iosa55 impasse ious | Fromme Sve Co Uo 21 
163,981 135,030 141,381 37,225 | Freemans Dairy Products 44,381 
ne — Freihofer ‘Baking Co. ... 61,887 
Fruehauf Trailer Co. ... 116,856 
210,531 157,062 191,795 162,199 | Fruit Industries Inc. ... 167.866 
96,483 _ 32,752 44,807 | D8. Fuller & Co... 139,392 
671,975 730,082 410,464 416,637 | Fuller Paint Co. ...... 54,800 
53,520 Funk & Wagnalls Co. .. 41,569 
Furness Bermuda 
Se a eS) ant tie ..... 146,403 
Aa BNI Futorian Mfg. Co. ..... 33,830 
38,982 47,050 50,203 48,023 
76,174 
9,815,375 9,505,529 9,157,887 8,172,150 
aye 40.208 43,736 <a E.& J. Gallo Winery .. 27,362 
83.737 152,886 197,391 211,605 | Garcelon Stamp Co. .... 44,116 
46,482 38,169 40,595 67,947 Garcia y Vega Inc. .... 69,150 
75,681 129,227 88,599 90,571 | Garden Research 
26,721 28,195 29,724 Laboratories ........ 51,980 
239,634 57,461 Garrett Corp. ecceccess 47,043 
216,995 189.466 Gas & Electric Co. 
2,087,931 1,998,579 2,054,197 2,411,757 | _ %f Baltimore ....... one 
— = os.en8 «Greater Miami ...... 37,876 
Gas Service Co. of 
ears weser ——— | Kana Cs ae 
as Service Co. ichita . 
S774 =—206.652 193,765 168,382 Gates Rubber Co. ...... 53,430 
Gebhardt Chili Powder . 43,848 
WEA 204.588 TASER 74506 General Aniline & Film 28,822 
General Baking Co. .... 279,849 
General Cigar Co. ..... 92,437 
General Dynamics ae. ° 61,468 
General Electric Co. ... 7,557,414 
es 72,506 General Foods Corp. . 8,665,524 
326,397 261,668 298.813 280,304 — — > ... 3,908,473 
, . i 1 eneral Motors . 
28520 (150,796 45,526 26,060 General Steam Navigation 
Co. of Greece ....... 76,023 
190,786 361,057 138,650 287,442 . . 
: . General Time Corp. .... 167,921 
516,644 = 291.020 212,705 105.360 General Tire & Rubber Co. 100,855 
Genesee Brewing Co. ... 44,805 
S18,794 667,072 1,218,243 699,693 | carser products Co. 428,613 
101,852 124,540 40,463 88,967 | B: Silbert Co. -.--- By 
’ illette TTI TT TTL ‘ 
165,924 194954 198,634 153,005 | crags Ine. ......... 83,907 
A. Giurlani & Bro. .... 41,186 
Glass Container Mfrs. 
52,125 Institute ........... nae 
: Glencoe Distilling Co. . 4 
59,398 = 84,452 52,748 = 77,901 | cienmore Distilling Co. 1,232,463 
Glidden Co. ........-.- 253,113 
E H. Clay Glover Co. .... 43,810 
Goebel Brewing Co. .... 223,510 
antgvane umes —— = M. K. Goetz Brewing Co. 80,988 
129,860 177,405 171,911 114,036 | Golden Age Beverage Co. 92,755 
qu qusnnea Golden Gift Inc. ...... 89,997 
2,819,776 1,884,11g 1,248,145 892,810 | Golf & Lawn Supply Corp. 38,285 
§1,119 50,303 25,446 | Golden Peacock Inc. ... 78,116 
B. F. Goodrich Co. .... 717,236 
52,442 —— | Goodyear Tire & Rubber —_ 507 
1,708,488 931,366 474,819 138,988 | Goody's Ltd. ......... 28,898 
87,484 —— | Gordon Foods, Inc. ..... 31,534 
——— | Gorton-Pew Fisheries Co. 36,295 
$1,169 49,650 ——— 197,793 | Gradiaz Annis & Co. .. 31,048 
130,222 114,192 225,592 205,196 | Jean R. Graef Inc. .... 66,340 
53,801 Grafe & Grafe ........ 31,001 
148,364 114,255 107,966 121,502 | Grand Duchess Steaks Inc. 165,835 
207,863 262,086 296.268 210,869 | I. J. Grass Noodle Co. . 152,438 
26,196 29,833 Great Northern Railway Co. 278,151 
Great Southern Life 
204,951 252,683 250,251 161,645 Insurance Co. ...... 60,823 
28,209 —— Great Western Sugar Co. 54,031 
ee 57,594 191938 ——— | Great Giant Co. ....... 280,413 
45,700 37,461 42,634 —— | William Gretz Brewing Co. 38,770 
Greyhound Corp. ...... 1,861,634 
271,963 88,663 60,254 49,501 | Greystone Corp. ....... 188,853 
32,130 Griesedieck Bros. Brewery 126,212 
60,346 78,325 75,410 | Grocery Store Products Co. 96.985 
48,589 113,232 188,251 137,707 Grolier Society Inc. .... 100,907 
45,169 69,059 78,894 Grossman Clothing Co. . 25,406 
178.153 695,303 685,591 342,390 Grove Laboratories Inc. . 779,237 
29,041 31,083 25,296 32,346 | Guerlain Inc. ......... 31,532 
80,384 31,049 —— | Guest Airways Mexico 28,958 
Charles Gulden Inc. ... 224,641 
— ——— —— | Gulf Brewing Co. ...... 67,673 
31,580 31,870 —_—_— —— | Guif Life Insurance Co. 38,485 
Gulf Oil Corp. ........ 2,495,161 
F Gunther Brewing Co. ... 256,060 
60,927 47,059 35,439 
207,819 211,362 121,108 984 HQZ Distributors Inc. .. 44,362 
240,697 225,729 164,578 147,533 | Habitant Soup Co. .... 39,046 
333,352 225,926 151,231 230,046 | Hall Bros. Inc. ....... 83,753 
— 29,475 272,231 | Hamilton Mfg. Corp. ... 52,582 
36,639 _—— ___ Hamilton Watch Co. ... 216,223 
31,240 —_- —_—— | Theo. Hamm Brewing Co. 132,250 
88,297 —_—— Hampden Brewing Co. . 96,472 
50,646 —— 64,440 | John Hancock Mutual Life 
45,847 32,211 37,355 28,594 Insurance Co. ....... 114,600 
68,349 64,247 39,466 _— Hancock Oil Co. ....... 42,273 
51,324 67,892 76,753 68,972 Peter Hand Brewery Co. 179,444 
266,809 177,698 45,975 55,514 P. H. Hanes Knitting Co. 58,505 
203,565 113,627 142,089 208,960 Hanover House ........ 31,733 
__ Christian Hansen's 
439,302 360,255 335,899 278,948 | SY vcudgiess 103,774 
ad | Happiness Tours ...... 97,254 
88,785 50,844 49,976 60,058 | Harcourt, Brace & Co. 49,275 
949,585 743,248 849,959 358,797 | Harleysville Mutual 
71,269 42,704 59,510 69,721 Casualty Co. ....... 48,146 
0,576 30,813 | Harnischfeg .] 134,247 
31,897 — —— | Harper & Brothers 298,331 
A. S. Harrison Co. .... 48,618 
160,684 —- -_— Harrison Products Inc. . 37,293 
Hartford Electric Light Co. 54,246 
591,642 676,204 146,256 668,458 | Hartford Gas Co. ..... 31,277 


1954 1953 1952 1951 
30,946 26,386 ——— 
54,886 66,324 63,885 39,145 
448,186 383,461 379,591 446,301 
833.643 1.016522 655,316 725,389 
25,428 37,795 006 64, 
17,999,652 18,278,304 10,860,000 10,730,000 
85,352 74,656 97,596 
205.267 194,331 190,149 189,932 
72,821 111,952 118,504 149,543 
534,097 563,330 555,585 579,346 
35,167 33,553 ——- 
172,790 54,133 56,364 
42,639 60,430 80,980 53,360 
52,146 477.20o —— 29,934 
80,044 87,012 
189,805 3311. —— 
61,764 80,718 51,158 57,841 
167,097 144,937 129,647 180,306 
3150 —— — 
52,061 44,152 58,987 87,575 
—_- 37,620 —_—_—_— —— 
61,787 46,483 _ 
—— 222,971 7s — 
366.897 301,073 72,479 52,328 
70,009 71,357 49,170 35,526 
44,008 38,339 352 — 
67,082 
57,714 74,751 63,943 79,793 
181,395 153,315 183,457 47,593 
326,826 328,394 203,706 96,193 
216,174 274,314 272,075 648,356 
3,792,542 3,411,344 3,709,415 6,074,245 
9,351,441 8,633,173 8,112,999 7,875,290 
3,186,138 2,162,439 4,039,833 3,330,452 


. 62,587,251 37,391,415 32,944,248 20,252,000 23,794,000 


62, 44,228 — 
164,073 161,307 152,452 177,616 
195,264 98.675 200,286 250,217 
28,665 39,148 41,878 
344,768 450,775 173,547 455,950 
135,337 84,887 87,743 67,344 
2,296,936 2,549,265 2,681,656 1,693,226 
31, 29,758 
27,280 ae 
33,866 —- 
912,360 1,382,760 1,428,829 1,563,036 
443,280 337,644 139,356 270,845 
179,849 147,217 44,094 252,311 
35,508 300,170 229,896 110,466 
43,217 or oa 
28,687 37,845 — 
735.854 729,184 774,317 340,748 
2,267,630 1,637,391 1,675,175 557,097 
28,877 a 34,167 93,911 
29,395 26,185 26,443 32,469 
202,696 145,961 114,303 39,811 
85,045 
122,249 106,912 134,265 160,167 
49,573 
52,805 54,806 75,120 33,042 
118,438 308.882 314,606 454,557 
$3,258 86,737 73,443 36,000 
1,746,260 1,445,157 1,281,192 1,220,033 
163,422 251,326 138,781 115,575 
233,251 154,583 102,201 139,482 
98,121 51,071 
99,628 65,518 54,850 49,254 
446,401 463,370 445,643 790,834 
—o . 43,634 
—_—— 63,377 69,192 49,380 
236,527 241,763 232,400 223,912 
116,827 97,051 118,952 
37,810 
2,048,242 668,070 324,940 563,542 
166,828 175,242 152,330 142,995 
42,954 — 
66,053 208,667 181,798 145,721 
34,213 50,164 49,247 44,002 
264,897 170,991 98,566 126,961 
385,678 254,379 161,886 210,867 
101,581 57,660 43,046 39,770 
—— 25,325 39,545 
339,428 246,903 224,499 93,216 
— 149,633 26,158 90,938 
30,388 
58,523 72,293 36,501 196,237 
55,761 68,783 56,407 56,155 
76,384 72,366 68,150 120,942 | 
25,741 —— — 
237,695 215.649 251,485 218,183 
27,726 
61,921 48,090 30,172 34,716 
S4356 eee ee ee 


1955 
Harvard Brewing Co. ... 28,773 
Hawthorn-Mellody Farms 
. aes 109,944 
Health Insurance Plan of 
See GC. Te vvcces. 107,509 
fae 177,371 
Hearst Magazines Inc. .. 735,802 
Heaven Hill Distilleries 43,820 
Heidelberg Brewing Co. 29,496 
G. Heileman Brewing Co. 118,552 
Be Me Rc ccces 969,949 
Heller-Sperry Inc. ..... 45,968 
A. T. Henderson Co. ... 38,238 
Jos. Hensler Brewing Co. 37,384 
Hershel California Fruit 
Products Co. ....... 216,336 
G. F. Heublein & Bros. 3,229 
Chr. Heurich Brewing Co. 56,214 
Sn GM. nccceciecces 28,489 
Hills Bros. Coffee Inc. . 


Chas. E. Hires Co. 
Hobart Mfg. Co. ...... 
Hoffman Radio Corp. .. 
Holland-America Line .. 
R. M. Hollingshead Corp. 
William Hollins & Co. . 
Hollywood-Maxwell Co. 

Henry Holt & Co. 
Home Bakers Inc. 
Home Lines Inc. 
H. P. Hood & Sons Inc. 
Hoover Co. 
Ferd. T. Hopkins & Son 
George A. Hormel & Co. 
Hortex Mfg. Co. 
Houbigant Sales Corp. . 
Houghton Mifflin Co. .. 
Housatonic Public Service 
House of Wesley 
House of Worsted-Tex .. 
Houston Light & Power Co. 
Hubinger Co. 
Hudepoh! Brewing Co. .. 
Hudson Pulp & Paper Corp. 
Hudson River Day Line 
Hudson's Bay Co. 
Hughes Aircraft Co. ... 
Hulman & Co. 
Humphrey's Medicine Co. 
Hunt Foods Inc. ...... 
Hunter Douglas Corp. .. 
Hygienic Products Co. . 
Hygrade Food Products Corp. 


Icelandic Airlines Inc. .. 36,357 
Idaho Advertising 

Commission ......... 83,523 
Ideal Cement Co. ...... 33,385 
Ideal Toy Corp. ....... 29,894 
Illinois Bell Telephone Co. 146,302 


Illinois Central Railroad Co. 208,213 


Illinois Meat Co. ..... 301,305 
Imperial Sugar Co. .... 39,535 
Indian Head Mills Inc. . 119,912 


Indiana Bell Telephone Co. 120,212 
Indiana & Michigan 

Electric Co. 56,341 
Indianapolis Power & Light 79,118 
Industrial Plants Corp. . 27,079 
Institute of Life Insurance 1,102,294 
Institute of Mentalphysics 63,168 
Insurance Co. of North 


SL tb ieiies eso 36,107 
International Business 

Machines Corp. ..... 320,541 
International Cellucotton 

Products Co. ....... 2,077,914 
International Harvester Co. 630,405 
International Latex Corp. 997,678 
International Milling Co. 154,963 
International Minerals & 

Chemical Corp. ...... 73,423 
International Nickel Co. 141,880 
International Products Co. 28.626 
International Shoe Co. . 270,642 
International Silver Co. . 91,811 
International Telephone 

& Telegraph Corp. ... 49,419 
International Union of 

Electrical, Radio & 

Mach. Workers,C.1.0. 154,693 
Interstate Bakeries Corp. 205,607 
Inter-State Nurseries Inc. 35,309 
Iodent Chemical Co. ... 34,830 
Iowa Power & Light Co. 66,581 

GRE coccccccccecse 45,408 
Iron Fireman Mfg. Co. . 33,036 
Iroquois Gas Corp. .... 111,760 
Italian Airlines ....... 96,063 
Jackson & Perkins Co 31,020 
Jackson Brewing Co. 122,040 
daeger Baking Co. ..... 32,967 
Jaguar Cars Ltd. ..... 60,468 
denney Mfg. Co. ...... 66,404 
Andrew Jergens Co. . 646,534 
Jewel House .......... 36,794 
J. D. Jewell Inc. ° 50,054 
Johnson & Johnson 1,714,839 
S. C. Johnson & SonInc. 872,729 
Robert A. Johnston Co 42,933 
Gaston Johnston Corp. 28,781 
Jonathan Logan ....... 89,930 
Juvenile Mfg. Co. ..... 40,090 
KLM Royal Dutch Airlines 358,214 
Kaiser Aluminum & 

Chemical Corp. ..... 130,135 
Kaiser Motors Corp. . 605,495 
Kaiser Steel Corp. .... 33,810 
Kansas City Power & Light 50,756 
Kansas City Southern 
Kasco Mills .......... 240,441 
Kasser Distillers Products 69,583 
Julius Kayser & Co. ... 75,096 
Kedvale Pharmacal Co. 43,100 
Kellogg Co. ......... . 1,355,155 
R. M. Kellogg Co. ........ 38, 
Kemper Approved 

Insurance Advisors 485,757 
NEED GE, ccccccvece 78,771 
Kennecott Copper Corp 168,547 
Kentile Inc. .......... 330,565 
Kern Food Products Co. 50,065 
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30,603 


} 
95,892 60,982 71,27 
84,453 
180,079 217,486 247,781 
108,514 141.089 163,230 
247.632 85.614 «8,771 
46878 61.290 56,476 
128,991 109,090 71,236 \\ 
37,857 37,208 434280 
63.939 39,071 26,611 
25,892 35,061 
1,339,626 976,808 1,329,151 
35,041 37547 ——— 
— 55.587 — 
72,936 93,285 85,951 
1,879,063 1,854,324 843,250 
713,467 912,605 814,343 
211.013 302.275 221,802 
36.087 40.983 
53,929 42,468 72,969 
213,810 251.994 253,470 
TD - wunpiesd’: lilies 
271.454 169,929 35,658 
59.344 105,472 
129,221 22,221 102,955 
281,061 321,522 175,223 
52,001 
43,594 43,355 42,601 
35.911 88.874 
76,533 43,368 
31.738 
39,620 26,727 
203,013 186,278 259,664 
84,674 32,367 26,284 
124.074 74.742 «80,723 | 
2,206,336 562,521 749,670 
33,603 25,933 25,707 
940,586 756,614 628,225 ) 
924,084 948,419 1,566,059 . 
49,699 83,859 —— | 
216,370 238,645 178,975 | 
3,286,784 1,499,204 1,998,153 
62,348 55,178 63,568 
55,774 43,672 44,608 
S08 wen ale 
2,355,426 951,486 1,601,717 
120,635 
$38,240 
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The Houston Post gained 4,648,402 lines of advertis- 

{ ing, making a grand total of 31,538,022 lines in 1955. This 
was the largest gain in Houston — 9th largest in the nation! 

In 1955, The Post showed highest gains in Houston in all 

six major advertising categories: Retail, General, Automo- 


GHROWICLE §=- 3. 56,041 
9.93% Lines Gained 


ge ° : 787,387 
tive, Financial, Classified, Legal. There is one basic reason aseinis titan 
for this accentuated swing to The Post — superior results! PRESS 

7.4% 


Get the new facts on Houston through your Houston 
Post salesman, or your Moloney, Regan and Schmitt 
representative. 


Linage gains, Jenuary | through December 31, 1955, vs same period 1954. Source: Media Records. 
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1955 

Keystone Camera Co. .. 99,643 
Keystone Macaroni Mfg. 32,346 
Kiekhaefer Corp. ...... 112,204 
King Midas Flour Mills 25,048 
Kirsch's Beverages Inc. . 95,725 
Kitchen Art Foods Inc. . 51,843 
Kitchens of Sara Lee Inc. 78,843 
Knapp-Monarch Co 55,707 
Knights of Columbus . 259,555 
Alfred A. Knopf Inc. .. 131,485 
Knouse Foods Cooperative 69,171 
Knox Company ...... 373,394 
Knox Gelatine Co. 162,473 
Knudsen Creamery Co. 

of California ...... 140,358 
Krantz Brewing Corp. .. 25,929 
Kress & Owen Co. .... 28,111 
Kretschmer Corp. ..... $3,177 
Krey Packing Co. ..... 124,768 
G. Krueger Brewing Co. 81,772 
Laclede Gas Co. ....... 102,489 
L’Aigion Apparel Inc. .. 109,337 
Lakeland Nurseries Sales 86,858 
GaP BRE. ccccccccsss 65,131 
Landers, Frary & Clark . 43,889 
Land O'Lakes Creameries 568,543 
Langendorf United 

Bakeries Inc. ....... 546,947 
Lanole Products Inc. ... 31,691 
Lanolin Plus Inc. 1,368,423 
Lan-0-Sheen Inc. ...... 65,515 
SOON TES Wdad cdocees 36,384 
Larus & Brother Co. .. 56,478 
Latrobe Brewing Co. ... 39,872 
Lavelle Rubber Co. .... 25,494 
Lavoptik Co. Inc. ..... 39,895 
Lea & Perrins Inc. .... 38,851 
B68 GBB. civic vccvcens 88,084 
Thomas Leeming & Co. . 691,177 
dames Lees & Sons Co. 42,534 
Lehn & Fink Products Corp. 38,211 
Leisy Brewing Co. ..... 42,109 
Lemon Products 

Advisory Board ...... 443,133 
Lever Bros. Co 7,672,939 
Lewis Food Co 47,164 
Lewis Howe Co. ....... 730,686 
u ee 176,508 
Louis L. Libby Food 

Products Inc. ...... 28,930 


Libby, McNeill & Libby 742,304 
Liberty Mutual Insurance 240,371 


Liebmann Breweries Inc. 2.029.431 
Life Savers Corp. ..... 396,077 
Liggett & Myers Tobacco 1,569,970 
Lily of France Inc. .... 119,789 
Linco Products Co. .... 52,170 
Lion Inc. (Gibbons 

Brewery) .......... 31,518 
Lion OW) Co. ......... 93,717 
Liened Corp. ......... 76,460 
J. B. Lippincott Co. ... 65,668 
Little, Brown & Co. ... 89,267 
Lockheed Aircraft Corp. 349,945 
Loew's Theaters Inc. ... 161,601 
Lone Star Brewing Co. . 37,823 
Lone Star Gas Co. .. 107,392 
Longine-Wittnauer Watch 137,169 
Longmans, Green & Co. . 25,553 
P. Lorillard Co. ....... 726,813 
Los Angeles Department 

of Water & Power ... 60,923 
Louisville & Nashville 

Railroad Co. ....... 176,825 
doe Lowe Corp. ....... 209,521 
Lucky Lager Brewing Co. 26,734 
Lufkin Rule Co. ....... 3,046 
George W. Luft Co. ... 35,584 
ete We GL vic cciceccs 310,143 
MacMillan Co. ..... xv 75,729 
Magee Carpet Co. ...... 92,104 
Maiden Form Brassiere Co. 499,897 
Maine Sardine Industry 68,614 
Herold Mangels Co. 41,647 
Manhattan Shirt Co. 41,647 
Manhattan Soap Co. ... 775,130 
B. Manischewitz Co. ... 62,067 
Marboro Books ....... 45,885 
Marcalus Mfg. Co. ..... 47,679 
Martin Travel Bureau .. 43,528 
Joseph Martinson & Co.. 60,842 
Mass Markets Publications 25,032 
Mastic Tile Corp. of 

RET occcccccewr s 
Maule Industries Inc. .. 29,516 
Oscar Mayer & Co. ... 464,448 
Bete Ge. is cciccse 124,614 
€. J. McAleer & Co. .. 30,348 
| aaa 317,769 
McCormick & Co. ..... 062 
McGraw Electric Co. ... 28,492 
McGraw-Hill Publishing 130,355 
Mclihenny Co. ........ 76,514 
McKesson & Robbins Inc. 515,223 
W. F. McLaughlin & Co. 61,468 
Mechanical Products ... 103,806 
Megs Macaroni Co. .... 27,980 
_ 4 ear 28,177 
Mennen Co. .......... 733,764 
Mentholatum Co. ...... 310,097 
Meredith Publishing Co. 242,534 
Merit Clothing Co. .... 70,962 
Merit Greeting Card Co. 42,990 
M. J. Merkin Paint Co. 32,014 
Merritt-Chapman & Scott 157,949 
Messing Bakeries Co. .. 27,428 
Metal Textile Corp. ... 26.738 
Metropolitan Edison Co. 32,058 
Metropolitan Life 

Insuvance Co. ...... 57,821 
Metropolitan Transit 

Authority of Boston 34,432 
Metropolitan Utilities 

DE bas phe decees 27,549 
Metzger Dairy Co. ..... 53,489 
Joseph H. Meyer Bros. . 44,439 
Michigan Bell Telephone 161,164 
Michigan Bulb Co. .... 183,640 
Michigan Consolidated G 120,800 
Michigan Milk 

duane 25.047 


3954 1953 1952 1951 1955 
so ee —— | Michigan Mutual Liabiti 263 
25,581 —— 31,717 33,318 | Michigan Peat pp 33.084 
94,009 _- tld Continant Petroleum 274,264 
pe —— idland Pharmacal Corp. 68,980 
45,341 161,681 32,000 ————=! Louis Milani Foods inc. 27,199 
— 27,443 48,315 109,347 | Miles Laboratories Inc. . 273,771 
71,270 29,393 Milk Foundation Inc. .. 170,365 
EEN ——! ————- | Miller Brewi Eee ‘ 
227,233 190,602 163,630  173,016| Milner Susteam to. one “oon 
100,860 128,210 159,571 174,459)|Miinct Co. ........... 158,332 

Mi p ai oon . 
312,880 349,749 329,935 392,944) minneapolis pommel am 
197,947 150,235 92,267| Regulator Co... .... 27,301 
Minnesota Macaroni Co. 25,636 
142,831 59,471 63,477 —85,650| Minnesota Mining & Mfg. 197,402 
ome Minute Maid Corp. .... 909,044 
Mishawaka Rubber 
ase 63,615 79,427  66,427| Woolen Mfy. ... 102,806 
y -_— — Mississippi Shippi Co. 44,627 
138,633 378,312 201,297 151,699| wissourt- Kansas Tones 
SE seen wid didiina die 26,901 
L Missouri Pacific Lines . 68,545 
Mitchell Mfg. Co. ..... 57,117 
Monongahela Power Co. . 41,123 

97,188 79,479 49,567 69,738 - 

Monsanto Chemical Co. . 2,163,223 

104,871 47,761 63,642 71,068 | Montamower Distributing 40,563 
| Jules Montenier Inc. ... 180,574 

| Monticello Drug Co. ... 34,282 

payee saane A -. F4 Benjamin Moore & Co... 64,054 
. . A P | Moore-McCormack Lines 33,857 

| John Morell & Co. .... 905,407 

520,765 271,527 299,377 347,269 | Philip Morris & Co. ... 4,805,642 
Norman M. Morris Corp. 52,908 

oe William Morrow & Co. 27,372 

i 121,315 
44,476 38,912 Tj ogy A ~ 

jotor Products Corp. .. ] 

ane SES BN Nl cues bee. ........ 532,447 

| Mountain States Telephone 

33.951 34516 34821 | & Telewraph Co... 74,993 

| Mr. Becton Distt Inc. 45.965 

r. on Distiller Inc. . 

‘a Saka ‘a ee on Baird’s Bakeries Inc. 103,728 
136,847 449,452 298,455 217,114 | Mrs. Tuckers Foods Inc. 451,780 
30,464 26,933 26,103 |C. F. Mueller’s Co. ... 145,257 

¢ “ EE SE ténnacvece 147,462 
515,006 <mus  anumen| Sevey Corp. of America 160,309 

6,803,797 10,660,745 12,878,250 11,537,206 | Musical Master Piece 

37.837 39.016 Seclety Inc. ........ 42,634 
735,363 755,361 704,770 grass ee ee 
—_— SS VAATED | natu! Benefit Health & 

| Accident Assn. ...... 1,182,428 

Mutual Benefit Life Insurance 50,436 

a a a ae Mutual Citrus Products Co. 43,713 

2,435,829 2,067,872 2,054,746 1,670,279 | Mutual Shoe Co. ...... 48,528 
450,479 319,304 396,322 173,646. 
3,628,065 1,920,517 911,161 263,105 
117,359 103,843 97,176 124,172 | 

TOT = BNE SSIG(AGTTS | attey’'s Ine. ......... 83,299 
25608 «317 srr suger  Neravmatt_ Bresing Co, 80,436 
78,685 34,489 48,181 70,581 : , “ x 

" Nashville Electric Service 29,754 
206.944 167,540 182,995 177,593 Nashville Gas Co 31.720 

35,086 61,256 77,328 101,911 National Airlines Inc. .. 1,130,551 
83,454 124,449 70,542 141,577 | ational Biscuit Co 2 3.528.133 
91,260 38,717 43,117 108,658 National Board of See _* 
114,748 170,821 348,435 402,670 | “*)ounl Board of Fe as 

55 281 122 197 gg rwri ers eeosece ’ 

85.564 65.151 42 828 31,393 National Brewing Co. .. 138,940 

“ 53.116 . 54.17 4) National Cash Register Co. 27,973 

. 4 | National Cranberry Assn. 351,644 

Sy oi, | National Dairy Products 4,811.426 

1,202,477 2,136,195 702,989 pert National Distillers Prod. 6,715,088 

National Gypsum Co. ... 94,673 

78,746 66,776 57,683 9,175 | National Homes Corp. .. 85,053 

National Lead Co. ..... 82,431 

onan Ra onan = National Oats Co. ...... 80,305 
202.756 223.651 116 728 96.54 National Paper Corp. of 

67.913 80.025 112.425 109,345 Pennsylvania Keinstese 62,148 

“ 64.764 120.400 61931 | National Selected Products 286,311 

‘ * “ | National Steel Corp. ... 71,391 

| National Sugar Refining 131,667 

M | National Trailways Bus Sys. 213,502 

National Union Fire Insur. 25,305 

154,204 273,586 253,162 408,609 Nationwide Mutual Insur. 941,134 

103,180 80,227 160,212 187,195) Nebraska Cons. Mills ... 1,120,821 

108,314 106,838 —_-  ———_.| Nebraska-lowa Electric Coun. 27,862 

448,200 165,686 248,127 ——— = Necchi Sewing Machine Sis. 109,678 

47,554 26,436 212,505 132,840) Nehi Corp. .......... 463,250 

Thomas Nelson & Sons . 50,602 

54,446 32,564 50,174 62,716 Nepera Chemical Co. ... 136,507 
387,179 393,454 628,637 482,547) Nestle Co. ........... 2,772,989 
43,359 45,748 34,228 54,522 Neuhoff Packing Co. ... 29,306 
27,319 31,212 72,832 New England Confectionery 28,078 

881 87,271 29,796 | New England Telephone & 

4278. — Telegraph Co. ....... 118,336 
55,223 60,202 27,245 ——— | New Jersey Bell Telephone 193,563 
42,153 IN & Sons ..... 35,574 

| New Orleans Public Service 62,601 
239,652 41,964 77,642 | Newport News Shipbuilding & 

| Ovydeek Ge. ....000. 29,077 
429,229 474,928 330,640 264,947) New York Central System 870,241 
775,916 745,614 371,353 451,260 New York Factory Doll Co. 34,211 

37,879 New York Life Insurance 143,657 
121,219 155,074 71,052 92,058 New York Natural Gas & Oil 
241,288 187,811 191,094  223,339| Resources Committee . 68,486 
56,655 33,350 37,424 New York, New Haven & 

147,615 65,340 186,807 215,608 Hartford Railroad Co. 198,121 

49,383 64,879 110,925 85,222 | New York News ....... 76,474 
540,246 342,137 1,523,246 829,909 New York Shipbuilding Corp. 84,578 

89,404 145,882 94,381 New York State Insur. . 50,454 

o_o — New York Telephone Co. 744,320 

34,233 25,918 New York Times ...... 30,325 
—— Niagara Frontier Transit 

1,095,313 417,060 855,388 311,647 System Inc. ........ 30,102 

403,616 589,794 526,346 546,031 Niagara Mfg. & Distributing 26,641 

181,713 48,451 —— — Niagara Mohawk Power . 145,866 

69,925 —— ——— Nicolay-Dancey Inc. .... 26 244 
377 —— a ——— Niresk Industries Inc. .. 32,900 
—— —a— —— | Nolde Baking Co. ...... 33,400 

— ——— | Noma Lites Inc. ....... 41,572 

60,568 4372 —— ——— Norfolk & Western Railway 142,156 
— — —— Norris Inc. .......... 35,084 
——o a North American Accident Insurance 

Co. of Chicago ...... 48,248 

88,469 65,087 67,001 92,626 | North American Airlines Inc. 

(Agenty) § .....6555- 235,491 

46,304 _—_— — | North American Aviation 286,338 
| North American Companies 239,805 

a North American Philips Co. 121,472 
—— 42,359 ——— | North Central Airlines . . 62,420 

50,394 25,422 29,321 35,035 Northam-Warren Corp. .. 97,939 
187,567 156,562 172,096 205,040 Northeast Airlines ..... 42,784 
138,178 141,867 190,347 145,282 | Northern Indiana Public Serv. 59, 
140,828 126,317 86,188 70,791 | Northern Pacific Railway 103,471 

| Northern States Power Co. 154,156 

53,930 _ -_ Northwest Memorial Hospital 44,726 


OP ee i ee a SS ES 


1954 1953 1952 1951 | 1955 
72,353 65,089 75,635 74,862| Northwest Orient Airlines 829,346 
quan ES — ——— | Narthwestern Bell Telephone 209,707 
357,933 238,777 263,896 233,201|W. W. Norton & Co... 27,694 
80.896 56998 —— — | Norwich Pharmacal Co. . 355,197 
83.456 97,508 47,168 | Novi Air Conditioning Corp. 64,818 
319,010 564,181 292,578  316,138| Noxon Inc. ........... 30,320 
126,902 64,506 32,344 40,656| Noxzema Chemical Co 678,214 
500,078 347,168 122,351 194,474 
30,091 81,427 49,466 
135,843 168,237. 141,283 121,227 

Oakite Products Inc. 128,258 
—— 36,299 37,580 60,722) Ocoma Foods Co. ...... 65,070 
Gti | Oertel Brewing Co. .... 205,172 
100,921 639,733 202,862 187,019| Ohio Bell Telephone Co. 267.903 
74,403 175,604 66,805  288,669| Ohio Edison Co. ...... 94,612 

Ohio Fuel Gas Co. .... 35,551 
124,375 asve — |) | ee 99,451 
38,211 aSxgS oo 0-Jib-Wa Medicine Co. . 46,484 

O'Keefe & Merritt Co... 32,232 
—— 54,075 52,528 42,494| Oklahoma Natural Gas Co. 32.061 

68,845 59,871 58,435  55,882/ Old Joe Distillery Co... 25.154 
85,446 63,227 Old Reading Brewery Inc. 37,918 
42,131 33,463 38,001 32,145| Olga Coal Co. ........ 30,038 

4,101,841 1,690,456 164,927 Olin Mathieson Chemical 287,650 

99,286 99,350 61,519 48,949! Olive Tablet Co. ...... 56,091 
111,642 194,033 94,026  165,579/ Olivetti Corp. of America 30.472 
62,909 84, 102,032  95,504| Olympia Brewing Co. .. 187.962 
30,259 a Ch shbhebe cies 77,797 
78,555 158,599 133,519 147,067] Orange-Crush Co. ...... 32,080 
543,731 121,531 82,869 Oregon-Washington-California 

1,245,847 3,260,626 3,806,571 2,807,278| Pear Bureau ........ 59,142 
40,376 — 2 - eee 53,206 
30.096 59,176 44,042 101,164| Henry F. Ortlieb Brewing 58,212 
304,729 249,595 247,998 316,347] Ostrex Co. ........... 69,157 
O'Sullivan Rubber Corp. 35,226 
— 46,569 131,291 83,918] Otoe Food Products Co. 28,167 
372,046 979,999 1,059,757 512,089| Outboard Marine & Mfg. 280,553 
Outdoor Tips by Joe Denny 31,841 

55, 51,329 46,329 45,672] Ovelmo Co. ........... 27,753 
160,931 218,231 141,905 148,228] Owens-Corning Fiberglas 26,058 
59,340 76,267 Oxford University Press Inc. 38,924 
108,537 127,452 133,669 146,928 
441,214 271,662 133,124 96,797 
123,635 79,556 48,619 
143,900 48,217 62,830 62,934 

Pabst Brewing Co. ..... 1,378,172 
Pacific Citrus Products Co. 28,015 
Pacific Coast Paper Mills 

84,300 61,388 54,836 31,378| of Washington Inc. .. 134,857 

283,833 321,057 396,730 469,068) Pacific Gas & Electric Co. 224,731 

Pacific Mutual Life Insur. 26,594 

1,203,130 899,620 658,515 59,553| Pacific Northern Airlines Inc. 42,698 

aut — ———— | Pacific Power & Light Co. 47,564 
42,705 4075 —— ———| Pacific Telephone & 

as —— a Telegraph Co. ...... 717,204 

Packard-Bell Co. ...... 51,981 

N | $16,381 

Paddington Corp. ...... 25,408 

seni uae ees a ~ ese aa 

’ m é asbabiog 3 

55,874 121,250 183,155 ——| pan american Coffee Bureau 146.651 

74,658 77,646 35,694 37,852! pan American World 
26,299 26,098 I cin cs whats 1,355,172 
33,196 © 27,060 27,940 25,893 | pantheon Books Inc. ... 43.376 

1,003,189 910,519 783,970 692,371) paramount Pictures Corp. 43.332 
2,354,007 1,488,834 944,271 1,018,444) partums Corday Ine. 25.234 
Park & Til 
121,448 113,019 116,132 84,456| parte com a eee “sa'sa2 
78,803 140,768 113,506 —87,943| barter Pen Co. ....... 186.607 
403,299 472,895 129,563 158,939 see. oe poo 
3,338,891 3,788,571 2,648,329 3,242,574 Patterson-Sargent a 91618 
6,718,375 6,403,887 4,610,218 6,290,430 paxton & Gallagher Co. 100,481 
107,116 25,889 Pearl Brewing Co. ..... 108,614 
131,601 171,668 128,542 80,536| penick & Ford Ltd... 131.389 
194,331 50,949| peninsular & Occidental : 
71,393 «78,571 = 54,442 = 52,373/ Steamship Co. ..... . 42,248 
Pennsylvania Electric Co. 36,157 
51,111 54,952 181,180) Pennsylvania Power & Light 84,692 
214,288 107,335 66,815 Pennsylvania Railroad .. 169,351 
127,736 258,626 77,866 131,625! pennsylvania Threshermen & 
51,328 50,002 54,471 80,466) farmers Mut. Cas. Ins, 43,127 
186,832 249,523 70,252 64,820 | Peoples Gas Light & Coke 327,971 
———"| Peoples Natural Gas Co. 30,926 
Pepperell Mfg. Co. .... 35,728 
744,626 784,756 194,465 —| Pepperidge Farm Inc. .. 159,055 
—— —— ——i abe Os ........ 2,314,609 
152,976 143,660 ——— -—| Perfection Industries Inc. | 33,622 
562,335 99,123 27,154 89,866! pet milk Co. ......... 64,912 
50,765 86,291 65,866 ———— | Peterson Ointment Co. 62,778 
114,715 520,495 | petri Wine Co. ........ 144,621 
2,344,852 2,455,558 1,484,158 885,628 | pratt american Sales Corp. 350,384 
27,447 28,701 27,737 25,989 | preitter Brewing Co. 209,145 
eee li 168,162 
Phenix Enterprises Inc. . 36,429 
121,051 114,555 104,528 156,921) phitadelphia Bulletin 72.537 
170,452 165,628 141,833 134, Philadelphia Electric Co. 180,591 
109,165 120,439 101,711 68,202 | phitadelphia Gas Works Co. 113,523 
67,638 63,447 54,388 61,898 | Phileo Corp. ......... . 990,716 
Phillips Card Co. ...... 54,247 
es Phillips Petroleum Co. .. 1,519,645 
236,522 446,426 383,773 351,206) Piedmont Aviation Inc. . 106,754 
Piedmont Natural Gas Co. 46,455 
80,750 42,423 164,813 | piel Bros. ..........-. 404,867 
| Pierce’s Proprietaries Inc. 57,761 
| Pillsbury Mills Inc. .... 1,608,694 
Pilot Life ’ 5, 
134,047 92,223 80,863 Pinex Co. — . <a 203,458 
82,297 96,595 88,363 74,068 Lydia E. Pinkham 
— ks wadade « 166,230 
—_- -_—_—-_ —_—_—_—_——__ —! Pio Winery .......... 1, 
646,079 470,419 407,855 393,871 | piper Baking Co ae 
71,950 83,792 82,785 123,017) pittsburgh Brewing Co. . 72,440 
| Pittsburgh Plate Glass Co. 311,318 
Pittsburgh Railways Co. 27,614 

31,987 85,074 | Planters Nut & Chocolate Co. 28,912 
136,040 121,189 123,417 49,575! plastone Co. .......... 077 
51,860 69,386 34,472 52,116, Pleasant Tours ........ 27,144 

34,873 = 41,523 33,115 | Plough Inc. ........... 942,678 

34,914 26,398 ———| Poirette Corsets Inc. .. 40,298 

67,188 151,485) Aa. H. Pond Co. Inc. .. 30,028 

136,900 139,348 117,069 + 132,588| Portland Cement Assn. . 206,720 
46,421 —— 43,276 49,102) Portland Gas & Coke Co. 41,714 
Portland General Electric 34,109 

34,531 66,938 104,620 94,215 | Potter Drug & Chemical 197,006 
Power Products Inc. .... 324,819 

162,259 236,427 229,732 268,818! Prentice-Halt Inc. ..__. 120,515 
73,943 234,665 65,103 44,295) Procter & Gamble Co. .. 7,946,306 
728 Producer's Dairy Co. ... 47,456 
171,915 157,644 83,501 ———| Product Pictures Ine. .. 129,165 

34,723 28,738 ————— | Progressive Farmer .... 50,000 
246,619 325,206 164,695 185,202 | Providence Gas Co. .... 48,128 
57,142 47,878 94,260 125,071) Prudential Insurance Co. 

51,926 47,306 56,349  53,431| of America ......... 1,415,597 
110,772 140,334 125,511  76,399| Public Service Co. of 
116,666 107,885 84,525 104,950! Colorado ........... 73,496 
7733 — ——— ——| Public Service of NJ... 270,418 


1954 1953 s«1952 
600,805 515,350 338,508 

200.729 143.497 164.219 

61,690 37.242 36,606 

861.972 1,151.435 978.210 

33,117 31,387 31,185 

'969 1,293,402 1,040,412 

48,005 88,923 53,307 

94.032 

173,216 100,404 119,906 

190,584 166.037 187.487 

70.802 67346 54.431 

27,579 32024 27.051 

239,390 211.929 275.357 

45.427 34,461 27.155 

<a we 

48,357 40,870 60,317 

27,356 49,917 «25,271 

58.432 

129,879 145,693 194,954 

146,687 150,785 115,450 

—— 50549 104.045 

59,295 37.410 

29,000 25,705 

57,367 65,397 56,539 

72,767 61,117 62,635 

60881 —— 

277,396 223,369 

78.025 81151 67,276 

a 25,355 

27,115 34,941 

48522 71.712 56.290 

372,795 311,736 181,157 

83.718 

137,404 109,599 97,669 

199,042 189951 183.028 

34,221 

38,097 35,039 

42,791 — 

549,092 601,160 626,217 

46.129 331.805 337.068 

501,065 419,215 975,852 

41569 29,057 26,748 

215,453 224,620 354,200 
1,130,703 1,070,800 892,298 

34,070 91,797 «88,181 

903,970 1,238,023 1,408,053 

—— 100,904 108,145 

36,582 334.331 303,817 

54,507 31. 

36,746 29,850 35,713 
103,284 182,772 175,528 

86.936 41941 84.886 

46,914 429,866 218,638 

38,820 30,984 31,726 

29.967 26.916 

35,620 56591 110,996 

161,525 578.227 385,006 
a 

225,309 226,746 65,952 154,621 
Det seed 
1,543,614 1,748,637 621,962 319,960 
274,548 753,377 (174,925 157,739 
60.591 81906 75755 75.215 
113,505 39438 94658 56.170 
——— 2 one 

162,96 76.410 136.688 
223,555 197.321 126,762 147.272 
133,200 89,523 

145,983 155.437 154,195 168,592 
100,210 94.413 37.021 «97,982 
1,349,976 2,602,374 1,136,055 3,318,021 
1,519,911 675,767 1,181,982 790,710 
77. 43.755 $3,216 
38. 

680,474 193,564 269/14 633,860 
30. 50,251 89.356 
907,095 812,377 980,906 1,967,648 
7.690 51796 31,732 ——— 
221,983 344,692 433,482 425,695 
67.201 —— 32793 56077 
49,463 60,383 77.002 ~—«60,353 
95,052 57,905 36.288 49,911 
224,354 154124 232245 136.347 
76,651 135,291 88,906 50816 
106,005 122819 44220 ——— 
834,465 833,649 806,617 915,167 
cinta | Same cou 
a  thdit® “dapat: cele 
320,505 111,677 94861 30,928 
174,780 167,596 153,077 193,780 
200,617 ctl 
79,598 47,994 89,752 53,537 
7,251,400 7.997.151 7,973,507 14,179,190 
44,336 «60,757 37548 
a ae -ce sca 
1,239,630 927,441 1,197,707 596,585 
68.659 62,078 61,378 52,206 
274,916 369872 184,686 213,522 
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Hilton Hotels Corporation recognizes Kansas 
City's fast-rising metropolitan status! The home 
of the Kansas City A's is now to have the 1,000- 
room, $18,000,000.00 Hilton Hotel pictured 
above. This magnificent |4-story facility, sched- 
uled for completion in 1958, will greatly increase 
Kansas City's attraction for big events. Its im- 
pact on Kansas City sales and business will be 
tremendous. Sell this dynamic market with the 
Mid-West's number one media buy! 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murroy Hill 3-6161 GArfield 1-2003 


CONRAD HILTON says— 


“Kansas City is one of the cities 
which has been selected as quali- 
fying in every respect to become 
a part of the vast Hilton inter- 
national hotel system. ... The 
Kansas City Hilton, as planned, 
will enable Kansas City to take 
its place as one of the great con- 


vention cities of the world.” 
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1955 1954 
Public Service of Northern 
Illinois eatenceees 254,391 90,649 
Publicker Industries Inc. 1,777,961 1,945,487 
Puerto Rico Economic Development 
Administration ...... 439,427 493,268 
Pare OS GB. wirnicccsves 642,200 369,871 
Purex Corp. Ltd. ...... 737,422 1,000,881 
I. Putnam Inc. ........ 29.921 28,301 
G. P. Putnam's Sons ... 48,163 38,489 


Pyramid Life Insurance Co. 30,430 


Quaker Oats Co. 
Quality Dairy Co. 
Quality Importers Inc. 


91,395 
162,084 


R.K.0. Pictures Corp. .. 172,187 


Radio Corp. of America 


Q 


2,592,870 2,196,409 


106.875 
86,560 


R 


2,365,579 1,569,702 


Rainier Brewing Co. 131,578 140,865 
Ralston Purina Co. 84,894 408.151 
Ramo-Wooldridge Corp. . 49,996 
Random House Inc. .... 166,108 108,580 
Rath Packing Co. ..... 194,065 41,504 
Raytheon Mfy. Co. 92,730 43.726 
Readers Digest Assn. ... 794,341 564,559 
Ready-To-Bake Foods Inc. 66,220 86,897 
Real Gold Co. ........ 43,764 38,940 
Reardon Co. .......... 142,950 80,859 
Recipe Foods Inc. ...... 76,843 
Red Top Brewing Co. ... 136,406 312,287 
Reddi-Wip Inc. ....... 115,738 320,619 
Reeves Bros Inc. ...... , 
Regal Amber Brewing Co. 44,960 40,280 
Henry Regnery Co. .... 25.982 
Wm. B. Reily & Co. ... 85.874 44 694 
Renfield Importers Ltd. 1,298,745 1,092,655 
Rennel Corp. .......... 57.578 102,891 
Renuzit Home Products Co. 26,518 
Reo Motors Inc. ...... 148,409 86,424 
Republic Aviation Corp. 170,141 
Republic Hardware & Supply 44,216 
Republic Steel Corp. 101,817 102,008 
Research Book Co. ..... 62,482 
Resinol Chemical Co. ... 143,505 142,760 
Revere Camera Co. ..... 74,667 41,646 
Ratan BAG, cccezescoce 685,252 1,589,450 
Rex Research Corp. .... 33,095 
Rexall Drug Co. ...... 323,667 85,984 
Reynolds Metals Co. ... 86,840 43,807 
R. J. Reynolds Yobacco 3,793,402 3,100,393 
Rheem Mfg. Co. ....... 117,483 79,469 
William S. Rice Inc. .. 29,923 30,766 
Richfield Oi! Corp. of 

SNE i md eeeme ae 245,029 451,569 
Richfield Oi Corp. of N.Y. 366,490 294,931 
Richmond-Chase Co. .... 114,263 41,588 
Rinehart & Co. Inc. ... 57,886 65,051 
P. J. Ritter Co. ....... 50,601 
Rival Packing Co. ..... 383,995 460,099 
River Brand Rice Mills . 39,929 
Rochester Gas & Electric 96,801 95,931 
Rockwell Spring & Axle Co. 166,052 167,039 
Rockwood & Co. eobe 73,963 125,501 
Rolley Inc. ...... 70,568 87,890 
Roman Cleanser Co. 179,109 §=214,956 
Roman Meal Co. ose, Ae 86.410 
Roman Products Corp. 26,091 
Ronson Corp. ......... 49,173 238,474 
Rootes Motors Inc. .... 42,434 66,094 
Roux Distributing Co. Inc. 86,995 
Royal China Inc. ...... 31,809 
Royal-McBee Co. ...... 77,045 
Rubei’s Baking Co. .... 27,096 43,214 
Helena Rubinstein Inc. . 268,945 330,187 
S. Rudofker’s Sons Inc. 36,047 73,430 
Jacob Ruppert ........ 515,975 315,585 
Rushmore Paper Mills Inc. 44,498 
Russell-Miller Milling Co. 29.226 
Rust-Oleum Corp. ..... 67,833 48,059 
Oe 3S eee 58,892 67,899 
S & W Fine Foods Inc. 234,218 304,468 
Sabena Belgian World 

Airlines ....... ade 180,709 
Sacramento Municipal Utility 

GED .Saxccstdccce 29,343 
St. Lowis Public Service Co. 31,754 
St. Lowis-San Francisco Ry. 27,733 29,927 
Salada Tea Co. Inc. ... 33,518 100,494 
San Francisco Brewing Corp. 140,179 135.224 
Sandia Corp. .......... 26,323 
Sandura Co. ..... 78,663 54,609 
C. F. Sawer Co. ...... 153,317 124,006 
Savannah Sugar Rfg. Corp. 50.608 
Savoy Foods .......... 28,874 47,949 
Sawyer’s Inc. ......... 69,481 28,390 
Scandinavian Airlines Sys. 366,198 264,111 
F & M Schaefer Brewing 551,932 750,051 
Adam Scheidt Brewing Co. 124,224 100,942 
Schenley Industries Inc. 5,925,590 6.157.600 
Schering Corp. 219,060 
Schieffelin & Co. ...... 121,153 93,668 
Jos. Schlitz Brewing Co. 706,432 1,186,560 
Schmidt Baking Co. 39,849 39,095 
C. Schmidt & Sons Inc. 329,843 216.651 
Schnadig Corp. ....... 295,469 
Scholl Mfg. Co. Inc. ... 315,043 302,495 
S A. Schonbrunn & Co. Inc. 58,035 126,953 
Schuler Foods Tuc. . 43,269 42,135 
Scott-Atwater Mfg. Co. Inc. 41,924 47,375 
Scott Paper Co. . 257,272 287.126 
Scott Petersen & Co. .. 38,886 35.762 
0. M. Scott & Sons Co. 136,394 72,684 
Scranton Electric Co. 29,608 27,315 
Chas. Scribner's Sons .. 81,377 115.992 
Scripto Inc. én 234,192 113 613 
Scudder Food Products . 73,004 47,146 
Sea Breeze Laboratories Inc. 35,241 a 
Seaboard Air Line Railroad 179,061 149,781 
Seabrook Farms Co. .... 122,089 285.289 
Sealy Inc 150.142 123.243 
Seapak Coro. ybeeds 39.678 
Security Mutual Life Insur. 28,546 -— 
Seeck & Kade Inc. ... 100,468 132.946 
Seeman Brothers Inc. 232,360 107,640 
Sentinel Radio Corp. ... 41,046 67,464 
Serta Associates Inc. 87,712 103.166 
Serutan Co. ...... 429,135 396,492 
Servel Inc. 53,195 74,282 
Seven Up Co. ......... 263,665 967,994 
John Sexton & Co. .... 149,498 106,040 


1953 1952 
2,147,879 1,403,435 
87,570 41,823 
410,205 335,982 
438.177 228.636 
26,157 
51,222 35,371 
71,237 25,032 
3,106,819 2,614,988 
68,799 40,959 
69,197 97,928 
2,014,300 1,748,712 
175,833 77,176 
261.642 370,052 
106,736 140,635 
113,970 181,416 
119.889 206.858 
385,559 309,130 
34,808 — 
152,519 150.365 
40.220 
161,141 118,010 
273.063 328.136 
102,298 41.454 
35.643 
38,328 
984,696 752.946 
122,566 155.484 
151.904 
56,718 73.724 
134,110 129,756 
88,507 99.172 
175,307 =: 154,347 
305.676 466,944 
45,572 
87.541 
223,289 
3,722,361 3,331,311 
98,038 
38,307 42,974 
553,374 428,554 
53,465 72,234 
47,206 43,936 
389,748 245,148 
35,617 
293,707 
74.175 = 114,775 
30,585 
216,076 167,388 
87,383 796 
39,387 118,316 
204,136 174,574 
171,961 
48,847 
699,829 874,924 
72,459 37,087 
436,038 465,587 
38,669 36,284 
32,799 74,486 
29,088 
128,234 97,608 
206,901 51,713 
136,862 66,325 
25,961 32,165 
100,739 439,477 
91,306 113,370 
84,046 
40,963 42,215 
40,963 42.215 
215,212 132,216 
631.093 911.757 
139,928 96,367 
7,269,150 6,354,098 
95.072 59.354 
1,081,691 586,811 
28.078 41,452 
286.851 202,389 
262,725 263,272 
73,493 
538,146 886,683 
42.700 35,762 
35,539 
88,121 65.181 
263,400 72,722 
109,110 51,469 
146,706 114,772 
293.454 124,505 
128.696 67,795 
185.419 195,265 
97,464 93,165 
56.911 
360,963 117,239 
313,975 131,345 


2, 


2. 
1, 


3, 


6. 
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366,195 


2 
S 


131,496 


1955 
Sele Ge an cntdctexs 146,896 
G. Shaw, Munson Co. Inc. 25,082 
Shedd-Bartush Foods Inc. 30,131 
W. Sheinker & Son Inc. 65,939 
Lol, & eae 2,407,907 
Sherwin-Williams Co. 100,069 
en ee 77,120 


Shiloh Metal Products Co. 28,048 
Shulton Inc. 


4 ror . 33,862 
Simmons Co. ...... ++. 413,445 
Simmons Tours Inc. . 58,721 
Simon & Schuster Inc. . 224,818 
re 483,412 
Simplicity Mfg. Co. 28,781 


Simplicity Pattern Co. Inc. 35,972 


Sinclair Refining Co. 939,410 
Siroil Laboratories Inc. 87,012 
Stelty ON Ce. ........ 231,083 
Skinner Mfg. Co. ...... 29,040 
A. 0. Smith Corp. ..... 136,799 
Alexander Smith Inc. 207,304 
Smith Brothers ....... 110,441 
Smith-Corona Inc. ..... 130,090 
Gilman B. Smith Co. Inc. 25,937 


Smith, Kline & French Labs. 31,245 
Ge GR cedncceces 68,763 
F. 4. Snow Canning Co. 56,862 
Secony-Mobil Oil Co. Inc. 2,562,350 


Sophie Mae Candy Corp. 92,007 
ST, ebskbedeeee 26,232 
Soule Steel Co. ...... 35,575 


South Carolina Elec. & Gas 33,703 


Southeast Airlines ..... $9,693 

Southern Airways ..... 34,031 

Seuwthern Bell Telephone & 
Telegraph Co. ....... 465.690 


Southern California Gas Co. 242,349 
Southern Comfort Corp. 37.262 
Southern Co. 178,690 
Southern Ind. Gas & Elec. 75,044 
South. New Eng. Telephone 100,253 
Southern Pacific Co. ... 366,334 
Southern Railway System 165,120 
Southern Union Gas Co. 46,384 
Southwestern Beil Teleph 251,375 
Southwestern Life Insurance 29,250 
Spaulding Bakeries Inc. . 38.207 
Spears Chiropractic Sanitarium & 
Hospital 77,627 


SS GR vaskeseceee. 29,581 
Speedway Petroleum Co. 25,874 
Sperry Rand Corp. ..... 168,673 
Spreckels Sugar Co. .... 25,831 
Spring-Air Co. ........ 119,440 
Springs Cotton Mills ... 59,739 
ag .223 
Stadler Products Co. ... 25,801 
Stahl-Meyer Inc. ...... 50,112 
A. E. Staley Mfg. Co. . 412,946 
Staley Milling Co. ..... 25,939 
Stanback Co. Ltd. ..... 126,952 
Standard Brands Inc. .. 2,884,460 


Standard International Libr. 520,109 
Standafd Knitting Mills ‘nc. 46,056 
Standard Milling Co. .. 90,202 
Std. Oi! Co. of California 1,043,057 


Std. Oi! Co. (Indiana) . 1,870,732 
Std. Oi! Co. Inc. in Ky. 107,958 
Std. Oi Co. (N.J.) ... 2,311,542 
Std. Oil Co. (Ohio) ... 507,889 
Star-Kist Foods Inc. 220,941 
Stark Wetzel & Co. .... 25,888 


State Farm Insurance Cos. 58,013 
State Farm Mut. Auto. Ins. 176,032 
State of Florida Industrial 


Development Div. 45.274 
State Pharmacal Co. ... 53,474 
Ge GER codececccice 96,736 
Stegmaier Brewing Co. . 111,109 
A. Stein & Co. ....... 116,639 
Sterling Brewers Inc. 344,817 
Sterling Drug Inc. ..... 2,552,622 
J. P. Stevens & Co. ... 424,922 


| Stewart's Pvt. Blend Coffee 30,304 


Stewart-Warner Corp. 75,584 
Stitzel-Weller Distillery 462.286 
Stokely-Van Camp Inc. . 372,622 
Storz Brewing Co. ..... 40,869 
Levi Strauss & Co. .... 227,626 
J. Strickland & Co. ... 61,483 


Stroehmann-Sunbeam Bakery 86 063 
Stroh Brewery Co. 761,155 
Studebaker-Packard Corp. 6,025,371 
Students Int'l. Travel Assn. 27.421 


Sugar Information Inc. . 226,041 
Guperime Ge. occ cece: 53,925 
Sum OW Co. ........ . 2.188.692 
Sunbeam Baking Co. ... 237,335 
Sunbeam Corp. ........ 669,578 
Sunkist Growers Inc. ... 225,221 
Sunlite Bakery Co. .... 50,315 
ere 31,418 
Sunshine Biscuit Inc. .. 708,187 
G. S. Suppiger Co. .... 33,222 
Sure-Fit Products Co. .. 39.826 
Susquehanna Waist Co. . 68,962 
Sutton Cosmetics Inc. .. 84,994 
0. A. Sutton Corp. .... 86.248 
Ge GR ccctnazases 124,805 
Swedish American Line . 33,417 
 - ) eee 3,185,454 
Swiss Air Transport Co. 53,554 
Switzerland Cheese Assn. 31,136 
Sylvan Seal Milk Inc. .. 64,726 
Sylvania Electric Products 634,566 
Wee BR. ivccccees 365,870 
Tappan Stove Co. ...... 41,911 
Taylor & Siledd Inc. 36,294 
Taylor Wine Co. ....... 28,035 
Technical Color & 

Chemical Works Ic. . 32,364 
Tennessee Gas 

Transmission Co. .. 100,003 
Terminal Liquors Ltd. .. 41,958 
Terre Haute Brewing Co. 40,510 
Tetley Tea Co. ....... 67,085 
WN ces covevecce 1,425,092 
Texas Eastern Transmissicn 31,425 
Texas Electric Service Co. 59,311 
Texas Rice Promotion Assn. 83,368 
Texize Chemicals Inc. .. 36,499 
S. B. Thomas Inc. .... 139,036 


1,056,179 


262,476 
46,546 
205,329 


63,752 
160,801 
76,301 


3,740,877 
356,602 


74,919 
1,223,070 
1,469,876 


2,389,288 
476,332 
120,756 

43,245 
39.857 
65,854 


110,169 
412,653 
521,225 
49,992 
184,315 
70,354 
63,130 
480,595 
5,121,118 


205,901 


1,610,937 
212.941 
444,207 
999,731 

51,756 
27,480 
641,750 
70,445 


48,908 
£9,163 
111,908 
95,454 
25,557 
2,971,310 
69.047 


52,211 
789,859 


34,396 
2,172,663 


60,221 
85,936 


98,961 


2, 


5, 


1, 


3, 
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172,196 


243,906 
994,590 


46,220 
196,367 
470,198 

93,378 

70,681 
145,574 


147,945 
251.249 
264,367 
727,824 

44,557 

31.800 
789,807 


99,025 


46,632 
99,055 


278,479 
47,290 
39.625 
54,849 

467,435 


328,348 


32.576 


55,213 
107,732 
45,153 
713,041 


59,997 
69,083 


147,018 


1,330,824 


4, 


1, 


1, 


1951 


118,452 
27,877 
73,196 

882,786 

633,283 


180.442 


36.851 


| 


311.714 
105,597 
48,396 


42,048 


| 


165,398 


1955 
Thoresen Direct Sales .. 572,770 
Tide Water Associated Oi! 525,370 
Tidy House Products Co. 268,161 
Tillamook County 
Creamery Assn. ..... 122,705 
EE hand ks kn 2,749,181 
Timken Roller Bearing Co. 92,361 
 . ace 43,579 
Tobin Packing Co. ..... 191,801 
Toledo Edison Co. ..... 65,349 
a 25,985 
Transatlantic Passenger 
Conference .......... 35,455 
Transatlantic Steamship 
i, Soe 88,619 
Trans-Texas Airways ... 71,113 
Trans World Airlines Inc. 1,675,558 
B. F. Trappey’s SonsInc. 41,485 
Travelers Insurance Co. . 40,690 
Tree Sweet Products Co. 55,882 
PE, die usavetiawess 37,222 
Triangle Publications Inc. 95,984 
Trimount Clothing Co. .. 36,119 
Tru Balance Corsets Inc. 35,269 
Twentieth Century Fox 
|. san 66,122 
Twenty-One Brands Inc. 105,174 
b | reer: 75,671 
William Underwood Co. . 128,969 


Union Carbide & Carbon 1,003,377 


Union Electric Co. ..... 170,407 
Union Oil Co. of 
California .......... 698,781 
Union Pacific Railroad . 02,249 
Union Underwear Co. ... 38,913 
United Aircraft Corp. .. 522,982 
United Air Lines Inc. .. 1,690,172 
United Artists Corp. ... 81,310 
United Biscuit Co. of 
ee 365,160 
United Fruit Co. ...... 46,261 
United Fuel Gas Co. ... 46,530 
United Gas Corp. ..... 189,742 
United Jewish Appeal .. 76,036 
United Piece Dye Works 31,476 
United States Brewers 
Foundation Inc. ..... 34,927 
United States Gypsum Co. 30,291 
United States LinesCo. . 107,024 
United States News & 
World Report ....... 170,704 
| United States Rubber Co. 595,993 
United States Shoe Corp. 145,964 
United States Steel Corp. 606,017 
United States Tobacco Co. 884,945 
United Steel Workers 
of America ...... 3% 59,215 
Universal Pictures Co. .. 53,675 
Utah-Idaho Sugar Co. .. 49.677 
Utica Mutual Insurance Co. 75,197 
ji. fo eee 125,314 
Vacu-Matic Carburetor Co. 38,819 
Van Camp Sea Food Co. 311,949 
| Van Wagenen Co. ...... 28,902 
Vanguard Press ....... 33,747 
Vanity Fair Paper Mills 93,245 
Vick Chemical Co. 967,871 
Victor & Richards 40,209 
Viking Press Inc. ...... 77,387 
Virginia-Carolina 
Chemical Corp. .... 147,432 
Virginia Electric & Power 40,610 
Visking Corp. ........ 32,084 
| Vita Food Products Inc. 111,045 
aes 115,492 
Vogarell Products Co. .. 34,464 
| Wabash Railroad ...... 57,498 
E. R. Wagner Mfg. Co. . 27,463 
Waldes Kohinoor Inc. .. 32,238 
| Hiram Walker Gooderham 
& Worts Ltd. ...... 2,774,618 
Walker's Austex Chili Co. 53,312 
Wall Street Journal 336,967 
Wamsutta Millis Inc. ... 34,069 
Sidney Wanzer & Sons . 36,041 
Ward Baking Co. ...... 424,145 
Ward Green Co. ....... 39,284 
“Warner-Lambert 
Pharmaceutical Co. 793,691 
Washington Gas Light Co. 52.615 
Washington State Apple 
Advertising Commission 47,927 
Washington State Dairy 
Products Commission 38,437 
Watchmakers of Switzerland 124,507 
Wate-On Ce. ......... 117,598 
Water Master Co. ..... 91,359 
Waterfill & Frazier 
Distillery Co. ....... 128,130 
| Thomas J. Webb Co. ... 89,166 
Webster-Chicago Corp. 166,275 
Weco Products Co. .... 60,375 
Weekly Publications Inc. 193,378 
We © GM wiccesens. 25,927 
| Wellington Sears Co. 47,363 
Wee GU. cdtecascics 26,055 
Wesson Oil & Snowdrift 
fee 1,371,600 
| West Bend Aluminum Co. 44,610 
West End Brewing Co. . 33,278 
West Penn Electric Co. . 26,845 
| Western Air Lines Inc. . 331,928 
Western Pacific Railroad 66,473 
Western Union Telegraph Co. 33,064 
Westgate-California Tuna 
Canning Ce. ....... 209,220 
Westinghouse Electric . 2,514,967 
Weyerhaeuser Timber Co. 28,241 
Wheatena Corp. ....... 127,934 
Wheeling Steel Corp. 106,854 
tWhirlpool-Seeger Corp. . 640,322 
Whirlwind, Inc. ...... 60,372 
White King Soap Co. ... 470,721 
Clarence Whitman Inc. 55,258 
Stephen F. Whitman 
& Baw TR. ccvcsese 94,733 
George Wiedemann Brewing 408,054 


*Warner-Lambert was formed by merger in 1955. 


| are for Warner-Hudnut Inc. 
| tWhirlpool-Seeger Corp. was formed by merger in 1955. Figures shown for 1953 
and 1954 are for Whirlpool Corp. only. 


Advertising Age, 


1, 


1954 


410,235 
289,642 
51,162 


48,445 
380,127 
156,250 

65,081 
214,839 

70,684 

32,267 


120,840 


38,195 


1,167,061 


1, 


44,114 
29,101 
69,779 
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1953 1952 1951 
68,808 
97,455 274,817 279,230 
69,732 
652,983 1,973,208 
102,436 159,470 
26,808 35,864 
92,627 91,463 
67,039 45,452 
38,649 34,231 
129,111 
619,376 616,618 
43,471 
26,677 27,929 
26,718 
164,792 
26,840 26,689 
44,071 238,930 
60,086 
65,871 82,069 
1,374,552 1,197,434 
146,632 152,166 
511,561 270,682 
641,237 549,688 
96,551 79,682 
104,829 115,753 
741,659 611,599 
87,274 
169,989 382.675 
$1,194 111,995 
39,352 
118,642 82,178 
79,815 180,544 
39,127 
36,849 27,686 
120,841 64,687 
104,771 98,070 
136,252. 141,529 
1,691,606 960,988 
152,716 
239,332 188,186 
150,786 166,400 
77,975 108,783 
31,561 29.530 
67,457 28,622 
409.028 450,756 
287,128 457,676 823,033 
107,263 86,775 137,607 
63,997 56,215 25,333 
50,173 165.156 149,989 
76,495 61,220 38,666 
48,499 52450 —— 
73,987 61,933 72,004 
30,960 29,088 
1,644,144 1,680,834 1.681.855 
182,746 123,007 51,894 
278.791 315,574 261,932 
28,848 27,404 45,397 
203,698 318,056 131,506 
78,858 116,859 
382.297 892.534 275,782 
128.688 93,370 112,611 
67,529 49,896 25,869 
42,038 _— 
90,479 67,370 88,762 
85,939 71,271 80,894 
39,183 
212,480 226,500 295,671 
39,851 
29,777 39,074 52,768 
47,390 29,162 59,099 
890,886 1.070.398 1,354,863 
304,016 105,277 129,038 
72,814 52,111 54,132 
116,082 53,370 
85,187 191,349 165,366 
2,055,612 1,393,037 1,920,632 
192,018 235,659 166,176 
441.004 — 
32,860 
1935 —_—— —— 
111,283 
421,988 336,360 162,691 


Figures for 1951 through 1954 
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Mr. G. MacDonald, 
Kenward’s Furniture Co., 
Winnipeg, Man 
“Advertising in Weekend 
builds up a name that a 
dealer can tie up with.” 


Mr. C. W. Gerry, 
Gerry Bros. Limited, 
Fort William, Ont. 
“Very definitely, the ad- 

vertising in Weekend hel 
us sell the national brands 
we carry.” 


Mr. W. R. Lebow, 
I.R.D.A. of Quebec Reg'd., 
Montreal, Que. 
“Whenever new products 
are advertised in Weekend 


os 


These are the men 
who sell 


the merchandise 


S Mr. Jack Calp, 
. se Jack’s Men’s Shop, 
2 zs Saint John, N.B. 
“Weekend advertising is 


ee good and must be 
{ Ie, help to all retailers.” 


Retailers called on from coast to coast gave us many 
reasons why WEEKEND enjoys their confidence. 


Most praised the excellence of WEEKEND’s color 
advertisements. Others mentioned that, as part of the 
week-end editions of their daily newspaper, WEEKEND 
undoubtedly reaches almost all the people in their 
community—a very important selling factor to them. 
They like WEEKEND because it is read by every 
member of the family, and many told us they read 

it themselves with enjoyment. 


This confidence in WEEKEND Magazine is shared by 
millions of Canadian consumers. The circulation of 
WEEKEND is 1,450,000—a whopping half million 

more than any other magazine in Canada. This is ihe 
largest single magazine audience ever assembled in 
Canada to which you can tell your story in color, 
monotone or comics. 


Mr. D. Zeller, 
Zeller’s Western Limited, 
Vancouver, B.C. 
“Color advertising in 
Weekend is particularly 
well done.” 


WEEKEND Magazine not only has the largest 
circulation of any publication in Canada, it also has 
the lowest color page cost per thousand in the English 
language field. That’s another reason why WEEKEND 
in 1955 topped all other magazines in advertising 
dollar volume—for WEEKEND is the top-value buy 


in the magazine field in Canada. 


1,450,000 ner paw circutation 
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1955 1954 1953 1952 1951 1955 1954 1953 1952 1951 1955 1954 1953 1952 1951 
Wilco Fashions ....... 87,387 75,082 Wish-Bone Salad Dressing 307,877 105,935 45,754 —— | Yardley of London Inc. . 104,187 570,727 95,200 168,631 286,747 
Wildroot Co. ......... 530,693 551,518 578,118 576,006 805,139 | Wolfschmidt Vodka Ltd. 61,342 Yates-American Machine Co. 49,714 
Julius Wile Sons & Co. 43,562 31,087 Wonder Rice Mills Inc. 170,015 148,869 165,998 93,836 ——— | York Corp. ........... 221. 6586 — —— —— 
J. B. Williams Co. .... 155,183 140,813 190,018 202,435 42,982 | Worcester County Electric Co. 27,999 31,779 34,035 —— | W. F. Young Inc. ..... 117,547 102,257 164,841 162,593 174,201 
Wilson & Co. ......... 1,256,520 1,118,183 545,160 349,992 547,966 | Worcester Gas Light Co. 29,967 39,905 32,042 —— | Youngstown Kitchens- 
Wilson Line Inc. ...... 76,511 75,547 74,313 62,702 52,470 | World Publishing Co. .. 60,322 49,861 54,123 68,232 58,653 Mullins Mfg. Corp. .. 167,013 303,167 268,688 187,201 541,025 
Arthur Winarick Inc. .. 73,122 63,574 Worthington Corp. .... 100,053 —— i ——— SS ———— | Youthcraft Creations Inc. 62,981 38,854 53,383 60,850 59,694 
Wine Advisory Board .. 174,031 290,189 569,013 300,390 306,651 | Wm. Wrigley Jr. Co. ... 1,829,295 1,696,520 1,754,745 1,803,909 1,567,667 | Zenith Radio Corp. .... 824,305 794,015 1,436,904 734,640 1,030,835 
Wisconsin Electric Power 130,698 106,946 100,277 89,960 95,663 | Wyler & Co. ......... 76.105 ——— 69,001 51,779 79,376 | Zonite Products Corp 640,590 771,928 162,317 59,090 117,903 
Wisconsin Telephone Co. 45,795 39,242 36,740 49,389 41,665 Zonolite Co. .......... 31,081 37,927 —_ —- 
Wise Potato Chip Co. .. 202,072 102,844 117,308 112,089 89,433 xX » Z Zoysia Grass Co. ...... 49,097 eee eee 
Wm. H. Wise & Co. ... 194,847 152,780 304,264 431,908 638,075 | XLNT Spanish Foods Co. 25,898 —— ——— ——— W—— 
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(io, 439 ABC Circulation) (Continued from Page 53) 
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Following World War II, the 
|color dam broke. Newspapers all 
}over the country installed color 
| presses at costs ranging up to $10,- 
|000,000. It’s estimated that some 
|$100,000,000 has been spent on 
|r.o.p. color presses by newspapers 
jin the past five years alone, and a 
like amount will be invested in the 
next five. 


Ladies Home Joursal. 8.6% 


(Magazine Cir, ByCo- Bur. OF A2 
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sellitthere advertise :t there: 


APER REP., INC. 


Hyou 


wLAND NEWS? 


s The News-Sun, Waukegan, IIL, 


Omaha Metropolitan Area 400,000 
and still going strong! 


Latest population figures show the Omaha metropolitan area has passed 
the 400,000 mark and is still headed up.* *May, 1956, SRDS 


OMAHA PLUS — Sold by The World-Herald 


sumer Analysis survey of Greater 
Omaha, and the latest Circulation 
Analysis of the Nebraska-Western 
Iowa market. Address requests to the 
National Advertising Department, 
Omaha World-Herald, or any O’Mara 
& Ormsbee office. 


This busy, growing, progress-minded 
metropolitan market is yours PLUS 
100 additional counties in Nebraska 
and Western Iowa — altogether 1% 
million people with 2 billion dollars 
to pia 4 

Get More Facts: Ask for your copies 
of The World-Herald’s new Con- 


BY ANY YARDSTICK IT'S A BIG MARKET: 
Population «.++.+-see+es 1,600,600 Apparel ......+seeee++++ 85,699,000 
Families .....-+seseeee8% 492,500 Furniture, Household, 
Buying Income ........-$2,387,996,000 Appliance ..........-. 87,084,000 
Cash Farm Income ...... 1,257,412,000 Automotive ........+..+++ 382,365,000 
Retail Sales ..........+.+ 1,920,980,000 Gas Service Stations .... 150,828,000 
Peed ccccccccccccccoccce SMEAR NO Lumber, Bldg. Material, 
Eating and Drinking .... 143,630,000 Hardware ....++++++++ 281,378,000 
General Merchandise .... 209,152,000 Drugs cccccccccccccccces 55,734,000 
* 1956 estimates, SM Survey of Buying Power 


Read by 3 out of 5 Families in Nebraska and Western lowa 


Omaha 
World-Herald 


253,647 Daily 264,886 Sunday 


oo: Publisher's Statement for March 31, 1956 
2 O'Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * los Angeles * San Francisco 


Expect R.O.P. Color 
in 700 Dailies by ‘57 


recently asked a cross section of 
newspaper men what they consid- 
ered the outstanding achievements 
in the newspaper business in the 
past 25 years. Significantly, edi- 
tors, advertising managers and cir- 
culation managers ranked r.o.p. 
color first and wire photography 
/second. Publishers, on the other 
|hand, reversed the order. 

Figures presented in the bu- 
reau’s slide film demonstrated 
graphically what has happened. 

Today, 624 daily newspapers ac- 
cept black and one-color r.o.p. ads 
of page size. Their combined cir- 
culation is 38,555,873. And 590 
newspapers, with a combined cir- 
culation of 34,699,682, accept black 
and one color in 1,000-line ads. 

Black and two-color r.o.p. ads 
are accepted in page size by 299 
newspapers, whose combined cir- 
culation is 25,898,645, while 255 
newspapers, with combined circu- 
lation of 18,637,758, take three-col- 
or ads in 1,000-line size. 


® Full-color ads are accepted by 
220 newspapers in page size; these 
dailies offer combined circulation 
of 23,161,024. Another 167 newspa- 
pers, with a combined circulation 
of 13,653,701, take full-color, 1,000- 
line ads. 

And what has happened to use 
by advertisers is equally dramatic. 
A study of the top 25 newspapers 
carrying r.o.p. color shows that 
their combined color linage in- 
creased from a little more than 6,- 
000,000 lines in 1947 to 27,277,057 
lines in 1955. 

In an attempt to assess the value 
of color in relation to black and 
white newspaper advertising, the 
Bureau of Advertising’s presenta- 
tion says: 

“A comprehensive readership 
study was conducted over a period 


of six consecutive days by the Mil- 
waukee Journal—Sunday, Nov. 15 
through Friday, Nov. 20, 1953. 

“During those six days the Jour- 
nal contained 83 color advertise- ; 
ments out of a total of 2,388 display 
ads. .. 


® “This study revealed many in- 
teresting points reflecting an in- 
creased readership of color ads. 
Their 290-page Sunday edition car- 
ried six r.o.p. pages in one color 
and black and 13 r.o.p. pages in 
two or more colors and ‘black. Tab- 
ulation of readership for men re- 
vealed that—for men—all of the 
ten best-read general ads were in 
color. Five of the ten best-read 
local ads were in color. For wom- 
en, all of the ten best-read general 
ads were in color, and seven of the 
ten best-read local ads were in 
color. 

“Days of the week did not ap- 
pear to affect readership results 
of a color ad. Of the ten best-read 
color ads among men in the daily 
issues, four ran on Thursday, three 
on Monday, two on Wednesday and 
one on Friday. Of those which 
were best read by women, five ran 
on Thursday, three on Wednesday, 
and two on Monday.” 

The best-read general ad among 
men for the five weekdays studied 
was a page ad in red and black for 
the Standard Oil Co. (Indiana). It 
received 34% readership and ap- 
peared well back in the first sec- 
tion of the Friday edition. 


® Among women, the best-read 
general ad for the five weekdays 
was a page ad in full color for 
Duncan Hines. With 60% reader- 
ship, it appeared on Page 8 of the 
food section. 

Perhaps a fairer appraisal of 
readership is obtained from a study 
of split-run tests, says the bureau. 
Such a test was conducted on the 
Standard Oil ad. It ran in two 
colors and in b&w only in alternate 
copies. The color ad secured a 
readership superiority of 55% over 
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HERE’S 
THE ONLY 
WAY TO 
SELL 
| CANTON /) 


A Brush-Moore Newspaper 
a represented nationally by 
: ‘ Story, Brooks & Finley 
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Everything’s New in New Orleans 


New City Hall for the new New Orleans 
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New City Hall. [t’s costing more than $7 million, and is part of New Orleans’ 
new Civic Center grouping of multistory buildings—new library, two new 
court buildings, and new state office building. And, between these and the new 
Union Passenger Terminal—a new $14 million post office building. What’s 
more, public building program also includes the new $59 million downtown 
bridge across the Mississippi, which is scheduled for completion in 1958, and 
a spectacular system of traffic expressways 
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New Neighborhoods. New people. and 
new families, new oil and port prosperity 
—here’s in part why the New Orleans 
metropolitan area chalked up $951 million 
in retail sales in 1955—a gain of 437.2% 
over 1940. Everything’s new, but the best 
way to reach and sell New Orleans is still 
The Times-Picayune New Orleans States 


New Industry. A $40 million expansion program has been launched by the American 
Cyanamid Company at its Fortier plant near New Orleans, including the doubling of : 
acrylonitrile production facilities. This is one of the exciting industrial announcements : 
made recently in New Orleans, among them a new Bethlehem steel and shipbuilding : 
plant and a new Kaiser Aluminum facility costing $60 million at Gramercy 


The Cimes-Picaune Daily 288,312 ff 
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New Skyline. Here’s the new Maryland Casualty 
Co. building—across Common street from the new 
Shell Company building. In 10 years downtown 
New Orleans has seen the erection of more than 
a dozen new multistory buildings, realigning the 
skyline. Building contracts in the metropglitan area 
totaled $225,612,000 in 1955 (Dodge Reports) 


Circulation: 


Sunday 281,973 : 


NEW ORLEANS STATES : 


Publisher's Statements ist qtr 1954, as 
subject to audit 


Represented Nationally by JANN & KELLEY, Inc. Daily p— H~1 aan and evening avg 
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b&w by men and 31% by women. | color ad was 42% larger per dollar;more than pays for itself. “The | 
The increased cost to the adver- of cost than for the b&w copy. 
tiser was 18%. 


Color is harder to prepare than 
/average one-color premium of b&w and it costs more. Earlier| BofA points out that the coopera- 
|23% was more than compensated closing dates are required. The’ tive efforts of the Four A’s and the 


Advertising Age, May 28, 1956 


In a more favorable vein, the 


The most accurate check on re-|® In Richmond, Va., Colonial | for by gains in ‘noters’ and ‘read- quality of reproduction is not as| ANPA have improved the produc- 


sults is, of course, obtained from Stores conducted a similar test, ers,’” the bureau reports. “The av-| consistent as it should be among 


tion of art, copy and other materi- 


a split-run test in which the ads|and the two-color ad drew 3,106 erage increase due to color was| newspapers, and ranges all the | als. Plant procedure for color 


contain a keyed coupon. There are | coupons against 1,442 for the b&w| 71% and 23% for men and women way from excellent to poor. 
two excellent examples of this|ad. This represents an increase of| respectively, and in average read, 


| printing has been considerably bet- 
tered and a standardization of bas- 


technique, according to the bu-| 115% for color, against a 17% in-| the comparable figures were 25% ® Some major markets and many |ic inks which can be combined to 


reau: crease in cost. 
The New York Post ran such a| The Bureau of Advertising also 


and 53%.” 


pon returns to the black and one|reached the conclusion that color | lows: ingenuity and copy know-how. 


Turning to the problems and/| Color added to a poor b&w ad only 
test Wednesday, Oct. 28, 1953, for|reports that the largest Starch| claims for r.o.p. color, the bureau’s| makes it worse, not better. Color 
Blue Cross. The response in cou-| newspaper study ever made|presentation summarizes as fol-| does not remove the need for skill, 


SUCCESS STORIES Come Easy 


GRAND RAPIDS, LANSING and BATTLE CREEK 


“For a number of years The Nestle Company has used the 
Grand Rapids Herald, Lansing State Journal and Battle Creek 
Enquirer and News. Sales results in these markets proved this 
to be advertising money well invested. And, because these 
three markets are a vital part of the Michigan Market, 
Nestle will continue to use these Federated Newspapers.” 


PAUL GATTUSO, 
Division Manager, The Nestle Company 


“High on our list of important markets in Michigan are Grand 
Rapids, Lansing ttle Creek. Millions of dollars are 
spent in food stores each year in these three areas, and to 
reach and influence these markets we consistently use the 
Federated Newspapers. We are oy using all three papers 
on Wisk. We know that advertising in Federated Newspapers 
— —- inners in retail — -++ 8 sales situation 
makes an ra man. 
_— od 1 eee es Stepan, 


District Sales Manager, Lever Brothers Company 


“The ‘Heart of Michigan’ is a MUST in our sales program. To 
cover this able-to-buy market the Grand Rapids Herald, 
Lansing State Journal and Battle Creek Enquirer and News 
are also a MUST. These three markets make a tremendous 
sales area for our products . . . a sales area that is fast-growing 
and exceedingly rich in spendable income. To be sure and reach 
all of these customers we use the Federated Newspapers.” 


JOHN RICCARDI, 
President and General Manager, Roman Cleanser Company 


It is no secret to smart merchandisers who want to cover 
Michigan that Federated Newspapers in Grand Rapids, 
Lansing and Battle Creek are a must. In out-state Michigan 
these markets rank third, fourth and fifth in food sales per 
family and the Grand Rapids Herald, the Lansing State 
Journal and the Battle Creek Enquirer and News cover them 
completely. Be sure they are on your list. 


GRAND RAPIDS LANSING BATTLE CREEK 


Herald State Journal dNews: 


REPRESENTED NATIONALLY BY SAW YER-FERGUSON-WALKER COMPANY 


Owl4 FEDERATED PUBLICATIONS COVER THE HEART OF MICHIGAN 


EnquiretedNews _ 


minor ones don’t offer r.o.p. color.| arrive at thousands of color vari- 


hap 
ations has heightened the quality 


of reproduction. 

On the positive side, the claims 
made by users of r.o.p. color are 
greater readership, impact and re- 
sults. Color is thought to create 
longer-lasting impressions. 

Color provides greater aid in 
gaining rapid distribution than 
b&w and secures better display and 
retail sales cooperation. Advertis- 
ers report that color creates en- 
thusiasm among their salesmen to 
a greater degree. 


® The bureau points out that in 
many markets where black and 
three colors are not available, 
every effort is made to fit the ad- 
vertiser’s demand to what the 
printing equipment can produce. 

Practically all present orders on 
the books of press manufacturers 
are calling for delivery of equip- 
ment with reversible cylinders and 
multi-color units, so that the trend 
will grow in the future for r.o.p. 
color. 

Today, there are a number of 
}sources of ready information on 
r.o.p. color and additional material 
will be available later this year. 
Standard Rate & Data Service con- 
tains a complete list of daily and 
Sunday newspapers that accept 
r.o.p. color. The color committee 
of NAEA and a committee from 
the Four A’s has been working 
jointly with the newspapers and 
Standard Rate urging adoption of 
uniform listings of color rates and 
data. 

The new listing was first pro- 
posed to newspapers last July, and 
to date, 444 or 68% of the newspa- 
pers accepting r.o.p. color use the 
standard listing. 


|= “What’s New in R.O.P. Color” 
is a monthly bulletin published by 
the Lake Shore Electrotype Co. Ink 
specifications and possible com- 
binations are offered by Inter- 
chemical Corp., New York, in a 
book, “Color for Newspapers.” 

The Milwaukee Journal operates 
an r.o.p. color service that distrib- 
utes to more than 118 newspapers, 
through a color plan pool, tear 
sheets, preprints and reprints of 
newspaper editorial and advertis- 
ing color material. The service of- 
fers reproduction mats and plates 
tailored to newspaper specifica- 
tions. 

Some national advertisers circu- 
late tear sheets that show available 
color mats for retail use to the 
r.o.p. color service list of newspa- 
pers. Cooperative retail advertising 
mats are distributed by other ad- 
vertisers. 

Advertising Linage Service, New 
York, sells a monthly service ana- 
lyzing linage insertions and expen- 
ditures of national advertisers us- 
ing r.o.p. color in a selected group 
of newspapers. 


Quick Guide 
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in 168 
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Milwaukee’s Million 


offers more good customers 


ae 
* Cat 
. 


10 reasons why 
Milwaukee should be picked 
among your first 10 markets 


Based on Milwaukee’s rank among 
the 25 largest metropolitan areas. 


Median Income Per Family (U. S. Census).......... Sth 


Effective Buying Income Per Famnily................... 5th 
% Families With Incomes Over $4,000.................. 3rd 
Median Value of Dwelling Units (U.S. Census) . 4th 
Median Monthly Rental (U. S. Census).............. 2nd 
Retail Sales Per Family (Census and SM).........: 3rd 


1,035,700 people in the city and suburbs 


‘ 


Food Store Sales Per Family ..............0...0.00000000000. Sth 
Furniture-Household-Radio Store Sales 

Se FOI... <:-s....0-cdetinclins cba vtiitetnsine «cee 5th 
Automotive Sales Per Family..............0........000.... 6th 
% Family Coverage by One Newspaper................ Ist 


(excluding combinations) 


In only six cities can you reach more people 
with one newspaper (excluding combina- 
tions). And Milwaukee people are the kind 


you want to sell. They are covered com- 
pletely (over 90%) by THE MILWAUKEE 
JOURNAL—and in no other way. 


Sources: U. S. Census, 1950, and Sales Management Survey, 1955 
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THE MILWAUKEE JOURNAL 


Represented by O’Mara & Ormsbee, Inc. New York Chicago Detroit Los Angeles San Francisco 
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In the tabulation below, ADVERTISING AGE has assembled available 
data on newspapers in the 168 Standard Metropolitan Areas that of- 
fer ROP color. Because many of the 18 New England Standard Met- 
ropolitan Areas are constructed from small political subdivisions 
rather than along county lines, they are listed separately. 

The listing does not include every newspaper found in each area. 
New York City’s metropolitan area, for example, includes the five 
boroughs of the city as well as Rockland, Suffolk and Westchester 
counties, New York; and Bergen, Essex, Hudson, Middlesex, Morris, 
Passaic, Union and Somerset counties, New Jersey. 

For the purposes of this tabulation, only the 11 general circulation 
dailies published in the five boroughs have been used. Similar situa- 


Fi» Census No. 


tions exist in other large markets—Chicago, Buffalo and Baltimore 
among them—and in each case only the daily newspapers in the 
principal cities named in each area are used. 

There is no attempt to list separately newspapers accepting black 
and one color from those which take black and two colors. They are 
grouped under the single heading, “less.” 

Combination newspapers are considered as two newspapers even 
though they cannot be bought separately. 

Sunday supplements and comics are keyed to the chart shown 
at right. Only the nationally distributed publications are listed; re- 
gional supplements and comic sections are included in the “local” 
listings. 


Advertising Age, May 28, 1956 


Quick Guide to Newspaper Color Availabilities 


Showing R.O.P. and Sunday Color Availabilities in 168 Metropolitan Areas 
Tabulation Copyright, 1956, by Advertising Publications Inc. 


KEY 
AW—American Weekly 
TW—This Week 
PA—Parade 
ME—Metro Group 
PU—Puck 
FW—Family Weekly 
LM—Local Magazine 
LR—Local Roto 
LC—Local Comics 
ROP—run-of-paper 


= 1950 of 
im Metropolitan Area Population Dailies 
Akron, Ohio ....... ee ee. PP ee 410,032 1 
“oy Albany, Schenectady, Troy ............ 514,490 5 
"4 Dh Mion. aeccaenuasus ces 145,673 2 
. Allentown, Bethichem, Easton, Pa. ...... 437,824 3 
ps: SPELT 5 KA salah ShabGUREaeS oes sss 139,514 2 
<p , SO wen, o6khceen wine coed 87,140 2 
Re IS: Wie: Citi sh aeso vs cee RK ws om 0c cae 124,403 2 
eB a, Gates dads CbCES oe kb 0 oe 671,797 2 
al. ee GE I oa, cadecdencccsemeke 132,399 1 
Es MEG Weis oes inv dudavewavececmes 162,013 2 
pO SE Ey ee er 160,980 2 
OER Se Slo bn bance whee seaeeed 1,337,373 2 
SES. OU dens s doceceessevees 158,236 1 
RY MEE a A ark aaa tcee dboes ee 88,461 1 
Beaumont, Port Arthur, Texas ......... 195,083 2 
I bs, ccc eccnelcseseecses 184,698 2 
EE 24 chin oy gli th ke amnkw 558,928 2 
ls So's os o's dgdicdasnbesede oes 1,089,230 3 
ras vids vo db Guae Caubeee 283,194 1 
EP ee ee eee 104,274 1 
ME ot yc occcesbhavebe sess 164,856 2 
LEI oo vc eénecheebnabbans 322,072 2 
Enns ss oesleddebee Geass 197,052 2 
GIO, TUS in ccc wecccccccece 246,453 2 
EE, ES FUR AWilcliae cayeivccccedccctes 5,495,364 4 
I I alata Wald ooo cwecdevccees 904,402 3 
ns cee cvecs 1,465,511 3 
SR eT yy a re 142,565 2 
SY ee ts ce alc e's 170,541 2 
Ea a a 503,410 3 
Corpus Christi, Texas .................. 165,471 2 
EY CU ace cs Ci cek cs cckcesens 614,799 2 
Davenport, Iowa-Rock Island, Moline, Ill. 234,256 4 
DE? ives» Sines neecsesvcueebem 457,333 2 
VM aid Pe aS colts cae cee Oee 98,853 2 
EE as ha be Pulte pecwee@eeees 563,832 2 
NE SUEY Sig ccc cc ececceceecen 226,010 2 
TI gs en SR a I ear a 3,016,197 3 
ERE ee ee 71,337 1 
i Duluth, Minn.-Superior, Wis. .......... 252,777 3 
_ TES hack ena cle 0 «dbo tadwee 101,639 2 
f Be MED oon wecsdevseetsocccctces 194,968 2 
SE Toss, an Wald na bblhcaeebeseess awk 219,388 2 
; ME, dire ov awi bored ene seaccaedee 212,100 2 
; EN. ob ad Kak ade mies Meee has eas 270,963 1 
DC RS. ion on e Lal singe GwW bn ooo 64,202 2 
ES Gis a Sect aa sw aves o 4% 0% 183,722 2 
. IED 7a EU. bbn vecdecnevees 361,253 2 
: EE eg ei ck eves adedecet 276,515 1 
x Ce io eid... sd da ke Gaewea see 93,892 1 
iE GEN. Sock cnccccecevencve 113,066 2 
at Sy IIIS. odin ccc ces vecccess 288,292 2 
: NN 98,314 1 
Greensboro-High Point, N. C. .......... 191,057 3 
CMU cole hebesedeessceeseces 168,152 2 
Hamilton-Middletown, Ohio ............ 147,203 2 
Hampton-Newport News-Warwick, Va. . 143,227 2 
‘ TEE : adn 040 06.7 6 Recs o 000 en ¢ ws 292,241 2 
ane Houston, Texas ............ 0... 0c eeuee 806,701 3 
3 Huntington, W. Va.-Ashland, Ky. ...... 245,795 3 
= Indianapolis, Ind. ..................... 551,777 3 
: RE 6 obs rbedietuscecedhe ke 107,925 1 
‘3 Mie. ces sews ceewe ee eens 142,164 3 
. RL .. 6s peublee pene see's ss 304,029 2 
i i i. Wild 6 ade 4 Cee rbs ORO OE Od 291,354 1 
NG s,s cinlvatces soe pe eden ed 126,707 1 
NE een wesc. eseedes $14,357 3 
PEE" Linde «wisn a d6¥0 0 dc 0 0 ceadee 75,238 1 
Ef. clodas byes who decaswees 337,105 2 
NE nn a. di oe ee pone es o0ne6 234,717 2 
~ iS J) ss badedagss sb.8¥ 0800-906 172,941 1 
ey -c5 0 icin) cas bee eeneceese® 56,141 1 
EE EE oo oa Ss Sep Oh HE ESDE 0 decces 100,746 2 
% ee a cat eb eke eneet nee 88,183 1 
b Se | vn ctapeetcdpoceos i wisi 119,742 2 
ai Little Rock-North Little Rock, Ark. .... 196,685 2 
ae Lorain-Elyria, Ohio ........... +) ee 148,162 2 
. Los Angeles-Long Beach, Cal. .......... 4,367,911 5 
< 
A SAS GRD. civic cveccccuceen De dike 3 576,900 2 
% CN ns, convcvecubbeesncere 101,048 . 


WE AL Si ic oiiseicccenetcccccvececes 135,043 


No. Offering Total ROP | 
Total ROP Color Color No, of Sunday Total Sunday 
Circulation Full Less Cire. Daily Newspapers, Keyed Color Circ. 
154,840 1 0 154,840 1-LC, LR, PA 161,172 
141,611 1 1 113,168 1-AW, PU, ROP 116,397 
63,875 0 0 0 1-LC, PA 50,141 
159,678 1 0 88,735 1-LC, PA 69,615 
40,505 1 0 32,160 0 0 
75,488 2 0 75,488 1-LC 63,864 
59,467 0 2 59,467 1-LC, ROP 54,011 
441,825 2 0 441,825 1-LC, LR, ROP 493,042 
37,128 0 1 37,128 1-LC 27,530 
66,303 0 2 66,303 1-LC, PA 59,853 
59,547 2 0 59,547 1-LC, FW 51,154 
628,232 1 0 227,679 2-LC, PU, ROP, 638,993 
AW, ME, TW 
58,844 1 0 58,844 1-LC, ROP, PA 45,646 
34,950 0 0 0 1 0 
108,956 2 0 108,956 2-LC, FW, PA 96,398 
90,269 0 0 0 1-LC, FW 62,275 
269,567 1 0 269,567 1-LC, LR, TW 219,339 
493,316 2 0 208,140 1-LC, LR, AW, ME 302,254 
68,399 1 0 68,399 1-LC, FW 74,721 
60,037 1 0 60,037 1-LC 60,572 
83,393 2 0 83,393 1-LC, LM 63,008 
139,124 0 2 139,124 2-LC, LM, PA 147,768 
210,601 1 1 210,601 1-LC, TW 154,498 
118,283 0 2 118,283 1-LC, LM 86,744 
2,598,721 1 3 2,598,721 3-AW, LC, LM, LR, 2,635,569 
ME, PA, TW, PU 
525,368 3 0 525,368 1-LC, LR, TW, AW, ME 279,780 
749,817 3 0 749,817 1-LC, LR, TW, AW, ME 520,850 
107,829 2 0 107,829 1-LC, LM, AW 85,222 
52,490 2 0 52,490 1-LC, PA 46,727 
341,181 2 1 341,081 2-LC, LM, LR, ME, PA 339,013 
91,846 2 0 91,846 1-LC, AW 68,142 
372,020 2 0 372,020 2-AW, LC, TW, PU 379,710 
100,989 2 2 100,989 1-LC, FW 46,464 
242,264 2 0 242,264 1-LC, LM 175,574 
66,058 0 0 0 1-LC 54,773 
406,154 1 1 406,154 2-LC, LR, PA 507,741 
359,079 2 0 359,079 1-LC, LR, ME, TW 524,018 
1,305,619 2 1 852,898 3-LC, LR, PU, TW, 1,549,434 
AW, ME, PA 
38,653 0 0 0 | 1-FW 39,174 
103,026 3 0 103,026 2-LC, LM 72,957 
53,506 0 0 0 1-LC 37,293 
90,200 0 1 90,200 1-LC, PA 70,038 
92,679 2 0 92,679 2-LC, LM, ROP, PA 87,516 
111,002 2 0 111,002 1-LC, ROP, PA 91,047 
90,346 0 1 90,346 1-ROP 89,533 
34,513 2 0 34,513 _ LLC, ROP 31,664 
138,542 0 2 138.542 | 1-LC, ROP, PA 91,802 
303,268 1 1 303,268 2-LC, ROP, PA 280,672 
93,109 1 0 93,109 1-LM, ME, ROP 105,420 
23,225 0 1 23,225 1-LC, ROP 22,917 
29,893 1 0 29,893 1-LC, ROP, FW 23,429 
171,822 0 2 171,822 1-LC, LM, ROP, FW 75,071 
37,109 1 0 37,109 0 9 
129,155 0 0 0 2-LC 113,547 
99,042 0 2 99,042 1-LC, ROP, PA 80,282 
45,543 0 1 19,912 1-ROP 19,815 
59,876 0 2 59,876 | 1-LC, ROP, PA 46,072 
119,648 2 0 119,648 1-LC, LM, ROP, PA 123,549 
534,578 3 0 534,578 | -2-ILC, LM, LR, PU, 450,316 
ROP, AW, ME, TW 
79,469 1 0 16,391 | 2-LC, AW 51,649 
467,950 2 0 467,950 2-LC, LR, ROP, ME, PA, TW 412,933 
35,440 0 1 35,440 1-ROP 35,938 
105,561 2 1 105,561 2-LC, ROP, PA 101,365 
202,775 1 1 202,775 | 1-TW, ROP 150,486 
61,812 () 1 61,812 0 0 
47,273 0 1 47,273 1-ROP 47,895 
689,467 2 0 681,442 1-LC, ROP 361,728 
21,592 1 0 21,592 0 0 
188,235 0 2 188,235 2-AW, PA, LM, ROP, LC 200,723 
78,392 2 0 718,392 1-LC, FW, ROP 69,824 
62,678 0 1 62,678 1-ROP 61,256 
15,283 1 0 15,283 1-LC, ROP 15,283 
58,459 0 1 58,459 1-LC, ROP > 55,465 
34,535 0 1 34,535 1-FW, LC 36,605 
71,279 ) 2 71,279 1-LC, ROP 51,059 
174,725 2 0 174,725 2-LC, PA, ROP 195,686 
43,968 1 1 43,968 0 0 
1,444,387 3 2 1,444,387 | 2-AW. ME, TW, LM, LC_ 1,498,491 
ROP 
380,250 0 2 576,900 1-LC, LR. ROP 316,671 
55,494 2 0 55,494 1-LC, ROP 50,052 
58,053 0 2 58,053 1-LC, PA 52,606 
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IN SAN FRANCISCO... 
| In’S THE EXAMINER 


First in news and first in 


advertising- plus the largest 
circulation in northern 


California daily or Sunday 
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Hearst Advertising Service Inc. Offices in 15 Principal Cities 
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2 58,053 0 2 58,053 ' 1-LC, PA 52,606 


90 Advertising Age, May 28, 1956 
—— = No. Offering Total ROP 
Total ROP Color Color No. of Sunda: Total Sunda. 
Metropolitan Area Population Dailies Circulation Full Less Cire. Daily Newspapers, Kered Color ro 
a a a iy I 169,357 2 88,026 2 0 88,026 1-LC, PA, ROP 77,462 
NN or. oss eawessnaeen 482,393 2 341,829 2 0 341,829 1-LC, TW, ROP 255,986 
Ss 5 cet etn n sha hdndhe ulin’ 495,084 2 344,273 2 0 344,273 2-AW, TW, LM, LC, ROP 374,713 
INS 6 cn kgsdeedivps nodes neti 871,047 2 531,803 2 0 531,803 2-AW, ME, TW, PU, ROP, 703,521 
LR, LM 
Minneapolis, St. Paul, Minn. ........... 1,116,509 4 704,813 4 0 704,813 2-AW, ME, TW, LR, ROP 809,132 
EE Sitnncn nt v0vedwtbeutsaindun 231,105 2 102,725 2 0 102,725 1-LC, ROP 85,840 
ee 106,525 2 82,585 2 6 81,585 1-LC, ROP 75,996 
ania vivavedsvennedbe ve tens 90,252 2 48,490 0 6 0 1-LC 30,255 
eas. npnnacnbeeceadah 321,758 2 204,701 2 0 204,701 1-LC, LM, ROP 197,906 
DOI, BB acca ccccsccanccccces 685,405 3 385,079 3 0 385,079 2-AW, ME, TW, LC, LR 381,943 
New York and Northeastern N. J. ...... 12,911,994 11 5,911,752 1 3 1,007,965 7-AW, ME, PA, TW, PU, 17,864,272 
LC, LR, LM 
Norfolk-Portsmouth, Va. ............... 446,200 2 194,103 2 6 194,103 1-LC, TW, ROP 137,260 
Eats ss code redcad unas 83,319 1 27,798 1 6 27,798 1-LC, ROP 27,766 
Oklahoma City, Okla. .................. 325,352 2 265,594 2 6 265,594 1-LC, LM, ROP 263,514 
I Ci kevin cases entdehiewande 366,395 2 251,549 2 e 251,549 1-LC, LM, ROP 262,462 
ER a vivian xessennceehmebie 114,950 2 68,001 2 0 68,001 1-LC, LM, ROP 61,407 
NE alk ipa oa sasin oaehciineel 250,512 2 103,226 2 ® 103,226 1-LC, PA, ROP 91,363 
Ie an ns co ctebeknnes 3,671,048 3 1,518,001 2 1 1,518,001 3-AW, ME, TW, PU, LC, 1,834,182 
LR, ROP 
5. Sins wiiligns sme bed oe ohh 331,770 2 150,275 ] ) 6 1-ME, TW, LC, LM 127,977 
SESE peter e sf 2,213,236 3 729,665 3 ) 729,665 — ME, TW. PU, LR, 896,051 
NS 5 coh cua dcend each aaem t 704,829 2 413,361 2 6 413,361 — ME, TW, ROP, 504,162 
- , LM 
I ans 5. ou civ okies ¥a08 e08 90,188 2 38,104 6 2 38,104 1-FW, LC 36,381 
ae al do see ncnenti 109,585 20,682 1 0 29,682 1-FW, LC, ROP 29,086 
ET Me oe e356 Leva vansa sebavins 136,450 2 137,826 6 2 137,820 1-LC, ROP 133,513 
Ee bbe a ata oekcdocaemes 255,740 2 84,723 8 0 6 1-LC, LM 56,926 
RE I A 328,050 2 227,380 9 2 227,380 1-TW, LC, LM, ROP 178,348 
EE es oir 5. , Gh Vibe wh Gas ee sed 133,407 2 86,468 0 0 0 1-PA, LC 82,007 
EE nd re cibes.ck eon vb 487,632 2 242,477 6 8 c) 1-TW, LC 176,504 
¢ Rockford, Ill. ...... Pee cuit U UGE ont sen ded 152,385 2 80,921 2 0 80,921 1-LC, ROP 64,430 
az ES Eee 277,140 2 179,063 2 9 179,003 1-FW, LC, ROP 48,815 
\ TE a's ie pe atcacceyvel 153,515 1 48,672 ® 1 48,672 1-RO 48,383 
EIN i's conv dx sis'e acs cncccees 96,826 2 89,540 ® : 89,540 1-LC, ROP 50,444 
el oes os ccevesedebe 1,681,281 2 690,449 2 8 690,449 2-AW, ME, PA, TW, PU, 833,895 
LR, ROP, LC 
Salt Lake City, Utah ................... 274,895 2 181,563 2 9 181,563 1-TW, LM, LC, ROP 177,227 
I TIED 6 6k oo bc civic ccedcccess 58,929 2 45,142 a 0 45,142 1-FW, LC, ROP 36,720 
San Antonio, Texas .................... 500,460 3 245,565 3 0 245,565 2-AW, TW, PU, ROP 250,441 
2 52,861 2 0 52,861 1-PA, LC, ROP 50,528 
3 178,837 2 6 178,837 1-PA, LC, ROP 156,385 
5 850,466 5 6 850,466 3-AW, TW, LM, ROP 955,845 
2 89,491 2 8 89,491 1-LC, LM, ROP 76,515 
2 97,534 ° 2 97,534 1-PA, LR, LC 50,685 
2 393,217 2 U 393,217 2-AW, ME, LC, LM, 500,301 
inate 9 A suns LR, ROP 
2 1-LC, ROP 101 
2 79,861 a 2 103,917 120 hor anaes 
1 52,139 2 bd 52,139 1-PA, LC, ROP 52,303 
1 109,635 : 4 109,635 1-LC, LM, ROP 112,627 
2 167,202 2 4 167,202 1-TW, LC, LM, ROP 144,303 
2 72,211 2 ® 72,211 1-FW, LC, ROP 65,245 
2 56,951 2 6 56,951 1-FW, LC, ROP 58,570 
2 45,757 z ® 45,757 1-LC, ROP 38,971 
1 51,074 1 o 51,074 ° > 
2 232,699 2 ® 232,699 2-AW, ME, PA, PU, LR, 327,997 
1 ° on LC, ROP 
Tacoma, CG | eee, ag ee ea Bees ee 275,876 1 81,258 3 258 1-LO, LM, ROP 73,234 
Tampa-St. Petersburg, Fla. ............. 409,143 4 248,472 1 248,472 2-AW, FW, PA, LM, 201.656 
Haute, Ind. 105,160 2 58,560 6 0 4 a in 
Terre Haute, Ind. ..............0--+-55: . -LC, 46,613 
aise v's a's seh asehaveeas oc ces 395,551 2 234,935 - 4 234,935 1-LC, LR. ROP 172.853 
ML ioe es (a vet pei Se enseccens 105,418 2 86,872 2 86,872 1-LC 65.295 
SND iis 6 5. 5 cass cncyepecs ane ces 229,781 2 95,856 e 1 63,062 1-FW, LC 62.389 
EAD oa occ dace dadvekp tseceché 48,774 2 56,472 2 0 56,472 1-LC, ROP 34.648 
Tulsa, Okla. TUTE 251,686 2 161,386 , 9 161,386 1-LC, LM, ROP 147,882 
IIE, Be ici sc ccesdae os eccens 284,262 3 87,069 - - 87,069 1-FW, LC, ROP 51,224 
SE ahink « os Sco oouRa Thsine sss ons 150,194 2 48,544 : 48,546 1-FW, LC, ROP 44,082 
Washington, D. ©. ........ 6.66.6. s sees 1,464,089 3 798,587 1 548,501 | -—s« 9. AW ME, PA, TW. PU. 690.998 | 
LR, LC, ROP 
A it 1 a. dn ch Beata ho 0080s 100,448 1 48,906 8 bg 0 1-LC, Fw 49,236 
Wheeling, W. Va.-Steubenville, Ohio .... 354,092 2 50,715 6 i 21,382 1-LC, PA, ROP 49,323 
Wichita, Kansas ..................-055: 222,290 3 268,746 3 9 268,746 2-AW, TW, LC, LM, ROP 248,732 
Wichita Falls, Texas ................... 98,493 2 49,821 2 e 49,821 1-LC, ROP 45,971 
Wilkes Barre-Hazelton, Pa. ............. 392,241 4 117,475 4 1 83,809 1-LC 43.697 
EE ch caies ss sate du chs ts} 268,387 2 97,995 6 2 97,995 Py > 
Winston-Salem, N. ©. .................. 146,135 2 90,497 2 ® 90,497 1-LC 68,764 
: EE ok, os vcs: aecdecnostue 202,737 2 65,740 i) ° 0 Ps . 
ee ee 528,498 1 97,886 1 9 97,886 1-PA, LR, LC, ROP 140,107 
NEW ENGLAND 
ee. 5S hun Sigciel ssaeubes aan 2,369,986 8 1,639,548 1 7 1,639,548 +14, — AW, ME, PA, 1,363,623 
OR aa ee 258,137 2 90,188 f) t) 0 2-LC, PA, LM, ROP 157,016 
: coco D+ 2, Gudstatbhwrabnsdees s 129,428 1 41,904 f) o) r o e 
i Me” CS. dose bab ct vee gece. 137,298 1 39,811 ft) 1 39,311 | 0 ® 
Se cus cence csevescsccs 358,081 2 210,753 0 f) a | 1-LC, PA 142,691 
TMI, TIO, nw oc ccc ccc ccc scenes 125,935 2 38,424 0 0 6 1-ROP 9,024 
EE ian Peel ls beeversccoeeds 133,928 1 42,534 0 1 42,534 1-LC, FW, ROP 29.960 
err 88,370 1 45,622 t) 1 45,622 | 1-LC, ROP 36,127 
New Bedford, Mass. ................... 137,469 1 61,300 0 1 61,300 1-LC, LR, PA 52,155 
New Britain-Bristel, Conn. ............. 146,983 2 40,500 0 0 0 0 e 
iy EE ss ssc casessosceses 264,622 2 118,452 0 1 23,291 1-LC, FW, LM 95,161 
= eck cake esiecccese 66,567 1 27,844 0 0 ° 0 ° 
: es ok ee ceceece 119,942 2 80,477 0 2 80,477 1-LC, PA, ROP 92,810 
| ee ccs pedeccecccccc. 737,203 2 199,542 0 0 0 1-LC, LR, ME 181,704 
Springfield, Holyoke, Mass. ............. 407,255 3 200,772 0 0 0 1-LR, LC 111,372 
Stamferd-Norwaik, Conn. .............- 196,023 2 40,444 0 ry 0 ° 
Waterbury, Conn. ................0005- 154,656 2 62,937 0 0 0 1-LC 44,706 
Worcester, Mass. .............seseeeeee 276,336 2 158,514 ) 2 as 1-LM, PA, ROP, LC 104,780 
SEE ‘cécnabescccedesschsenexetaren 87,067,011 370 41,346,790 90 97 32,7 197 40,767,880 
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THE COMIC WEEKLY 


The Only National Comic Weekly a 


Seren 
ADVERTISING 
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AWFULLY NERVOUS 
LATELY, GEORGE... 


WHY DON’T YOU GO SEE THAT 
PSYCHOANALYST DOWN THE STRE 


NOW, COME ON, 
GEORGE. 


m2 
a 


ae . 
= ys » ~| fo aoe 
r WY y a * Kosis 
— Sy] PH.D. 
a a => nae LS.M.FP. 
| = * 
MAYBE YOU'RE 7 
RIGHT. | 


I CAN’T GET AWAY FROM MY 

WORK, DOCTOR. I TALK PUCK, 

THINK PUCK, EAT PUCK, 
DREAM PUCK... 


AND NO WONDER, WHEN YOU THINK THAT 
7 OUT OF 10 ADULTS IN AMERICA READ THE 
COMICS. AND PRACTICALLY ALL THE KIDS. 


ee 


MORE READERS OF FOUR COLOR 


I LIE AWAKE NIGHTS, COUNTING THE 
MILLIONS OF PUCK FAMILIES-- 
10,527, 273... 10,527,274. 

10,527,275 -- 


IT’S STAGGERING! IN THE BIG METROPOLITAN 
MARKETS, PUCK GETS TWICE AS MANY 

READERS AS LEADING GENERAL CONSUMER 
MAGAZINES. 


AND WHAT READERS.’ STARCH 


PUBLICATIONS. 


SHOWS THAT 
PUCK ADS ARE MUCH MORE THOROUGHLY 
READ THAN THE SAME ADS IN OTHER 


THAT'S WHY AMERICA’S MOST FAMOUS 
ADVERTISERS USE PUCK... BRANDS LIKE 
COLGATE... AJAX... KRAFT! _—<im ” 


ADVERTISING PER DOLLAR THAN 
ANYTHING ELSE IN PRINT’ 


'..PUCK BELONGS ON Vy 
EVERY BALANCED MEDIA Je 
PROGRAM! 


(MR. ALLAN IS IN THE 
WAITING ROOM, DOCTOR.) / 


TIME’S UP FOR 


TODAY. DON’T WORRY, 


CURED IN NO TIME. 


WE'LL HAVE] [ IT’S MR. ALLAN OF ALLAN INDUSTRIES. HE’S 
OKAYING A PUCK SCHEDULE’ SAYS HIS ANALYST 


ADVISED ADVERTISING IN PUCK TO RELIEVE HIS 


Get the Facts on PUCK Today — 
The Greatest Buy in Print Media 


For the complete story on how PUCK With Sunday Comics.” Find out how R 

and Sunday Comics cover the major you can reach a mass audience at WC THE COMIC WEEKLY 
markets — contact PUCK lowest 

sentative. Or write for “A Media The Comic Weekly and its Affiliated resdiah aa ees te ry — 
Plan Offering Saturation Coverage Sunday Comics. y otreet, New York /, N.Y. 


BUSINESS WORRIES’ 
MAYBE NOW I CAN 
AFFORD THAT FEES 


f 


.\ 


Hearst Bidg., Chicago 6, Ill. » Hearst Bidg., San Francisco, Calif. 
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: 3 Grand Marnier Liqueur ........ 2,160 
Ad Expenditures in caiitine"snewine co. oi'ees 
N rs 1955 fe) ee rere oe poet 
wspape | Carling’s Black Label ......... . 
e SO 6 Oe | RR er 13,508 
(Continued from Page 72) ef eae aS ere 11,074 
CANADIAN NATIONAL RAILWAYS 359,107 | yy = eeeceeserscess = 
Canadian National Railways .... 171,059 | WS GOVURIS cccccccccnccees . 
OSS SE ee | COED OSSOCOCOOOOOO® TenGneste Gbtion "TY CPUSTe 188,048 Albers Corn Bread Mix ........ 5,622 


CANADIAN PACIFIC RAILWAY CO. 507,893 Albers Flapjack Mix .......... 9,738 

HOW GROWS! Canadian Pacific Airlines ...... 9,791 Albers Pancake & Waffle Mix ... 51,246 
7 Canadian Pacific Railways ...... 334,600 Carnation Corn Flakes ......... 13,153 

i ifi i 163,502 Carnation Cottage Cheese 11,016 


Canadian Pacific Steamships .... 163,502 Carnation Cottage Cheese ...... 


JOHN B. CANEPA CO. Carnation Creamed Tuna ....... 24,349 
Red Cross Macaroni Products ... 27,759 ae gy gaan teeees ani 
CANNON MILLS INC. .......... 669,687 Carnation Dry Milk ........... ; 
— that’s why they’re on new manu- IN wac casi tdaps swanege ttl yi eS ee 
MEIN scacunalineeoctuaoa 81,44 arnation Evaporated Milk ..... ; 
facturing space... in DA NPORT! se ee ase Carnation Ice Cream .......... 43,182 
RR 7,688 Carnation Instant Wheat ...... 39,186 
FOR THE NINTH CONSEC UTIVE CANUTE WATER CO. ........... 99,125, Carnation Milk .............. 43,502 
| CAPITAL AIRLINES INC. ....... 898,017 ae “ES “er ag 4 
[CARAVAN TOURS ............. 60,332 Gold Cross Evaporated Milk .... 
YEAR == FIRST IN Li NEA GE IN | CARBONA PRODUCTS CO. ...... 27,135 ee eee 104,214 
ALL IOWA AND FIRST IN THE ae 9,587 CAROLINA POWER & LIGHT CO. . 45,405 
i SRR ed ee 17,548 CARRIER CORP. 
QUAD.-CITIES! (CARDINAL CRAFTSMEN COMPANY Air Conditioners ............. 132,876 
° | Greeting Cards ............... 59,834 CARTAN TRAVEL BUREAU INC. 
\GAREY SALT GB. .............. NN Ee sc cnapecess 45,140 
Represented by Jann & Kelley SIL, cnous civecesi.. 144,887 CARTER PRODUCTS INC. ....... 208,820 
* | Miracle Green Lawn Seed ...... . oS eee 129,773 
oc | Wutrena Dog Food ........... 141,743 rter’s Litt i ree 1,122 
CIRCULATING DAVENPORT, IOWA, ROCK CARIBBEAN ATLANTIC LINES .. 57,919 a 2 pamad gh oon ache na 77,925 
ISLAND, MOLINE AND EAST MOLINE, ILL. = cariiion importers 44,846 CAT'S PAW RUBBER CO. ....... 283,554 
| Bardinet Brandy ............. 41,920 CELANESE CORP. OF AMERICA . 127,503 
Chauvenet Wines ............. 766 CENTENNIAL FLOURING MILLS CO. 
Centennial Pancake & Waffle Mix 28,605 
(CENTLIVRE BREWING CORP. 
Old Crown Beer .............. 27,197 
CENTRAL ILLINOIS LIGHT CO. .. 61,762 
|CHADBOURN HOSIERY MILLS INC. 34,422 
CHANNEL MASTER CORP. 
Cr r ere S 26,619 
+ CHATTANOOGA MEDICINE CO. .. 97,328 
3” a ee ee 92,937 
RS eee nS pal 4,391 
CHEERFUL CARD CO. .......... 207,798 
CHEMICALS INC. 
OP Re -ee 85,656 
CHEMSTRAND CORP. .......... 80,098 
CHESAPEAKE & POTOMAC TELE- 
IN sic cn ekdcsiters 425,347 
CHESEBROUGH-POND’S INC. .. 1,444,949 
Ponds Preparations ........... 216,444 
et aiedaenSbnass'ya.. 417,353 
Vaseline Hair Tonic ........ ‘ 464,616 
Vaseline Products ............ 346,536 
CHICAGO, BURLINGTON & QUINCY 
I ann tind bas (uss ac: 194,139 
Chicago, Burlington & Quincy 
. . eee 164,676 
Chicago, Burlington, Rio Grande, 
Western Pacific Railroad ..... 29,463 
CHICAGO, MILWAUKEE, ST. PAUL 
& PACIFIC RAILROAD ....... 357,695 
CHICAGO & NORTHWESTERN RAIL- 
| eae erRipgg 94,573 
CHICAGO, ROCK ISLAND & PACIFIC 
RAILWAY CO. .............. 112,688 
: CHICAGO TRIBUNE ........... 101,213 
CHILTON GREETINGS CO. ..... 62,770 
CHOCK FULL O'NUTS 
SS Sl enesétuicasie oo. 199,816 
CHRIS-CRAFT CORP. .......... 31,691 
CHRYSLER CORP. ..... 24,058,711 
Chrysler Airtemp ...... : : 78,342 
Chrysler Cars ........... a“ 4,746,765 
Chrysler & Plymouth Cars ..... 160,222 
Chrysler (Used) Cars ......... 132,036 
a) fk aa 1,967,162 
De Soto & Plymouth Cars ..... 345,847 
ae -« har eeppee 6,572,751 
Dodge & Plymouth Cars ..... 395,287 
| errr 991,457 
Dodge (Used Cars) ........... 88,456 
Plymouth Cars ... -seeeees 6,820,874 
Plymouth (Used) Cars wah obaed 15,018 
e e ~  ésechabedeesces . 1,744,494 
CHUN KING SALES INC. ....... 93,280 
nN mes CHURCH & DWIGHT CO......... 412.274 
nN oe ® Arm & Hammer Baking Soda ... 249 406 
Arm & Hammer Washing Soda .. 73,470 
Read. in families CIGAR INSTITUTE OF AMERICA. 17813 
UTE OF AMERICA 147,813 
ps ers $10.00 : CINCINNATI GAS & ELECTRIC CO. 46,445 
, with over 000 income CINCINNATI & SUBURBAN BELL 
Bie oy a Ne P TELEPHONE CO. ............. 64,756 
Everybody is! The well-to-do lend class and prestige to any 300.000 Big ¢ eee ee 
customer list. Among its audience of 4,780,000 The News has News ....+-+->+ ’ Bier angers yd 
more readers in families with $10,000 and up incomes than Mirror ........ + 140,000 CITIES SERVICE CO. ........... 953.962 
uel MD See cecccescscce oe . 
any other New York paper. More between $7,000 and $10,000. ee Gasoline & Oils... eos. 635.070 
P ' _ Biever r TC CTT EET . 
More with $5,000 year and over. Significantly, The News Herald Tribune . . . . 130,000 CITIZENS GAS & COKE UTILITY 60.651 
: z : CLAIROL INC. 
has more in every income bracket! Also gives advertisers more Journal American . . . 130,000 Miss Clairol Hair Color Bath ... 227,522 
CLARK-CLEVELAND INC. ....... 490,136 
owners of stocks and bonds, homes, cars, and more college Retr. Se. SOR oe aia 473.853 
vi ith The News! : 0 RES ES pe 16,283 
educated. You reach the best customers best with The News! World Telegram & Sun 220,000 CLARK OIL & REFINING CORP. 
: 2 Gasoline & Oils ...... 148,984 
We learned a lot about the market, and so can you, from the Source: “Profile of the Millions” CLEVELAND ELECTRIC iLLUMIUAT. 
largest and most authoritative study ever made of newspaper Copyright 1955 by News Syndicate Co., Inc. ae — 
readers in New York City and suburbs. Conducted by W. R. COEGEE oan eva esse -esntnne 8333 
Simmons & Associates Research, Inc. the survey cost us over eunnaast OR sindenenccheiee ay 
) ! our advertisin BND phicnsscls s cesae ee 124,836 
$150,000... and is worth more ot ou! es y g hy EES 
‘ : » New ; >e to show you. CALIFORNIA 2.0... .c000..s0s 205,800 
agency or any New Y ork News ouice t y California Cling Peaches ....... 143,437 
California Fruit Cocktail! ....... 62,363 
éé e . . . CLOROX CHEMICAL CO. 
ro 1 e of the Millions OSE a eee 2,463,665 
CLUETT, PEABODY & CO. 
| Wearing Apparel ......... 170,142 
COATS & CLARK'S SALES CORP. 48,518 
* aa: ial oO . , . ° 4 2 ** . a 
THE [fa NEWS, New York’s Picture Newspaper... . with more than |coca-coua. co. ue 2,775,109 
twice the circulation, daily and Sunday, of any other newspaper in America... Heating Equipment ........... 43,358 
ae - COLGATE-PALMOLIVE CO. ...... 9,335,133 
220 East 42nd St., New York City... Tribune Tower, Chicago. . eet 0 + ce 1.214.732 
. . . . Bn Son Chat GE © occucticssvece> 739,259 
155 Montgomery St., San Francisco... 3460 Wilshire Blvd., Los Angeles noi. 122131 


Grick Teeth Paste... cccvcccess 83,766 
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What makes a newspaper great? 


In newspaper offices all over Amer- 
ica teletypes chatter of Singapore 
| riots, Gaza Strips, apartheids,Cypriots 
and war in North Africa. And while 
reports, interviews and feature stories 
pour in by the yard,.harried 
editors spin globes and 
scan reference books te 
background themselves. 

Intelligent newspaper editing today 
calls for wide experience plus a quiz- 
contestant’s memory and intimate 
working acquaintance with a stagger- 
ing array of assorted peoples and 
locales. For in the jungle of conjec- 
tures, half-truths and conflicting 
rumors, even the opinions of on-the- 
spot reporters may be contradictory 
or misleading. 

That is why the Minneapolis Star 
and Tribune, despite their access to 
every important news gathering serv- 
ice in the world, have been sending 
local staff members in record number 
to Europe, Africa, the Middle East 
and the Orient. 


These journeying journalists have 
no ambitions to become permanent 
foreign correspondents. Their job is 
observation. Their purpose: to be 
better able to interpret the world’s 
important news stories in the light of 
the special interests and concerns of 
Upper Midwest newspaper audiences, 
already among the nation’s best-in- 
formed on foreign affairs. 

Executive editor William Steven, 
cartoonist Scott Long, assistant exec- 
utive editor Wilbur Elston, reporter 
Carl Rowan, editorial writer Robert 
W.Smith, news editor Daryle Feldmeir 
and science writer Victor Cohn—these 
are some of the Star and Tribune staff 
men who have been traveling distant 

continents to examine for 
themselves the situations 
that underlie the world’s 
tensions. For the Minneap- 
olis Star and Tribune believe that the 
resolution of the conflicts in these 
areas ultimately will affect the lives of 
all the world’s peoples, including their 
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readers. Keeping the Upper Midwest 
more completely informed on daily 
developments and “big picture’’ 
trends, not only with thorough news 
coverage but also through wise inter- 
pretation based on first- 
hand knowledge, is the 
goal of these two news- 
papers. 

It’s through such extra efforts to 
add understanding, depth and color 
to the world’s news that the Minne- 
apolis Star and Tribune earn and hold 
the respect and confidence of the 
largest newspaper audience in the 314 
state area they serve: America’s Upper 
Midwest. 


Minneapolis 
Star zxd Tribune 


EVENING = MORNING & SUNDAY 
625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Colgate Shaving Cream ..... a: 


eee eee ee eee 


Cashmere Bouquet Soap ....... 350,859 | Rapid-Shave 
Colgate Barber Shave ......... 35,472 Super Suds 
Colgate Dental Cream ......... 2,174,640 WE cccoccee 
Colgate-Palmolive Products yoyo -4 i Soap 


24,212 | COLUMBIA BOILER CO. 
131,010 | COLUMBIA BREWING CO. 
600,727; Alt Heidelberg Beer 
71,775| COLUMBIA BROADCASTING 
291,065, SYSTEM 

C.B.S. Columbia Television 


x ta 


Freeze 


“4 rok A ates es 


és 27, oo ,! SOLVENTS CORP. 


Colgate Tooth Paste .......... Pry COLLEGE INN FOOD PRODUCTS CO.  46,564| C.B.S. Columbia Television ..... 16 | COMMERCIAL TRAVELERS MUTUAL 
GUE ciecsspeniinnsidiinbatx- 927,854| Chicken A La King ........... 8,089| Broadcasting System .......... i287) ACCIDENT ASSN. OF AMERICA 
CURE VinancVhadienstiat'ses GE CI iis ic ccces cis. ce0. 12,140| Phonograph ......-.-.----055- 13,565 COMMONWEALTH EDISON CO. .. 
Glance Shampoo .......... NT URE écn 00.0... SEER csncscccutvetinnkete’ 229,283| COMMONWEALTH OF PENNSYL- 
SER a” BT 615,910 | Tomato Juice Cocktail ....... 4,065 | COLUMBIA PICTURES corp. Bh ere see 
Kan-Kil Bug Killer .......... 205, St. wcludccve es. 4102| Motion Pictures =.=. 81,931 COMMONWEALTH OF PUERTO RICO 
Kirkman Flakes ...........60. 6,195 | HAL COLLINS CO. COLUMBUS COATED FABRICS CORP. COMMUNITY TRACTION SERVICE 
Kirkman Detergent ........... 48,098| Baker’s Hair Tonic ........... SRE EES 2.0... <sgupenbereee 134,025 | COMPAGNIE GENERALE TRANS- 
Lustre-Creme Shampoo ...... 1,069 | COLONIAL AIRLINES INC. ...... 174,858 COLUMBUS GAS CO. ........... 59,059| ATLANTIQUE FRENCH STEAM- 
Octagon Detergent ........... 4,296 | COLONIAL STUDIOS COLUMBUS & SOUTHERN OHIO SO ED .cnth cyudubydeves 
Palmolive Shaving Cream ....... 43,092| Greeting Cards ....>......... 190,636) ELECTRIC CO. .............. 75,463|CONE MILLS CORP. ........... 
recess i ae 229,379 | COLUMBIA BAKING CO. | COMFY MFG. co CONFIDENTIAL INC. 

Palmolive & Vel ............. 424.114 | Southern Bread .............. 59,301! Customagic Slipcovers ......... 33,830! Magazine ............ 20.005. 
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HOME-DELIVERED 
CIRCULATION 


The Mirror-News is the leading after- 
noon newspaper in all of Western 
America in home-delivered circula- 
tion. Over 63% of Mirror-News cir- 
culation is delivered to the homes of 
subscribers — influencing the West's 
largest family audience in the impor- 
tant evening “decision” hours. 


es 


IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD, THE : MIRROR-NEWS 1S 


FIRST where it counts the MOST 
for FOOD ADVERTISERS 


READ BY YOUNG 
GROWING FAMILIES 


Mirror-News circulation reaches 
Southern California’s youngest buying 
families. 79% of Mirror-News read- 
ers are under 50; 59% are under 40; 
69% have children under 17 years of 
age. And, 79% of all Mirror-News 
families are in the able-to-buy $3000 
to $10,000 income bracket. 


_ GREATEST RETAIL 
_ FOOD LINAGE 


The Mirror-News is the leading after- 
noon newspaper in Los Angeles in re- 
tail food linage. For the year 1955, 
The Mirror-News led the second after- 
noon paper by 299,939 lines. This 
trend continues during 1956 (first 3 
months), with The Mirror-News in 
front by 67,891 lines. 


ADVERTISERS WHO 
COMPARE USE THE 
MIRROR-NEWS 
IN LOS ANGELES 


ne NARGIL PINKLEY, EDITOR AND PUBLISHER 
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CONNECTICUT LIGHT & POWER CO. 66,723 
CONNECTICUT MEDICAL SERVICE INC. 34,571 


CONNECTICUT POWER CO. ...... 34,206 
CONSOLIDATED CIGAR CORP. ... 1,079,303 
Dutch Master Cigars .......... 458,433 
El Producto Cigars ............ 377,638 
Harvester Cigars ............ 99,473 
La Palina Cigars ............ 118,573 

Ramee GEIS ccccccccecccecss 25, 
CONSOLIDATED EDISON OF N.Y. 317,451 
CONSOLIDATED FOODS CORP. .. 96,952 

Monarch Coffee ............... 1,261 

Monarch Diet Foods ........... 253 

Monarch Food Products ......... 18,698 

Monarch Orange Juice .......... 5,815 

Monarch Pickles .............. 5,152 

"3 eer rae 65,773 
CONSOLIDATED NATIONAL SHOE CO. 

American Girl Shoes ........... 671 
a ee ROYAL CHEMICAL 

file's 60'ns chodeveetetes 50,403 
icoaehs EI 14,637 
— a a 110 
eee 656 

CONSOLIDATED VULTEE AIRCRAFT 
Ct nhdetiaccsththhees 6 ods 137,210 

CONSUMERS POWER CO. ....... 30,532 

CONTINENTAL AIRLINES ....... 239,157 

CONTINENTAL BAKING CO. .... 1,213,136 
ae 3,601 
Daffodil Farm Bread ........... 17,570 
FR 2,438 
Morton Frozen Fruit Pies ...... 10,066 
Morton Frozen Pot Pies ........ 40,655 
Morton Products ............. 10,653 
ree 67,351 
of eer 436,525 
Wonder Bread Rolls ........... 17,095 
Wonder Brown & Serve ......... 24,265 
Wonder 4 sae itenetbatetinee wala 14,390 

ahiknweed b« 44s 568,527 

CONTINENTAL | Yerape 163,988 

CONTINENTAL CASUALTY CO. .... 59,356 

CONTINENTAL OIL CO 1,251,430 
os a SS etesdsbGecbakes asians 

Se GP GM ic cccntnes esse >> 144 

CONTINENTAL. TmaiLWwavs BUS 

i <tabbbcsies cotnesce 122,439 
.. RICE INC. : 
nc aaa 75,201 

COOK CHEMICAL CO. 

Real-Kill I SY bat 5 065500 158,723 

OS. COOK & SON INC. 

ET ¢066.00¢60806000 251,132 

ADOLPH Coors Co. 

cedebebtansananeceecoes 32,238 

CORNING GLASS WORKS 

ere 118, 

a A ewe REFINING CO. a 
tnt devocsoccosococcesecsese 275,616 
SE tained 0 tdaddodwaled re 471, 
—— wbleendettees its 83, 

i tines adeiinen tqcnares 116,768 

cort BEVERAGE CORP. ........ 311,807 

patiedidetticavedson xe 235,010 

ges areggonnte 62,787 

Ma ptaddsineab660006s0ere 14,010 
COTY INC. 

cilet Preparations ............ 108,692 
COWLES MAGAZINES 

DD pahdieaneses ccs khke hse» 311,797 
GENE Babe cccs cebaiseocs 72,348 

Fixtures ....... RE Si ae 12,972 

Heating Equipment ............ 17,202 

OO Pee eae 6,636 

| ED ach eirncaies Wan 29,344 

Eee na ons 6e6ces due 6,194 

youn J. CRAWLEY CO. .......... 253,280 

CREAMETTE Co. 

Macaroni Products ............. 72,332 
CREOMULSION CO. ............. 161,005 
CROSSE ‘ BLACKWELL CO. ...... 93,643 

eocccsecocesccccocecs 2,081 

Ego [Ree jabdlipteetdes ¢e% 1,330 

Frozen Orange Juice ........... 14,884 

er 70,497 

Green ~ pes Valley Club ...... 932 

niniihh a cund og eath ee > 3,919 

CROWELL-COLLiER a co. era 
caliers" sc ptitbatikicedee v0ee 234,885 
Woman's Home Companion ...... 38,583 

CROWN CENTRAL LEUM CORP. 

snk ebené execs 71,047 

— PUBLISHERS 

ssctebenentbetsanere cee 53,281 
crown ZELLERBACH aoe 

Ste N Napkins ebony 4,240 

Zee oo SS 15,550 

Mt DEED ettnetbeinenrseecce ss 11,179 
CUBAN- AMERICAN SUGAR CO. 

ES 47,645 

CUMMINGS. CHICAGO CORP. 
oh ea 52,735 

CUNARD STEAMSHIP CO. ...... 279,693 

HELENE CURTIS INDUSTRIES .. 1,663,714 
I res 636,093 
SEEN. wnndencesetcccccesces 360,242 
SD TED) co cascoeedeceesccss 443,740 
NE nisdeveddibesstecsscces 223.639 

CURTIS PUBLISHING CO. ...... 1,722,811 
Country Gentleman ............ 1,483 
EE chscecescedecesvocecs 209,469 
Ladies Home Journal .......... 450,024 
SRIIINID. «oo wagered si0'a. ee. 1,291 
Saturday E niin sees 1,060,544 

CURTISS-WRIGHT CORP. ........ 351,490 

DAIRYMEN’S LEAGUE COOPERATIVE 
*§ aeeepren 37,454 
Carrigna’s Mik ............... 1,099 
Dairylea Cottage Cheese ........ 6,038 
Dairylea Cream ............... 1,553 
Dairylea Egg Nog .............. 2,873 
Dairylea Ice Cream ............ 13,169 
Dai a ae 12,722 

DALLAS oe & LIGHT CO. .... 65,672 

DALLAS TRANSIT CO. ........... 30,489 

DAMASCUS DAIRY CO. ......... 27,424 

DAN RIVER MILLS INC. ........ 113,645 

DANA PERFUMES, INC. 

Toilet Preparations ............ 35,117 
JACK DANIEL DISTILLERY 

Old Time Whisky .............. 244,471 
DAVIDSON BAKING co. 

Wes @ebeteSees cose 36,065 

DAWSON’S BREWERY IWC. eeecee 823 

apn ghee hedesnnessce 79,556 
a REE oy 6.0 6 1,267 

DAYTON RUBBER CO. 

Spot 40,757 

D-CON CO. 

TD cadncebecgdeutesease 35, 

PE EE ER, Scce es ccccccses 190,819 
IED ceed dcc cs cccccceces 10,562 
Chocolate Ready Shake ......... 5,386 
Cc Pi adenckecesedere 13,219 
Cottage Cheese & Milk ......... 11,931 
DEDUIED ciecnanuacndse 6 tected vs 4,105 
SP MEE Wades cdi sascvecccece 3,300 
Tce Cream & Wilk ............. 84,715 

ik 55,306 

Perri 2.295 
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A Special Carnation... 


TO FAMILY WEEKLY 


His doctor 
recommended 
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CARNATION, long one of the most respected 

— a — names in kitchens from coast to coast, is 
among the rapidly growing list of 

advertisers in Family 
Weekly. Mr. Gumpert 


Good reason why 2,812,161 food-buying home- zines combined. Last year more than 144 
makers reach for Family Weekly every 
Sunday. 

FAMILY WEEKLY’S full-color, pull-out 
food section hits home each week with the 
appeal of a perpetually new cookbook. It is 
jampucked wih kachen-tcmrd secipes and 112 strategically-located markets, plus the local 
menu suggestions that add zest and variety RE 
to millions of meals prepared by homemakers Pact of a full-color magazine distributed 
in the 112 markets served by FAMILY with the local Sunday newspaper, get the full 
WEEKLY, America’s fastest-growing Color. story on how FAMILY WEEKLY can add 
gravure Sunday magazine. an important “SUPERCITY” to your list of 

FAMILY WEEKLY publishes more food major markets. Ask your FAMILY 
editorial than the other three leading maga- 


pages of food news, presented in top-quality 
Colorgravure, provided important editorial 
support for food product advertisers in 
FAMILY WEEKLY. 


For saturation coverage of homemakers in 


WEEKLY representative nearest you. 


FAMILY WEEKLY MAGAZINE, INC. 
163 NORTH MICHIGAN AVENUE, CHICAGO 1 
Leonard S. Davidow, Publisher 


NEW YORK 17: 17 E. 45th Street DETROIT 2: 3-223 General Motors Bldg. 
SANTA MONICA, CALIF.: 130 Alta Ave. 


READ BY 2,812,161 ABLE-TO-BUY FAMILIES IN THESE 112 MARKETS: 


ALABAMA: Anniston, Dothan, Florence-Sheffield -Tuscumbia - Muscle Shools, Huntsville, Tuscalooso - ARKANSAS: El Dorado, Hot Springs - CALIFORNIA: Eu: eka, Monterey, 
Secromento, Senta Borbara, Santa Rosa + COLORADO: Colorado Springs, Grand Junction, Pueblo - 1 New Hoven + FLORIDA: Daytona Beach, Fort Myers, 
Gainesville, Orlando, Sorasota, Tallchassee, Tampa, West Palm Beach - GEORGIA: Albany, Rome - IDAHO: Boise, Idaho Falls, Pocatello - ILLINOIS: Bloomington, Ch i 
Urbana, Danville, La Salle, Quincy, Springfield - INDIA’ $ : i 
boro, Paducah - LOUISIANA: Bogalusa, Lofayette - MASSACHUSETTS: Lowell - MICHIGAN: Grand Rapids - MINNESOTA: Albert Lea - MISSISSIPPI: Biloxi-Gulfport, 
Greenville, Tupelo, Vicksburg - MISSOURI: Jefferson City, Springfield - NEVADA: Las Vegas, Reno - NEW JERSEY: Asbury Pork, New Brunswick, Trenton - NEW MEXICO: 
Senta Fe - NEW YORK: Binghamton, Elmira, Utica - NORTH CAROLINA: Concord, Salisbury - OHIO: Canton, Cosh », Lima, Mansfield, Zanesville - OKLAHOMA: Duncan, 
+ OREGON: Eugene - PENNSYLVANIA: Loncaster - SOUTH CAROLINA: Florence - SOUTH DAKOTA: Huron, Rapid City - TENNESSEE: Kingsport - TEXAS: 
Big Spring, Denison, Denton, Galveston, Greenville, Kilgore, Lufkin, Marshall, Midland, Paris, Port Arthur, San Angelo, Snyder, Texarkana, Tyler, Victoria, Waco - 
Ogden, Provo - VIRGINIA: Denville, Lynchburg, Suffolk - WASHINGTON: Wenctchee, Posco-Kennewick-Richiand - WEST VIRGINIA: Beckley, Bluefield - 
WISCONSIN: Racine - WYOMING: Casper, Cheyenne. 
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With $5,799 income in the city and $5,602 in the county, Metro- 
politan Kankakee families are able to buy in plus proportions . . . 
and they do! Family sales throughout the area average $4,819 per 
family . . . highest of all the state’s metropolitan areas. Sales pro- 
duction in the city of Kankakee scores a 217 index—topping every 
metropolitan center in Illinois . . . by a wide margin! 


KANKAKEE DAILY Journa@ 


National Advertising Representative, WEST-HOLLIDAY CO., 


EO as & 


Illinois’ NEWEST METROPOLITAN AREA 
and its BUSIEST! 
Sales 117% Above the National Average!* 


No doubt about it . . . Metropolitan 
Kankakee has everything advertisers 


look for—plus income, plus sales . . . | 


and coverage to match. The Kankakee 
Daily Journal assures you a tremen- 
dous pay-off. It gives you— 


“o COVERAGE OF a ENTIRE MARKET 


* Sales Management Survey of Buying 
Power Issue May 10, 1956 


| 


aArsenere mie NIEW VOD CHICAGO. DETROIT. SAN FRANCISCO 


—. MILLIKEN & CO. 
ORS err reer ee 
| DELAPENHA & CO. 
Myer’s Rum 
Tia Maria — 
Tullomore Dew ......-.-6-0055 
DELAWARE, LACKAWANNA & 
WESTERN COAL CO 
Blue Coal 
Glen Alden Coal 
DELAWARE, LACKAWANNA & 
WESTERN RAILROAD CO. .... 
DELTA-C & S AIR LINES 
DENMARK CHEESE ASSOCIATION 
Danish Blue Cheese 
DENVER CHEMICAL MFG. CO. 
Antiphlogistine Poultice 
DETROIT EDISON CO. 
DETROIT NEWS 
DEVIN-ADAIR CO. 
DIAL PRESS INC 
DIAMOND CRYSTAL SALT CO. .. 
= CORP.—SEAGRAM'S 
BEET. . ciledscbedssseets veeeves 
Pen OE pecnade teceseeces 
Calvert Gin 
Calvert Products 
Calvert Reserve Whisk 
Carstairs White Seal Whisky ..... 
Christopher Columbus Rum 
Coldene 
Four Roses Whisky 
Fresh Deodorant 
Gallagher & Burton's Black Label 
.. Whisky 
Hunter Whisky 
Kessler's Whisky 
G. Weddcdsewoseseccaceces 
Lord Calvert Whisky 
SE NEED Sn dc cccccctsece 
Noilly Prat Vermouth 


aoe 


we economy. 


rd.in Ohio... The Toledo Retail trading 
zone ranks THIRD among Ohio’s major markets in 
all but one retail sales classification. 


st in Farm Income of all Ohio markets. 
The well-balanced Toledo market is a productive one, 
both in industry and agriculture. 


th in the U.S. among standard metropolitan 
“county areas in per family income. A busy, growing, 
earning-and-spending market with a stable, diversified 


: A PROVEN TEST MARKET 


“3 Meeting all the requirements of a test market . 


retail sales of more than one billion dollars . . . thor- 
ough coverage of the 14-county retail trading zone 
(with a population of almost 1 million persons) is of- 
fered by its newspapers—and at a reasonable cost. 


TRY TESTING IN TOLEDO! 


Source: Soles Management Survey of Buying Power Issue, May 10, 1956. 


TOLEDO BLADE Daily and Sunday 
TOLEDO TIMES Morning 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


I 
wily 55 308 
Products ......... 2.295 
Advertising Age, May 28, 1956 
Paul Jones Whisky ............. 244,313 
106,039 Seagram's Golden Gin ....... ‘ 600, 
33,116 Seagram's 7 Crown Whisky .. 2,842,959 
2,666| Seagram's V.0. Whisky .. 406,890 
173 papew s V.0. & Golden Gin 34,557 
SOGL WHE Narer aneeacewdstes< 2 201,828 
White Horse Scotch Whisky ...... 86.256 
41,568; Wilson Whisky ................ 96,891 
FRED. EE xd ce cceockccuccee 294,132 
4,496 | DIXIE BREWING CO. 
31.491 iit oes Len eueaees ove’ 32,103 
I IE ang hela os kone isan. 31,272 
OR. PEPPER CO. ......... 108,311 
47,155 | pop, MEAD & CO. 
~~ & Serre 58,174 
101,003 | HARRY DOEHLA & CO. 
41,570 Greeting Cards ............ 80,080 
55,871 | DAVID D. DONIGER & CO. 
31,148 | Sportswear ............... 96.448 
48,273 | DORMEYER CORP. ........... 145,138 
PED Uidiwicsadewcseveses 101,030 
GE cocsciescasheeessesess 44,108 
8 .702| DORMIN INC 211,966 
48,039 Rar A ie 177,566 
1,410,032 TS oaks nie doeeun kee’ 34,400 | 
716,736 | DOUBLEDAY & CO. ......... 2.257.430 
4,729 Around The World Program ..... 99,669 
21,429) Audubon Nature Program ..... 83,507 
ced Book League of America ..... 162,375 
“ Doubleday & Co. ............ 225,467 
382,370 Dollar Mystery Guild ......... 91,378 
261.200 | Doubleday One Dollar Book Club 969,146 
284,572 Family Reading Club .......... 104.257 
24,010; Garden City Books .......... 10,199 
467,986 Garden City Books & Hanover 
5,978 RRS SD MAE, 7,888 
9,330 Literary Guild of America ..... 500,814 
Museum-at-Home ............. 2,730 
DOUGHNUT CORP. OF AMERICA . 263,219 
Downyflake Frozen Pancakes .... 32,868 
Downyflake Frozen Waffles ..... 188,093 
Downyflake Frozen Products .. 42,258 
DOUGLAS AIRCRAFT CO. ....... 137,580 
DOW CHEMICAL CO. ........... 111,210 
Chem-Thread Fabrics ........ 22,720 
EE Watigetibeséecece cs 1,343 
Saranette Carpeting ........ 22,720 
te cekesccwsecesees 3,546 
DE Pave tes keontcesovece 4,023 
Styron Plastic Wall Tile ....... 45,227 
EE, Bee evicieesed oes 11,631 
DOYLE PACKING CO. 
Strongheart Dog Food ......... 151,999 
DTS Ge ccccasiascccces 354,083 
Dazy Air Freshener ........... 58,635 
Drano & Windex Spray ........ 173,945 
Twinkle Copper Cleaner ........ 10,068 
| SE woceccsegeassviseken 111,435 
| OREW & CO. 
Tri-Nut Margarine ............ 93,211 
| DREWRY’S LTD. (U.S.A.) INC. .. 180,405 
Ol (unvhasbabuedudnsdcceuas 169,620 
eR ree 10,785 
| DRUG RESEARCH CORP. 
POE ad Kites enveces 61,757 
ORUID HILL PARK SEED CORP. 
Independence Hall Grass Seed .. 27,177 
DUBUQUE PACKING CO. 
a ceeguden Cae oes 35,308 
DUFF BAKING MIX CORP. 
Duff's Cake’a Frosting Mixes ... 140,250 
fo Sa 276,294 
Clapp’s Baby Foods ........... 78,298 
Motts Apple Juice ............ 10,615 
Motts Apple Sauce ........... 21,033 
Sunsweet Prune Juice ......... 151,316 
Sunsweet Prunes 15,032 
| DUGAN BROTHERS 
eR © sare 62,045 
|DUKE POWER CO........ 308,518 
| JOHN H. DULANY & SON wiaeee 142,091 
a 2 eee 63,658 
Frozen Fruits 3,123 
| Frozen Vegetables .......... 64,478 
ro ap eee ae 10,832 
ALLEN B. DuMONT LABORATORIES $8,212 
a ee 83,964 
PED -Wbuscccocsccccees 4,248 
DUNCAN COFFEE CO.......... 189,812 
Admiration Coffee ......... 26,196 
Maryland Club Coffee ......... 115,518 
Maryland Club Instant Coffee ... 48,098 
E. lL. DU PONT de NEMOURS & CO. 1,011,280 
Du Pont Apparel Fabrics ...... 2,783 
Du Pont Garden Products ...... 33,640 
ff ara 337,078 
Ow Pont #7 Polish ........... 3,497 
Ow Pont Products ......... . 22,247 
Du Pont Sponges ............ 8,778 
PE Viele é tent viebepedes 24,061 
SSS 106,758 
SS ND «cients omens 50.590 
Ee 85,888 
EE. Rbiiss preasalnceces 35,960 
DUQUESNE BREWING CO. OF 
DED ' S6.4¢00eede06s02 68,706 
SE EY on esectecdaees 62,683 
_ ff 2 ea 6,023 
DUQUESNE LIGHT CO. ...... 157,631 
DURENE ASS'N OF AMERICA .. 125,303 
DURKEE-MOWER INC. 
SER ee PrrererT Tee 27,795 
DUTCH BULB IMPORTERS ...... 39,075 
E. P. DUTTON & CO. 
Ln. Saaeduyi pad kee s soca 72,445 
E & B BREWING CO. ........... 48,718 
PM nivie ovens Xbh ame 44,168 
8 a ere 4,550 
ER 99,335 
GEE. wkecies dnc vasasaeye 57,317 
GEE. wacetieedabcdewee dt cn 9,774 
SE. . dedtatisibe sx ou0se6 ko 32,244 
EAST OHIO GAS CO. ........... 129,838 
| EASTERN AIRLINES INC. 3,400,639 
EE SEE dbwecveredesve 44,781 
Royledge Shelving ............ 39,860 
Roylies Lace Paper Doylies & 
DE MEE. Shseedes ccevcas 4,921 
EASTERN RAILROADS 
Presidents’ Conference ......... 322,927 
EASTERN SHIPPING CORP. 115,442 
EASTMAN KODAK CO. ......... 1,030,386 
Eastman Chemical Products, Inc. 153,990 
Kodak Cameras ; 11,195 
Kodak Products ............ 836,423 
Chromspun Swimwear ......... 28,778 
EASY-DO INC. 
yO rere 76,849 
PETER ECKRICH & SONS INC. 
fe EEE 25,712 
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VEGETAB! 
sSouP 


z pp the nation 
3s in total 
q Food advertising 


has led the nation for 7 con- 
secutive years. Published 
4,723,704 lines — almost 
2000 pages—in 1955. 


In Retail Grocery linage The 
HERALD leads Miami's 2nd 
paper by more than 2 to 1. 


tically every home in Greater Miami. . . and 
< iatisonces mare Silas other single medion” 
the buying action of the rich Gold Coast. . 

1100000 permanent opto pes bens 


~The Minni HERALD i catir-daivered to prac- oe Che, His _ 


ZOOMING FOOD SALES 


$352 BILLION IN ’55 


That’s the size of Florida’s Gold Coast 
grocery basket—from Fort Pierce to Key 
West...saturated and dominated by The 
Miami HERALD at LOW COST. 


In Miami alone, 42 new supermarkets in 
just 2 years. Supermarkets do 68.8% of 
the grocery business in Greater Miami. 


DOUBLE CIRCULATION for LESS COST 


The HERALD's 7-day circulation is twice that 
of Miami’s 2nd newspaper and The HERALD’s 
rates per thousand are much lower, too—29% 
less daily and 40% less on Sunday. 
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ECONOMICS LABORATORY INC. . 233,187 | EQUITABLE LIFE ASSURANCE | Cottage Cheese .............. 
BR) 2. OO eas 11,267; SOCIETY OF THE U.S. ....... 90,536| Dairy Products ............... 
313,652 | ElectraSol ... 2. eee eee, 65,185 ERIE BREWING CO. | Frozen Fruits 220000200, 
See CMNGNE .......2-5.+. 5 31,146| Frozen Juices ............... 
eREEMDbbaedssinesds 08,096 ERIE RAILROAD CO. .......... 40,285| Frozen Pies .............000e 
Catholic weddings in 1955 point | wictaM Eee 136,848 | ESQUIRE INC. ..............0. aan BUENO. sidviesisicieeas es 
Dennison’s Catsup ............ 7,967| Coronet .......... eekekeeass ¢ 60,183' Imperial Milk ............... 
up the size (32,500,000 persons) Dennison's Chili Con Carne hana al ite te 62.845 | FALLS CITY BREWING CO... |. 
and twice the rate of ennison’s Foods ............. 11,212 | EVER- ORY CORP. im. 2. §& Sear 
growth ( ALBERT EHLERS INC. ......... fy oS ea eee 30,590| Great Falls Beer ............. 
the national population) of the Ehler's Coffee ............... 21,061 EVERSHARP INC. ............. 1,403,761 FALSTAFF BREWING CORP. 
oo a & Instant Coffee . 62,504 Eversharp Pencils & Pens ...... 432,346 Sy -desstbdadaneeéedc¥éesce 
MARKET rs ins Sr 16,546 Eversharp Schick Injector Blades FAMILY CIRCLE INC. 
CATHOLIC EKCO PRODUCTS CO. ........ , 183,476 LEE. 0 cbe0nseeueeedue 971,415 Family Circle Magazine ....... 
Ekco Products .............. 73,744 | EWALD BROS CO. FAMILY GARDENS NURSERY ... 
For the facts about eftat Products. ‘waite éa’ 109,732| Milk Products ........... 27,996 | FANT MILLING CO. ........... 
" . EXCELSIOR INSTITUTE ........ 106,629| Gladiola Cake Mixes .......... 
The Catholic Market _ SS Ra 32,868 EXCELSIOR QUICK FROSTED MEAT | Gladioin Fleur ............... 
contact EMBASSY TOURS .............. 33,363| PRODUCTS INC. S. W. FARBER INC. 
|EMERSON RADIO & PHONOGRAPH | Frozen Meat Products ......... 30,472| Farberware .................. 
BE Mleinscnchse<e+sesens 66,337 |EZO PRODUCTS CO. FARM JOURNAL INC. 
CATHOLIC NEWSPAPER ad GEN 5. concbitewe ses 14,802 | Ezo Dental Cushions ....... vr 43,785 Magazine ............-.s..00e 
OP one 12,214 FARMERS INSURANCE GROUP .. 
ADVERTISING BUREAU oS ahiieeaabbanabias 2.122 | F FARRELL LINES INC. ......... 
Radio & Television ............ 1,688 Sabie a on iecabl FATHER JOHN’S MEDICINE CO. 
EE ise 4h en b000renese 26,038 tee eee eens ’ Father John’s Medicine ........ 
Grand Central Terminal Bidg. nents: ‘ * 9,473 a npeseceanescteseeseesss 127,593 FEDDERS-QUIGAN CORP. 
PICKLING CO. | Toi eparations ........... Y Fedders Air Conditioners ...... 
New York 17, New York Silver Floss Sauerkraut ........ 26,010 | FAIRCHILD ENGINE & AIRPLANE FRANK FEHR BREWING CO. 
MUrray Hill 6-7671 ENGLANDER CO. | CORPORATION .............. RN WE od ic ogee dudcccucies 
Englander Mattress ........... 94,586 | FAIRMONT FOODS CO. ......... 166,632 | JOHN J. FELIN & CO. 
EQUITABLE GAS CO. .......... SE TY ivcicnseccssonestedvns 22,444, Meat Products ............... 


18,053; J. H. FILBERT INC. ..........- 
36,860 | Mrs. Filbert’s Margarine ....... 
21,389; Mrs. Filbert’s Mayonnaise ...... 
7,161| Mrs. Filbert’s Salad Dressing ... 
2,513 Mrs. Filbert’s Products ........ 


46,680 FILON PLASTICS CORP. ........ 
11,532 FINANCIAL WORLD ........... 


Again and again in the First Ten. 
That’s where the Los Angeles Examiner 


rates—in General Advertising—in 


all U.S. Dailies. 


Sea Saige: eee” 


. 
rt 


waa FS 


Southern California? 


gn x 


AL 


sits 


When you're in 


rp 


the Examiner.. -you're 


More proof that the Los Angeles Examiner today is 
a market-must! It enables you to reach not only 
Los Angeles County (now No. | in National 
Retail Sales) but Southern California. 

And don’t forget: 7 out of every 10 copies 


Los Angeles Examiner are home-delivered. Want more facts and 


figures? Ask the HAS-man nearest you! 


Over 340,000 every day + Almost 700,000 every Sunday 


Represented Nationally by Hearst Advertising Service Inc. 


a FIRESTONE TIRE & RUBBER CO. 1,331,551 


6,173| Foamex Mattress ............. 10,518 
MED Whdenatiwocersccvacsees 1,133,567 
150,136 a tes aubewk ieee’ 76,920 
Siiieatdieccheracs 105,352 
28,957 | “riscwen” BAKING CO. ......... 55,492 
EE. Dicadvanavcdshes vee0te 50,083 
33,867 | Peseta calc cheek eens ahs 5,409 
24,362 | FISHER BREWING CO. 
GREE Ee Chink nckd0sccvnbans deers 33,371 
FISHER FLOURING MILLS CO. 43,820 
34,076 a ee 1,791 
DEE Niu 6 cavedstscseecce 31,554 
a ee 4,532 
123,002} Products ..........0+-.sseees 5,943 
67,131 FITZGERALD BROS. BREWING CO. 28,434 
eS | ge 4,334 
37,726 i, Minhedeseods csaecedeues 24,100 
EE Sikecn scundae sent 199,756 
125,051 EE? 3 anda dations oneal 196,620 
ries cases octehis ene’ 3,136 
116,424 | FLEX-O-GLASS INC. ........... 77,351 
EE. fadetnn oon 05edee ne 21,004 
25.276| Warp’s Window Materials ...... 56,347 
FLORIDA CITRUS COMMISSION . 682,306 
GUNES code sevecocsesessoce 97,434 
Grapefruit Juice ............. 11,974 
| Grapefruit & Oranges .......... 295,457 
| Orange Juice 30,855 
| Oranges ........ 152,962 
| Tangerines 93,624 
| FLORIDA CITRUS EXCHANGE ... 33,478 
Florigold Grapefruit .......... 22,928 
Florigold Oranges ............ 10,550 
FLORIDA LAND & HOMES BUREAU 31,477 
FLORIDA POWER & LIGHT CO. . 64,145 
FLORISTS’ TELEGRAPH DELIVERY 
Pe eareret 518,998 
FLYING TIGER LINE INC. ...... 56,975 
d. A. FOLGER & CO. ........... 990,145 
QU Bis cc cunestaedssdodses 546,135 
Coffee & Instant Coffee ........ 83,484 
Ree 360,526 
FOOD SPECIALTIES —¥" 
Appian Way Pizza Pie Mix ..... 
8. C. FORBES & SONS pustishiine 
co. 
Forbes Magazine ............. 50,930 
FORD MOTOR CO. ............. 29,610,982 
GEE Seddcbaa toccsoscocccse 39,567 
Continental 2.2... cece cn cnune 197,863 
Continental & Lincoin ......... 3,041 
SN Ge eNbbkedey see cccues 15,592,498 
kn eee 2,388 
PERE TD iccsesccocesccic 25,932 
IE PE atectossoccecssss 2,392,996 
Ford (Used) Cars ............ 351,345 
Se ere 754,840 
Lincoln & Mercury Cars ....... 1,754,022 
Lincoin & Mercury (Used) Cars 6,222 
SEE . 0.650050 0edhoteeseces 7,246,826 
Institutional .... 2... ceeeeeees 1,243,442 
| FOREMOST DAIRIES BS esancs 137,961 
Dairy Products .............. 43,419 
"ae rrr 40,614 
SS Se, 53,928 
| FORMFIT CO. 
=  }»xBet eer e 211,172 
| FORT PITT BREWING CO. ...... A 
A NE GED BR daswecvcoveccase 660 
ee 4» ee 33,593 
| GN WE hanse ss teces cece 5,415 
|FOSTER-MILBURN CO. ......... 495,341 
GEN can ctrcccccccccsseces 3,395 
+. BOR GED ccccecccccccssccs 473,541 
| Bee BR dev ccceoc sccscceséee 18,405 
| FOSTER TRADING CORP. ....... 26,552 
| Old Jordan Whisky ........... 9,396 
T. W. Samuels Whisky ........ 17,156 
FRANKENMUTH BREWING CO. 
Frankenmuth Beer 119,110 
FRANZ BAKING CO. 083 
eo eer 35,796 
Re re ee 2,287 
| FREEMANS DAIRY PRODUCTS CO. 44,381 
FREIHOFER BAKING CO. ...... 61,887 
0 paneeesKdbedses cdeapes 38,735 
bebe pocneccsnssedeas 23,152 
| PRUENAUE TRAILER CO. ...... 116,856 
WEEE decvccccececdocvecsee 63,851 
Truck Bodies ..........06005- 53,005 
FRUIT INDUSTRIES INC. 
Tropicana Orange Juice ........ 167,866 
FULHAM BROTHERS INC. 
“4 Fisherman” Frozen Fish Prods. 259,028 
D. B. FULLER & CO. 
ee 139,392 
FULLER PAINT CO. ............ 54,800 
FUNK > WAGNALLS CO. 
ibebebeceessnccese< 41,569 
FURNESS BERMUDA STEAMSHIP 
OS eee 146,403 
FUTORIAN MFG. bee 
bncekeie ntehe 33,830 
E. & J. GALLO WINERY 
OE TE. kccscoccccvsseees 27,362 
GARCELON STAMP CO. ........ 44,116 
GARCIA y VEGA INC. 
Garcia y Vega Cigars .......... 150 
GARDEN RESEARCH LABORATORIES 
i Ee oer 980 
|GARRETT CORP. .............. 47,043 
wr . ELECTRIC CO. OF BALTI- 
. (OE “snevensbateceniehosede 410 
as’ msrivie OF GREATER 
Fensusevesutsieoges ds 37,876 
ca saavict CO. OF KANSAS CITY 87,182 
GAS SERVICE CO. OF WICHITA . 365 
= RUBBER CO. ........ oes 53,430 
WeAGheh 6de6en 66004» vb 3,106 
Hose ED sat.endcucew eee 42,312 
shpncehdabbesck cece 8,012 
GEBHARDT CHILI POWDER ..... 43,848 
Chili Com Carme ........-.5.-- 28,417 
Chili Powder ..... é 9,924 
ne cobeb heed eonnenes< 5,507 
GENERAL ANILINE & FILM CORP 
eeeepee’ 28,822 
GENERAL BAKING CO. ........ 279,849 
i ore > 4,854 
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a ere Represented Natione 


J. G. Jordan 
Vice President 
Shell Oil Co. 


The Vice President 
in charge of Marketing knows... 


“WHY SHELL SELLS 
SO WELL IN LOUISVILLE” 


“According to the 1954 U. S. Census of Trade, 
service station sales in Louisville increased 94% in 
the six-year period 1948 to 1954. While the market 
potential in Louisville was doubling, Shell Dealers 
continued to make new friends and keep old cus- 
tomers with outstanding service and outstanding 


Last year the Shell Oil Company backed its sales 
effort in Louisville with 33,000 lines of advertising 
in The Courier-Journal and 33,000 lines in The 
Louisville Times . . . a total of 66,000 lines. 


These newspapers invariably rank at or near the 
top in every quality survey of American newspapers. 
(This fact is not without significance to advertisers.) 


A Majer American Market Where One Doily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zournal — 


THE LOUISVILLE TIMES 


392,500 DAILY COMBINATION © 313,633 SUNDAY 


products like Shell Premium with TCP—the 
greatest gasoline development in 31 years. And, of 
course, we backed up our independent dealers with 
an aggressive advertising and sales promotion 
program. These are the reasons, in my opinion, 
Shell sells so well in Louisville.” 


Automobile Registrations in Metropolitan Louisville 
Increased 13% Last Year ... Now Total 250,771. 
Gasoline Service Station Sales jumped to about 
$45,000,000 . . . Up $23,000,000 Over 1948. 
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seed Advertising Age, May 28, 1956 
Bond Stuffing Mix ............ 3,245 | GENERAL DYNAMICS CORP. Oe NSE ee 10,168, Calumet Baking Powder ....... 16,503 | Autronic-Eye ....--. 0.000000 4,713 
Grossinger Bread ............. 77,934| Institutional ................. 61.468 | G E Bulbs .................. 6,276| Certo & Sure-Jell ............. ee Sree. 14,872,799 

GENERAL CIGAR CO. .......... 92,437 | GENERAL ELECTRIC CO. ....... 7,557,414; G E Clocks ................. EE Besos cadesinss. 7,277 | Buick (Used) Cars ........... 12,173 
I Whe sell dpacdes 1,362| G E Air Conditioner .......... 242,476 G E Coffee Maker ............ 4,212| Gaines Dog Food ............. 623,267| Buick Engine ..............-- 6,540 
White Owl Cigars ............. 73,089; G E Appliances .............. 119,143; G E Dishwasher .............. €8,128\ General Foods Products ........ are 3,607,707 
Wm. Penn. Cigars ............ | o - ” SS RSGREP RE preset 4,426| G E Olepecd ................ 16,798 | Good Seasons Salad Dressing Mix 163,940, Cadillac (Used) Cars ......... 15,487 

cats oss. . secs if  eaereePears 331,025| Cadillac & Oldsmobile Cars ..... 17,092 

SS ee a ee ee ce )36ee G E Dryer & Washer .......... 321,076 | Grape-Nuts Flakes ............ 143,122| Chevrolet Cars ............-0+ 15,777,352 

— DS  eheisesas... See 106,998 | Jell-O Desserts .............. 7,550| Chevrolet (Used) Cars ........ 1,306,709 
| 0 7) * “SO SSRRR ERTS 215,147| Jell-O Gelatin ............... 199,350 Chevolet Soap Box Derby ...... 81,496 
“ _ ED basedeeccece sbi és 30,333 Pt chptacvoesucsebendéun 452,595 Chevrolet Trucks .............. 4,378,495 
G E Freezer & Refrigerator .... 10,795 | MKecl-Ghate .....0cccccccceces 30,906 Cleveland Diesel Engine ....... 23,040 
G E Heating Equipment ....... 48,636 > Fen 262,752 Delco Batteries ............-- 10,135 
Fiesta: 133,853| Log Cabin Syrup ............. 57,157| Delco-Heat Heating Equipment . 206,042 
© © MOR cc ccccccccccceee 13,837, Maxwell House Coffee ......... 1,336,615 | Delco-Remy Division .......... 48,357 
wu | aduentisi cc ct EEE cccccve 20,069 Maxwell House Instant Coffee ... 372,527| Delco Water Pump ........... 6,867 
| Eo 124,948 | Minute-Man Frosting Mix ...... SE, NE Wd cuk chdeccess cece 1,392 
G E Radio & Television ........ 4,556| Minute Potatoes ............. | J... an. ere 21,137 
7] DE esccwddescccecscs BEL TE. TD. weaseccccseccccs 48,408; Frigidaire Air Conditioner ...... 236,790 
G E Ranges & Refrigerators .... 6, Se MED wenscdeneisevecs 4,082 Frigidaire Appliances ......... 31,852 
P . G €E Refrigerators ............ 964,090; Post Raisin Bran ............ 116,469 Frigidaire Dryers & Washers ... 28,194 
cake cusccen ss 156,795 Post 40% Bran Flakes ........ 151,257| Frigidaire Kitchens ........... 23,354 
G E Telechron Clocks ......... 470,153} Post-Tens Cereal ............. 193,811| Frigidaire Ranges ............ 278,512 
says Sam P. McNeil, e € Winton SelGivkas «oss: 502.287 rut Toasties Corn Flakes ...... 364,536 | Frigidiare Refrigerators ........ sen.en 
exolite Tons ............ .  badenbubesneseeeds ces 449,946| Frigidiare Washers ........... F 
owner of M & M Brokerage Company G E Tubes taaeeeeesesasesees 147,985| Sanka Coffee ................ 9,572| Frigidaire Products ........... 428,246 
“ ee G E Vacuum Cleaner .......... 213,861| Sanka Coffee & Instant Coffee .. Set SE ED ceccdnceeccccsnee 1,757,092 
Western Virginia merchants { MIN cacdetsecssecece 1,114,214| Sanka Instant Coffee ......... 671,149| Oldsmobile Cars .............. 7/592.775 
read and depend on the Roa- : : wie Gusts ae 2.631 | —_ euacoetoraseneeteesn=* — Oldsmobile (Used) Cars ....... oanuas 
. er Paacesececes = HEME SEED cncic casedvcvceves 301, POEES GHB cccccccccccccccs 912, 
, ae _ hoke newspapers for all kinds of G E Weathertron ............. 15,245| Swans Down Cake Flour ....... 23,805| Pontiac (Used) Cars .......... 193,198 
information, including advertising. That's why they're i G E Co.-Institutional ......... 466,338 | Swans Down Cake Mixes ....... 732,192 | Institutional ........... eben 2,128,970 
ili ; = G E Products ................ 572,184 | Wigwam Syrup ............... 10,652 | ’ 
$0 willing to stock and push food items that are pre Hotpoint Air Conditioner... 12,665 GENERAL MILLS INC. ......... es hae ~*~ laenenneeeele 
sold through these newspapers. Food brokers in the Hotpoint Appliances ...... site 77,894, Answer Cake ...........0.0-. 32,012 | GENERAL TIME CORP. ; 
Roanoke market need advertising and merchandising Hotpoint Dishwasher ......... 1,740, Betty Crocker Cake & Frosting Mixes 63,313 | | Na Ra Se 167,921 
= ED: ocak cg icct acces 20,033 | Betty Crocker Cake Mixes ...... 1,376,920 | GENERAL TIRE & RUBBER CO. . 100,855 
support from the Roanoke newspapers. Hotpoint Dryer & Washer ...... 65,256| Betty Crocker Frosting Mixes ... | ie ++ ee Series 46,701 
: Hotpoint Freezer ............. 1,335| Betty Crocker Cook Book ...*.. 34,027; Institutional ..............++ 54,154 
The Roanoke newspapers dominate the entire 16- ~ aor MMOROR cece eee eeee 3,779| Betty Crocker Pancake & Waffle Mix 27,648| GENESEE BREWING CO. 
county Roanoke market area. No ‘ — ee takenst-*-0rs ao ee Pie Crust Mix ... aa em setimopeatasortrsesese 44,805 
other newspapers have signifi- Retpehet ral eceueerececss “nen | General. Mills Cereals ......... 49,497| Gaby Foods ................- 428,613 
: : otpo roducts ........66 016) General Mills Products ......... 18,101 oy ES ree 103,492 
cant coverage in this key market GENERAL FOODS CORP. ......... 8,665,524, Gold Medal Flour ............ 478.893 ay h —_._.... 57.020 
of Western Virginia. Baker's Chocolate Chips ....... 7,834} O-Cel-O Sponges ............. MO RE GE oy coho scceonaess 46,472 
Baker’s Coconut ............. 221,633| Purasnow Flour .. éhitee OAL OT - eee 2,097,957 
Write for details to: Baker's 4 In 1 te seeeeeseenee 7,564 Red Band Flour bapittte odeasie 20,283 Casual Pin-Curl Permanent ..... 59,308 
SAWYER, FERGUSON, WALKER COMPANY Birds Eye Frozen Chicken Products 78,099 Sperry Drifted Snow .......... 100,074! Gillette Blades & Razors ...... 624,992 
Rad ° Birds Eye Frozen Fish Products . 275,817 | Sperry Pancake & Waffle Mix ... 12,647 | Paper-Mate Pens ............. 336,396 
National Representatives Birds Eye Frozen Fish Products & re ae 122,832| Sofstyle Curlers .............. 159,686 
oe ag ser ceeecree By —4 —— Dog Food ......... aiaan Toni Home Permanent ......... 308,976 
= . rds Eye Frozen Foods ....... WEL WEE. “andbabvewescsecceensse. 6, i a 338,532 
= F560 000-plus we THE ROANOKE TIMES | Birds Eye Frozen Orange Juice . . GUN SII ciinconteae.cekas- 30,030 Ng ees ee 94,132 
. 7 THE ROANOKE WORLD-NEWS Birds Eye Frozen Pies ......... 88,805| Institutional ................. a ft aa... 100.103 
. Fp Beit ty SW Sie ROANOKE, VIRGINIA Birds Eye Frozen Vegetables ... 177,165 | GENERAL MOTORS CORP. ...... 62,587,251| white Rain Shampoo .......... 67,163 
: . Bireley’s Grapefruit & Orange Drink 32,577; A C Spark Plugs ............. 34,059 ON ono ceo. . oldadae 53,474 
Bireley’s Orange Drink ......... 5,603| Allison Division .....ccccsc0% 255,303 GIRARD’S INC. 
French Dressing 83,907 
A. GIURLANI & BRO. 41,186 
Gancia Vermouth 20,507 
> eee RE 20,679 
GLASS CONTAINER MANUFAC- 
TURERS INSTITUTE ......... 31,404 
GLENCOE DISTILLING CO. ..... 40,478 
Fortuna Whisky ............. 10,598 
GD. MED ccnccesseccces 29,880 
GLENMORE DISTILLING CO. .... 1,232,463 
Glen Scotch Whisky ...... 1,359 
Glenmore Distillers Co. Whiskies 18,439 
Glenmore Vodka ............+ 902 
Glenmore Whisky ............. 516,342 
Kentucky Tavern Whisky ...... 174,064 
King’s Ransom Scotch Whisky .. 2,850 
Old Thompson Whisky . ...... 276,830 
Yellowstone Whisky .......... 241,677 
GET \GLIDDEN CO. .............--. 253,113 
| Bartes’s Gitvasts ..cccccccces 755 
| GR SE neddsovcetioss 9,354 
Durkee’s Margarine ........... 95,375 
Durkee’s Mayonnaise .......... 16,109 
——  Serecterere 14,012 
Durkee’s Salad Dressing ....... 2,344 
Fae 88,272 
GE TE Ss escedtecccccces 26,892 
STRAIGHT H. CLAY GLOVER CO. 
Glover's Mange Medicine 43,810 


|GOEBEL BREWING CO. 


FACTS... oe —_ 


Country Club Beer ............ 63,026 
Country Club Malt Liquor ...... 17,962 
(GOLDEN AGE BEVERAGE CO. 
° Get-Up Beverages ............ 92,755 
The TIMES-STAR’S 4th Annual PR Pap 4 

yg > (cee 89,997 

e. GOLF & LAWN SUPPLY CoRP. 
i Consumer Analysis provides an Golf Lawn Seed .........-..-. 38,285 
= GOLDEN PEACOCK, INC. ....... 78,116 
~ GE bse desaccecee 42,154 
<3 s eS ere 35,962 
-*. up-to-date picture of consumer B. F. GOODRICH CO. .......... 717,236 
ae.” Koroseal Wearing Apparel ..... 57,878 
b>. WE cecusenenecadtattowcknss 601,369 
i . ey y Institutional .............00.. 57,989 
4 buying habits in this market GOODYEAR TIRE & RUBBER CO. 2,110,507 
pee. Goodyear Batteries ............ 2,716 
a Geer TGP ceseccccccccess 1,938,605 
Ei? = ET 0 occ cdduspeccass. 11,418 
o of over 301,000 families. i- ~ ~“geepeseraeres 152,104 
3 >: ae . 5,664 

: Tl z. GOODY’S LIMITED 

GREATER ; Headache Powder ............. 28,898 
ss GORDON FOODS INC. .......... 31,534 
\ 4 A Potato Chis ......-...00000- 14.891 
; EE saccieiaibpesuitinn sets 6,221 
§ pest enrenanteiede 10,422 

parivenee per TBS < GORTON-PEW FISHERIES CO. 
sxnstio€ OFF aos % Gorton’s Fish Products ........ 36,295 
: as. GRADIAZ ANNIS & CO. ........ 31,048 
aes G Gold Label Cigars ............ 17,153 
- Ignacio Haya Cigars .......... 13,895 

é ay JEAN R. GRAEF INC. 

Girard Perregaux Watches ...... 66,340 


GRAFE & GRAFE 
Books 


Odo eercccesesecisvoces 31,001 
GRAND DUCHESS STEAKS INC. 
| UP! PUENE: GRUES desc ctiwccedcce 165,835 
——" LJ. wa NOODLE Co. 192.498 
Mrs. Grass’ Soups ............ 
CINCINNATI ~TIMES-STAR GREAT NORTHERN RAILWAY CO. 278,151 
GREAT SOUTHERN LIFE INSURANCE _ 
CL  Sbssvibnbesdwteberessscce 60, 
GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES |GREAT WESTERN SUGAR CO. 
FLORIDA REPRESENTATIVE: HAL HERMAN, MIAMI BEACH Ta “GEE ctcscccecscc.: 54,031 
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The First Buy in Texas’ First Market: 
The Dallas Morning News, with... 


i) The Largest 
Daily Circulation 
j in lexas 


| (212,708 daily, 214,038 Sunday) 


ABC PUBL. STMT: MARCH 31, 1956 


W ith the largest daily circulation of any 


| morning or evening newspaper in Texas, | Market — can advertisers achieve their full 
The Dallas News keeps pace with the growing _ potential in this largest, wealthiest market in the 

Dallas Market. It is the only newspaper that _ State of Texas! 

covers effectively both Dallas and the 71 

: surrounding counties whose in-Dallas purchases 

account for more than a third of the city’s retail 

sales volume! 


e In the past year The News gained 6,689 
circulation in Dallas’ City Zone, bettering 
the second paper three to one. 


@ The News increased its Retail Trade Zone 
circulation 13% to the other paper’s 6%, 


e The News added 16,301 to its total circu- 
lation while the second paper increased but 
j 4,531, widening The News’ lead to 39,148. 


me A battery of eight new Hoe Color-Convertible presses are being 
In The News alone — with its 22.67% larger ——auded in The News’ press room. Made necessary by the biggest 


circulation, broader influence, and greater and circulation and largest advertising lineage in The News’ history, 


50% additional press capacity will assure subscribers throughout 
the Dallas Market up-to-press time news and before-breakfast, 
home delivery of their Dallas News—and advertisers a brisk, all-day, 
same-day response to their advertising. 


more selective coverage of the entire Dallas 


ONLY THE DALLAS NEWS COVERS THE BIGGER DALLAS MARKET 


Ghe Dallas Morning News 


Texas Largest Daily: More people buy The News . . . more people read The News . . . more 
people are influenced by The News than any other morning or evening newspaper in Texas. 


Consult The News’ nearest representative for informa- 
tion on marketing or merchandising in the Dallas 
Market...or address your inquiry direct to our 
research department through the Advertising Director. 


CRESMER & WOODWARD, INC., National Representative e New York @ Chicago e Detroit e Los Angeles e Atlanta e San Francisco 
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GREEN GIANT CO. 
Green Giant Niblets 
Green Giant Vegetables 
Kounty Kist Vegetables 
WILLIAM —s BREWING CO. . 
Gretz 


Gretz Hott” & Half 
GREYHOUND CORP. 


ly ansport 
132,768 |GREYSTONE CORP. 


FLORIDA REPRESENTATIVE: “HAL HERMAN, ‘MIAMI BEACH 


Art Treasures of the World 
Children’s Record Guild 
Classic Record Club 


Greystone Press 9,039 
130,405 Book of Knowledge 


Music Treasures of the World ... 
| GRIESEDIECK BROS. BREWERY CO. 


12,510 
6,104 GROLIER SOCIETY INC. 


G. W. Sugar ............-. ° 


188,853 GROCERY STURE PRODUCTS CO. 


Cream of Rice 
Fould’s Macaroni Products 


Americana Corp. 


GROSSMAN CLOTHING CO. 
GROVE LABORATORIES 


CAN’T BE 
WRONG! ! 


In the 8-county Buffalo market, 3 large 
chains do the bulk of $451,189,000 an- 
nual grocery business. 52% of their 
advertising appears in the Courier- 
Express! And it’s run Thursday morn- 
ings...the first announcement of their 
specials and prices for the week-end. 

The proven power of the Courier- 
Express in moving goods to pantry 
shelves and refrigerators is closely 
associated with outstanding food and 
women's feature pages which appear 
every day in the year. The Courier- 
Express conditions women's minds to 
be receptive to your products. 

Use it daily to get more advertising 
for your dollar concentrated on those 
with more money to spend among the 
458,000 families in Western New 
York. Use the Sunday Courier-Express 
for maximum coverage. It is the 
state's largest newspaper outside of 
Manhattan. 

ROP COLOR available daily 
and Sunday. 


BUFFALO COURIER-EXPRESS 


REPRESENTATIVES: SCOLARO, MEEKER & SCOTT 


Paciric Coast: Dorie & HAWLEY 


Antomine Cold Tablets 


Pfunder’s Tablets 
GUERLAIN INC. 

Toilet Preparations 
GUEST AIRWAYS MEXICO 
“CHARLES GULDEN INC. 


Mustar 
GULF eREWING co. 
Grand Prize Beer 
GULF LIFE INSURANCE CO. 
|GULF OIL CORP. 
Fuel Oil 
Gasolines & Oils 


Institutional 
| GUNTHER BREWING CO. 


| 
| 
| HQZ DISTRIBUTORS INC. 
| Lustre Net Hair Spray 
| HABITANT SOUP CO. 
Habitant Soups 
HALL BROS. INC. 
| Hallmark Greeting Cards 
| HAMILTON MFG. CORP. 
Cosco Electric Utility Cart 
| Cosco Products 
Hamilton Dryer 
Hamilton Dryer & Washer 
| Hamilton Washer 
| HAMILTON WATCH CO. 
Watches 
~ HAMM BREWING CO. 


JOHN HANCOCK MUTUAL LIFE 
INSURANCE CO. 

| HANCOCK OIL CO. 

| PETER HAND BREWERY CO. 
Meister Brau Beer 

P. H. HANES KNITTING 

| HANOVER HOUSE 


126,212; Books 
96,985 CHRISTIAN HANSEN’S LABORATORY 
48,307; INC. 
48,678; Junket Quick Fudge & Frosting Mix 
100,907 | Junket Rennet Powder 
31,312 | HAPPINESS TOURS 
69,595 | HARCOURT, BRACE & CO. 
25,406| Books 
779,237 |HARLEYSVILLE MUTUAL CASUALTY 
13,518 
375,386 | HARNISCHFEGER CORP. 
74,665 | HARPER & BROTHERS 
292,045 Books 
23,623 Harper's Magazine 
A. S. HARRISON CO. 
31,532| Preen 
28,958 — PRODUCTS INC. 
No 
224,641 HARTFORD ELECTRIC LIGHT co. 
HARTFORD GAS CO. 
67,673 | HARVARD BREWING CO. 
Beer 


5 
HAWTHORN-MELLODY FARMS 
DAIRY 
Dairy Products 
HEALTH INSURANCE PLAN OF 
GREATER N. Y. 
HEARST CORP. 
American Weekly 
Boston Record-American-Advertiser 
Chicago American 
Detroit Times 


New York Journal-American .... 
New York Mirror 
HEARST MAGAZINES INC. 
Cosmopolitan 
Good Housekeeping 
83,753 House Beautiful 
52,582 Motor Book Department 
16,915 | HEAVEN HILL DISTILLERIES INC. 
2,035 Heaven Hill Whisky 
9,731 Heaven Hill & Old Heaven Hill .. 
18,455| Old Heaven Hill Whisky 
5,446 HEIDELBERG BREWING CO. 
Columbia Ale 
Heidelberg Beer 
G. HEILEMAN BREWING CO. 
132,250 Old Style Lager Beer 


96,472 / 4. J. waren 
S392 | gis. co. 


44,362 
39,046 


216,223 
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“ Tausca ae 
Tara Jewelry 

A. T. HENDERSON CO. 
Travel & Tours 

JOS. HENSLER BREWING CO. 
Beer 

HERSHEL CALIFORNIA FRUIT 
PRODUCTS CO. 
Contadina Tomato Paste 

G. F. HEUBLEIN & BROS. 


Bell’s Special Reserve Scotch Whisky 
Heublein’s B. W. Whisky 
Heublein's Cocktails 
Heublein’s Cocktails & Cordials . 
Heublein’s Cordials 
Maltex Cereal 
Maypo Oats Cereals 
Relska Vodka 
Smirroff Vodka 

CHR. HEURICH BREWING CO. 


x 

a + BROS. COFFEE 

Coffi 433,160 
CHAS. *. HIRES CO. 

Root Bee 27,842 
HOBART MANUFACTURING CO. . 

Kitchen Aid Dishwasher 

Kitchen Aid Food Preparer 
HOFFMAN RADIO CORP. 

Television 
HOLLAND-AMERICA LINE 

Steamship Transport 
R. M. HOLLINGSHEAD CORP. 

Floor Show Wax 
— HOLLINS & COMPANY 


ead 
neue LINES AGENCY INC. 
Steamship Transport 


HOOVER CO. 


FERD. T. HOPKINS & SON 
Gourand Oriental Cream 


In Greater Los Angeles, too — 


PEOPLE BUY WHERE THEY LIVE! 


COPLEY 


@ 
NEWSPAPERS 


i Po re 
o se 


And, in Los Angeles County, 25% of the 
people live where there is a COPLEY 


“hometown” newspaper. 


ALHAMBRA POST-ADVOCATE 
BURBANK DAILY-REVIEW 
CULVER CITY STAR-NEWS 


GLENDALE NEWS-POST 


MONROVIA NEWS-POST 

REDONDO BEACH-SOUTH BAY DAILY BREEZE 
SAN PEDRO NEWS-PILOT 

VENICE EVENING-VANGUARD 


15 "Hometown" Newspapers Covering the “Hometown” Markets 
of Greater Los Angeles — Northern Illinois — Springfield, Illinois 
— and San Diego, California ...all the Local News plus the 
COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST- HOLLIDAY CO., INC. 
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Q Mothersill’s Remedies ......... 33,364 ee 51,986 JUVENILE MANUFACTURING CO., 
4 GEORGE A. HORMEL & CO. ..... 231,708 0 ere 299,800 INC. ‘ _ 
Chili Con Carne .............. 8.955 JACKSON & PERKINS CO. | Chicopee Mills, Inc. .........- 60,488 Children’s Wear ............. " e 
iy Frozen Meat Products ........ 84,692 Nursery Products ............ 31,020 = awe SERBS “> eae os 
| Meat Products ...... Y caine : | as . ‘ 
ears baat ye een eeto an aa... 28.951 KLM ROYAL DUTCH ncaa. 358,214 If I were planning 
I HORTEX MFG. CO. ... Ai oP 27,408 | JAEGER wenanig | 6d dda dicate 32,967 Foot Soap ..... pes oa a ALUMINUM & ss0.188 ae 
HOUBIGANT SALES CORP. Bread Rdebawoas een eee p526| CORP, -- enone nn nes 130,135 advertising for the 
i. Toilet Preparations ........... EEL EOE 2,049 a eee) ere 182,945 Kaiser -~ oa iiniad'e' © ye 
i . -~pe MIFFLIN CO. ~— mau CARS LTD. am oo WED. ccscctubone Ba ——)— “ae eenh ie oan onus Albany market, 
" D bbs siRCeneeeEAReROe oo .231 SE eee ace cudeas ese 04s y 0 are ‘ + tee eeeee o 
ie HOUSATONIC PUBLIC SERVICE CO. 29,404 | JENNEY MFG. CO. CE edcneeodcenveek ites 123,127 Kaiser & Willys Cars ......... 5,581 
WOUSE OF WESLEY ........... 85,403] Gasoline & Oils ............... 66,404 |S. C. JOHNSON & SON .......... 872,729 | Willys Cars — i would buy 
iS HOUSE OF WORSTED-TEX ANDREW JERGENS CO. ........ ago ae serere> yen se* 59 a aun po a tt es 2308 
' Wearing Apparel ............. 44,220 Jergens Instant Suds ......... 31 a ae ° . . 
HOUSTON LIGHT & POWER CO. . = 114,812| Jergens Preparations .......... BIDGDG| Prida 20... e ee ee eens ceeeeenes ShaS0| MARES OUEL Geer... SANS the paper with the 
ew ry by — pe ae Preparations ......... ae ay OEE a Rnititie «+ dnaeane _— RARDAS CSTV SUTURE LORES . . la est - e tien 
j RE .212| Woodbury Shampoo ........... b x a . o<eene 9% A = cir ula - . 
I HuDEPOML BREWING co. Wootbeny — cegiewaadaees 394,010 | ROBERT A. JOHNSTON CO. am m # | sereascmmancamatiale 45,408 rg e 
6 ¢ Ee ee 188,420 | JEWEL H i votSs uss to ue 36,794 errr ar X . . 
N  uoson ‘PULP & PAPER corp. 209,384 |3. D. JEWELL. INC. GASTON JOHNSTON CORP. ...... 28,781| Kasco Dog Food ............. 200.aa| the Albany Times-Union 
Bags, EE Ra ae 25,235 SE ce atitnks erido0 05% +00 50,054 No- ~~~ - ee ae 25,183 | KASSER DISTILLERS PRODUCTS, Albany @ New York 
, Dn s+ > Otek ievediewalece ve 17,407 | JOHNSON & JOHNSON .......... 1,714,839 i <1. oop cbees dheeo-s 3,598 a. aa ae 69,583 
‘ ES ee ore 166,742 Baby Preparations ............ 443,860 JONATHAN y LOGAN Four Queens Whisky .......... 1,179 
_* HUDSON RIVER DAY LINE ..... 65,409} Baby Shampoo ............... SERTIO| «BIRT xo lecccccceccccntecee 89,930, House of Kasser Brandy ....... 462 
f HUDSON’S BAY CO. 
¢ Hudson Bay Scotch Whisky ..... 53,625 
HUGHES AIRCRAFT CO. ....... 47,550 
‘ HULMAN & COMPANY .......... 128,965 
‘ ‘' Clabber Girl Baking Powder ... 124,805 
“4 KC Baking Powder ............ 4,160 
,, HUMPHREY'S MEDICINE CO. ... 41,457 
: Humphrey's Medicines ........ 31,979 
i Mt cbibesnaatetbiesesaes 9,478 

 @«. 3 ae 2,645,666 
Be -dbeteess theo. 137,671 Sea Oo n e Oo 
—e in ig Paaede kane ede wr 
Salsa Di Pomidoro & Paste ..... 19,465 

{ Re ra 1,230,771 e ] 
u ee 949,934 
/vavmee. 3 Americas best test markets 
Flexalum Aluminum Awnings ate 35,251 
Flexalum Venetian Blinds ..... 45,789 

HYGIENIC PRODUCTS CO. ...... 213,691 
Ey, s Fat 211,979 
EE erry ee 1,712 : 

HYGRADE FOOD PRODUCTS CORP. 56,984 . ° " ° 
Hiyprade Mest Products... 6.044 . it’s a nationally-accepted proving 
ea ‘ae poEease _— ground where scores of well-known prod- 

ICELANDIC AIRLINES INC. ..... 36,357 ucts made their marketing debut 

oe ee where, vear after year, the nation’s lead- 
Idaho Onions & Potatoes ....... 9,489 : ne ses 

—aaea Pe ing manufacturers test new advertising, 

a opine ; merchandising and packaging ideas. 

ILLINOIS BELL TELEPHONE CO. 146,302 ‘ 

ILLINOIS CENTRAL RAILROAD CO. Py 

ILLINOIS MEAT CO. ........... . 

+ | 
} 4 ~-) ~+ Fa es NEW ENGLAND’S 
ES UE >t ation te adinie waite een 134,728 

IMPERIAL SUGAR CO. ......... 39,535 

INDIAN HEAD MILLS’ Ic. SECOND LARGEST MARKET 
All Purpose Cotton ........... 119,912 | . 

INDIANA BELL TELEPHONE CO. 120,212 F ‘ 

2 0 ee an :..1S a city-state market—closely- 

INDIANAPOLIS POWER & LIGHT id knit, firmly established and isolated ...a 

INDUSTRIAL PLANTS CORP. .... 27,079 compact, convenient test city — large 

INSTITUTE OF LIFE INSURANCE 1,102,294 | 

INSTITUTE OF MENTALPHYSICS 63,168 enough to generate a profitable demand 

INSURANCE CO. OF NORTH rane 
PE wttcsscnvasantecoes 36,107 | and small enough to keep costs within 

INTERNATIONAL BUSINESS 7 a a 
MACHINES CORP. ........... 320,541 practical limits. 

: INTERNATIONAL CELLUCOTTON ex 

toveey cs REE oo de a a 
e Me S86 ecoencesecoees 
— Tissue & Kleenex ....... 6,528 

A SOUMMINR sss Gneakpoutedae dy 619,599 PUT PROVIDENCE ON 

i Kotex eee eseccvscecesccscese 790,282 

} INTERNATIONAL HARVESTER CO. 630,405 

Farmall Tractor .............. 292 YOUR ‘6A’? SCHEDULE 
International Fan ............ 12,353 

International Harvester Air pone 

' ES ee x 

} International Harvester Appliances 7,211 You can get your share of the $1,301,- 
International Harvester Freezer . 5,987 A ‘ P 

‘ International Harvester Freezer & 298 625,000 effective buying income of the 

GEG ccusecadssigves A ° ° . . 

International Harvester Refrigerator 200,703 824,500 people in this city-state region 
Int WEED davectdeece 35,185 x ° é 
a thaaaapaclia tht 10,985 with consistent, insistent sales messages 
DEE bd vote cenaenetans $4 143,202 ‘ » . . 

INTERNATIONAL LATEX coRP. ’ 997,678 in their favorite newspaper, The Provi- 

INTERNATIONAL MILLING CO. ° n 
Robin Hood Flour ............ 154,963 dence Journal-Bulletin. Whether for a 

INTERNATIONAL — & ° . 

CHEMICAL CORP. . - Be test campaign or as part of your national 

A D. thenk ocenbaan eee , ‘ . 

ow SE aber $F 8.621 effort, nothing can match the effective 

: INTERNATIONAL NICKEL CO. ... 141,880 ° . 

| INTERNATIONAL PRODUCTS CO. ie od concentration of The Providence Journal- 

Cc R  2eSaSeer ° . : 

INTERNATIONAL SHOE rears 270.642 Bulletin, the strongest selling force in 
INTERNATIONAL SILVER i we ¢ 

1847 Rogers Brothers Silverplate s0.si8 New England’s second largest market. Its 

{ Wm. & Son Sil late .. . : . . 
INTERNATIONAL TELEPHONE & more than 200,000 daily circulation covers 

| } mn oy dhs See ae Rhode Island’s all the families in ABC Providence and 

' Capehart Television ........... 17,128 . . . 

Gibson Air Conditioner ........ x more than 80% in the city-state area. 

| Gibson Products .............. e . ° ° 

Gibson Range & ftrigrator <<<. 80 Busiest, Best Salesman Providence Sunday Journal circulation, 

H rigerator eeescerseses ’ 

| Institutional .............0+0- 11.216 more than 185,000. 

j INTERNATIONAL UNION OF ELEC- 

t TRICAL, RADIO & MACH. WORK- 

i ERS, C. 154,693 

INTERSTATE BAKERIES CORP. 205,607 
Bive Seal Biscuits ... 2,817 | 
Blue Seal Bread .. 56,081 | e 7 
Butter-Nut Bread 58,363 
Se Seats ree re roviaence Oournal-DBUuLIeTIN 
Mrs. Karl’s Bread 10.163 
Weber's Bread . | 
Products 9,965 e ie A 

wp Rang apg Represented Nationally by WARD-GRIFFITH CO., Inc., with offices in New York, Boston, 

phar 830 | 
lodent Tooth Paste ........... 25,010 | i i i i i lanta, Charlotte and Portland (Ore. 
oo pwd, — Detroit, Chicago, Philadelphia, San Francisco, At e ( ) 
IOWA POWER & LIGHT tO. Weve 66,581 
IRON FIREMAN MFG. CO. 
Iron Fireman Heating Equipment 33,036 
IROQUOIS GAS CORP, ......... . - 1,760 


ITALIAN AIRLINES .....0 0000s : 96,063 
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it only takes GREEN . 


BAY 


COLOR? OF COURSE! 
Spot color, 1000 line minimum. 


Four color, page minimum. | 
t 


e 3 ; 


THE GREEN Bay Press-GAZETTE 


Phil Mc Closky, Mgr. 


Green Bay, Wisconsin 
General Advertising 


House of Kasser Egg 
House of Kasser Rock & 


JULIUS KAYSER & CO. 

KEDVALE PHARMACAL CO. 
Sanforin 

KELLOGG CO. 


Corn Flakes 
Corn Flakes & Rice Krispies .. 
Gro-Pup Dog Food 
Rice -— 
re 
meuiece co. 
a Bird Food & F 
KEMPER APPROVED lnsvaaince 
ADVISORS 
Insurance Advisors 
KENDALL CO. 
Bauer & Black Elastic Stockings 
Curad 
KENNECOTT COPPER CORP. 
Chase Brass & Copper Co., I 
Kennecott Copper Corp. 
KENTILE INC. 


KERN "F000 PRODUCTS 
Meat Products 


231 
231 
9,880 
- — 


75,096 | 


43,100 


1,355,155 

548,967 

46,924 
405,1 


IN CANADA 
a = 
THEIR SHOPPING 


From The 
Daily 


Wewspaper.. ‘ 


we 


The 7 Southarn Newspapers 
influence more than 
1,600,000 Canadians 
every shopping day 
of the week! 


“ 


You GET“ACT, ° we HEN YOU ADVERTISE 


IN 


THE SOUTHAM NEWSPAPERS 


MEDICINE HAT 
News 


CALGARY 
Herald 


Cresmer & Woodward Inc. (Can. Div.) 


WINNIPEG 
Tribune 


HAMILTON 


Spectator 


UNITED STATES REPRESENTATIVE | 


OTTAWA 


Citizen Journal 


EDMONTON 


VANCOUVER 


New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 
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Jellies & Preserves 
Products 
KEYSTONE a | co. 


Projectors 
KEYSTONE MACARONI MFG CO. 
San Giorgio Macaroni Products 
San Giorgio Macaroni Products 
& Spaghetti Sauce 
San Giorgio Spaghetti 
KIEKHAEFER CORP. 
Mercury Qutboard Motors 
KING MIDAS FLOUR MILLS 
King Midas Flour 


| KIRSCH’S BEVERAGES INC. 


No-Cal Beverages 
No-Cal Ginger Ale 
KITCHEN ART FOODS INC. 
Py-0-My Mixes 
KITCHENS OF SARA LEE INC. 
Sara Lee Products . 
KNAPP-MONARCH CO. 
Appliances 
KNIGHTS OF COLUMBUS 
ALFRED A. KNOPF INC. 


KNOUSE FOODS COOPERATIVE INC. 


Lucky Leaf Apple Juice 

Lucky Leaf Apple Sauce 

Lucky Leaf Pie Filling 

Lucky Leaf Products 
KNOX COMPANY 


Mendaco 
KNOX GELATINE CO. 
Gelatine 
KNUDSEN CREAMERY CO. OF 
CALIFORNIA 


itk 

KRANTZ BREWING CORP. 
Old Dutch Beer 

KRESS & OWEN CO. 
Glyco-Thymoline 

KRETSCHMER CORP. 
Wheat Germ 

KREY PACKING CO. 


Salisbury Steak & Gravy 
G. KRUEGER BREWING CO. 
K Beer 


LACLEDE GAS CO. 

L'AIGLON APPAREL INC. 
Dresses 

LAKELAND NURSERIES SALES . 

LANCE INC. 
Crackers 

LANDERS, FRARY & CLARK .... 
Universal Vacuum Cleaner 
Universal Toastamagic 

LAND O'LAKES CREAMERIES INC. 


LANOLE PRODUCTS INC. 

LANOLIN PLUS INC. 
Lanolin Plus Shampoo 
Lanolin Preparations 

LAN-O-SHEEN INC. 


Freshlike ‘Vegetables 
LARUS & BROTHER CO. 

Domino Cigarets 

Edgeworth & Holiday Tobacco .. 
LATROBE BREWING CO. 

Rolling Rock Beer 
LAVELLE RUBBER CO. 

Korky Closet Tank Seal 
LAVOPTIK CO. 

ik 


Carpets & Rugs 

LEHN & FINK PRODUCTS CORP. 
Dorothy Gray Preparations 
Lehn & Fink Preparations 
ysol 


LEMON PRODUCTS ADVISORY 
BOARD 
California Frozen Lemonade .... 


_ LEVER BROS Co. 
Breeze 


Good Luck Cream Sauce Mix ... 
Good Luck Margarine 
Imperial Margarine 


1,325,412 
65,515 


fe i f &. : . me ae ee eae i ‘ : " , sabi & 
t . am z . - ae ore Boe Wier a to ae —— —" aimee Prue. 7 
oy 
E | 
i 104 ee 
3 Panes ere 15,566 i 
E oe a..." Sn. an 

i Kasser’s Vodka .......00.0 005. aeveeee 99,643 
fa Kasser’s 51 Whisky ........... Podesta 65,680 
pe SD TE ccccencecccccscs . aon 
bo perk _ 27,039 
ab edduas 
Bg cinkas 1,018 
bee NT eo. cdilede sVabate 4,289 
ie Cereals ...... see 
Ss 112,204 | 
fi) 58,779 
ie 66,110 25,048 
li 5,30 eT . — 95,725 
nm 193,844 ve 3,340 ‘ 
an 38,031 i 
be “ 51,997 
&. 485,757 78,843 (i 
Ry 78,771 4 
“6 39,019 _ 55,707 5 
ee 39,752 - 259,555. 
an 168,547 as 131,485 i 
3% 245)  =8=—« 39,171 7 
cae 166,096 aeleinaiiin 16,900 
nee 330,365 te 17,593 
ar | GE 6 ci vcvcveivecsevesive 99,647 is dente ad i 28,453 .> 
gt ee EEE. vic panedeceniven cies 65,334 Sa ctueaae 6,225 
ag a SED. cadccbustedussbeseoses 99,754 | pasbesnay 373,394 iy 
ny ~ Tecan tiie 65,630 |  Cystex es 267,886 
Ee ee ae: 2 — 
Ls. \ en 31,701 | 
a : ... -162,473 
get: eee 140,358 a 
pa i Gattage Gheess .ncccccccccces 52,971 
BY EE NEEL ve acicksececces 4,996 

4 Gaby Products .............. S708 

a “ ar GEE ccc ccntcdccseness 11,676 
ve ad nonaas 25,929 q 
C4 | | “ Scion 7 
oe Z 
> Oy tw” pewcees 83,177 

Ag \S ; ‘ Meveees 124,768 
re 6 4 8 ES EEE 22,458 
vey . . i) - * Oe ere Seer 99,849 
an 3 he | , es a: 2,461 
a ; i. eae 
<i Ronis a ~ Pe & : ‘ Ai. ae | 
i. A > — Be gh L 

oh oe... an be if a 5 Ae 
ee ——— i Ulltttst—t~*~S 
= j —_e tt 109,337 

% —— tt 86,858 
uf , Me ry ee aa, . = 
ne : . 4 65,131 
nd j _ 5,931 
i F i — f 37,958 
se ; . 568,543 
yee aN a : te DN: caakdterepnecneséccne 565,399 
ae —  . Dairy Products ............... 3,144 
c ‘ se ee > ee if LANGENDORF UNITED BAKERIES 
ig | %. is | WU Kdntedbdenrasateesocasces 546,947 
cee —: Steg * A) Aeris Barbara Ann Bread ........... 73,528 
‘ei : nS ane he fee Phim gy = ——_ eeteryeene — 
es aq 4 a «3 rh ge r. 6 ebeeccevcec - 
st ly 2 a * A i 2 Hollywood Bread ...........-. 127,058 
Rhy? bE ens!) C oF 4 Hollywood Bread & Crackers ... 4,204 
as : Sa x) fi Holsum Bread ..........0..0. 265,345 
dic , ote Ma Langendorf Bread ............. 62,251 
AB t : ~ a te Langendorf Products ........... 2,465 
ied $ . i ’ sk £2 ea 5,620 : 
+ = : : i we Oa 941 | 
"hs + ape Steet 4 4 | on y) Sewing 31,691 Nl 
Be . ¥ be 3 7 2 i} 
a Same, he ) ) ir are a 9 Saowcess | eee 
s aye a Tene 4 f es > SRIF po ) 
ca ees Ea d y M7 Or eo" Cleaner & Soap capa 
Bas. Dene. 2 A ae - = 36,384 
oI t . ets A A ~ 1 ae , p . e; > —— 56,478 
— TE a a " cae 4,638 
ies ta eee ae , zs a wee e 
j ae ear > is _ a ie Sey OS > ; st Be | 51,840 
A + .> a = Bee ca } aM Mo : : "3 a te : Pe 39,895 
ate =. £ — a oie ee | LEA & PERRINS INC. 
a, - - Oe mee : Be” " SEE. wSosederessoc na cntuece 38,851 

ees a a ss : Co aore : SI isiccanieimictings iid gna diind 88,084 
ae : an ae a i BT occ ccrcccccccssanse. 60,283 { 
pe? a = n° a . a TD adesdtiabeaenncksbhacs 27,801 
es ‘ m. ae a - THOMAS LEEMING & CO. 
es J \ Ry 4 ae et By it, ME TTT 691,177 
Ll ae ; el oe le ae E . JAMES LEES & SONS CO. | 
o . : os. ies laee * a eek 38,211 
4 ‘ — As my sie tg a a " 8,09 

2 Ci “y 2 tg é s ’ f ae ; > ‘ 1 ( 
“i 4 ae is , : tren : mi aa a  } | Tussey Preparations ........... 29,336 I 
7% = a ~ see = r.; 2 LEISY BREWING CO. 
i. i P. a in ; 
e a. F a: ' ewe 443,133 } 
ne” : F Es ta : = 
.: s 4 . . 2 - PF eR 
Ls a { i ; -_ Cl Signandeecers dei 
~e ‘wa 3 : 7 : ( Cs 5 , Chiorodent Tooth Paste ........ 50,782 
oe i Fai, i Sa 2 gO eet ae eee 51,035 
oe : ps a . * oe a ae | Frostee Desert Mix ........... 28,453 
5 — =a _ a Frostee Desert Mix & Sherbet .. 214,347 
: if | po a | 
al ' = “ae 41,032 
pe CS 84 ae 726,279 

noe SP MEP = co veeccccsbisc ce 993,245 y 
ey | Lipton Soups & Tea ........... 2,289 
eh ~~ | Lipton Soft Drink Mix ........ 26,119 
wi . : } GRUP cscs. tcscncns * 
ay 5 Lux Detergent ............... 573,823 
Ae RR ON 9,424 
S a Lax Toilet Saag 222000000002 Samana 
“aa . Pepsodent Tooth Brush ........ 14,190 
* ee Pepsodent Tooth Paste ........ 574,023 
Y ena 
a Rinso Detergent ..........000% 61,790 
- Geer Bae ccccccccccccccccs 212,532 
st ifs: nm: ». . ay on % . = * a a _ - - % ee a) ee : and Sle 3 ‘Oi rew rs) a ed ae - eae dart gd rs oA eee ae * 
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Institutional 
Products 


LEWIS HOWE COMPANY ....... 
NR Tablets 
ED Padidnnhaksndsuea netics 

LEWYT CORP. 

Vacuum Cleaner .............. 

“a. L. LIBBY FOOD PRODUCTS 


Red L Frozen Products ........ 
LIBBY, McNEIL & LIBBY... 
Baby Food 


Fruits & Pineapple Juice ...... 
Tomato Juice 


LIBERTY MUTUAL INSURANCE CO. 


LIEBMANN BREWERIES INC. ... 
Liebmann Breweries Inc. ....... 
Rheingold Brewing Co. ........ 

LIFE SAVERS CORP. ........... 
Ge MN dbnccdcaccdascndce 
Pine Brothers Glycerine Tablets . 

LIGGETT & MYERS TOBACCO Co. 
Chesterfield Cigarets .......... 
Sis... eae 

LILY OF FRANCE INC. 
Foundations & Bras ........... 


Ammonia 


FPO e eee wees 


LION INC. (GIBBONS BREWERY 
Gibbons Ale 
Gibbons Ale & Beer .......... 
Ct Ul cesceeanonsace 

LION OIL COMPANY 
Gasolines & Oils ............. 

LIONEL CORP. 
Linex Camera 
Trains 


Pee ee eee eee eee 


LOCKHEED AIRCRAFT CORP. ... 
LOEW'S THEATERS INC. 
Motion Pictures .............. 


eee eee eee eee eee eee eee 


Beer 
LONE STAR GAS CO. ........... 
LONGINE-WITTNAUVER WATCH CO. 
Dt: Sédetnhonstnnsnoeade 


Products 
LOS ANGELES DEPARTMENT OF 
WATER AND POWER ........ 
LOUISVILLE & NASHVILLE 
RAILROAD COMPANY 
JOE LOWE CORP. 


eee eee eee eee eee eee 


OOOOH Teme twee eneee 


Products 
LUCKY LAGER BREWING CO. 
Lucky Lager Beer 
LUFKIN RULE CO. 
Tools & Rules 


eee eee 


Tangee Preparations 


fete ewer eee 


MAGEE CARPET COMPANY 
Carpets & Rugs .............. 
MAIDEN FORM BRASSIERE CO. . 
MAINE SARDINE INDUSTRY . 
MANGELS, HEROLD CO. ........ 
ha RO eee 
King Laundry Products ........ 
King Starch 
MANHATTAN SHIRT CO. ....... 
MANHATTAN SOAP CO. ........ 


Peete eee wenn 
eee eee ee ewee 
eet eeene 


OOOOH meee ewww enee 


Peete enw ee eneneee 
eee ee eee ee ee eee eee 


Sete eee eee eee 


ee eee eee 


MARTIN TRAVEL BUREAU ..... 

JOSEPH MARTINSON & CO. ..... 
Aborn’s Coffee ..........5.55. 
Martinson’s Coffee 
Martinson’s Instant Coffee ..... 

MASS MARKETS PUBLICATIONS 

Better Living 
MASTIC TILE CORP. 

Matico Floor Coverings ........ 
MAULE INDUSTRIES INC. ...... 
OSCAR MAYER & CO. 

Meat Products 


eee eee eee eee eee 


eee ee eee eee es 


eee meee eee ewee 


See eee wena eeeee 
eee eee w eee 


Ree eee eee eee 


E. J. McALEER & CO. 
Mrs. Paul's Frozen Fish Products 


: Re. ~ af. ro Eas 
aes ec oss Sah 


=5 aie i Ne = i Pe at “eee a aS ack +. ie we Be N 
105 

147,515 | McCALL CORP. ............00.- 
150,892 McCall's Magazine ............ ‘ 

29,743| Redbook ....... diitnastickasns af tea 
186,245 meCORMICK & CO. ........... AN at ei 
STUER) My Bre .cccccccccceses one of the A 1 } rt 

1,060 McCormick Tea ........ ua 

3,264/ Red Arrow Garden Spray . f 

42,840 Schilling Coffee ........ 
730,686 | Schilling Coffee & Spices 

2,228| Schilling Condiments .... 


MARKETS 


Over %4 Million People 


Schilling Extracts 
| Schilling Spices ....... 
176,508 Schilling Products 


eeeee 


ewan eeeee 


aera) ne 
57% on lllinois Side 


Represented By 


Tabasco Sauce 


Chapin & Gore Old Reserve & Old 
dim Gore Whisky ...... $3 
Chapin & Gore Whisky ........ 
Martin's V.V.0. Scotch Whisky .. 
McKesson Aspirin ALLEN-KLAPP CO. 
Neo-Aqua-Drin : ' i Se . ; 
Octofen "arena ; ; }: 
Ban Glew BaD .cccccccvisecses \ ' Pig an 4 Ao 


“Rock Island Argus - 
" Quod-Citier' Largest Combined poity Circulation i The Moline Dispatch — 


240,371 
2,029,431 
1,870,008 

159,423 

396,077 

177,655 

218,422 
1,569,970 

$99,370 

870,600 


wee e eee eeee 


eee eee eee eee ee ee eee 


eee ee eee eee eee eee ee 


eee eee eee eee eee 


119,789 
52,170 
4,343 
34,092 
13,735 
31,518 
1.145 
19,650 
10,723 


93,717 () 


= COLUMBUS, =} 


59,977 
| 
89,267 | 
349,945 ‘ 
product a sales success. 


land of 
y Last year, Columbus wholesaling operations dis- 
mgs (\) tributed $255 million worth of foodstuffs in a 


for surrounding |2-county area, while the vaiue of 


food sold in the city itself exceeded $150 million 
HI-VOLUME t stn 
FOOD SALES i 


If you have a food or grocery product to sell . . 
make certain it's distributed in the rich, Columbus, 
Ohio, market. Columbus has the distribution fa- 
(\) cilities and the purchasing power to make your 


A dozen large warehouses in Columbus han- 
dled the major distribution of all this food. Five 
new warehouses were authorized last year . . . and 
a sixth warehouse was expanded 50 per cent at 
a totai cost in excess of 8 million dollars. 


(\) These increased facilities point up that Colum- 
| bus is one of the nation’s most prosperous cities, 
| and a wholesale establishment here can economic- 
ff) ally distribute your product over a 35 to 40 county 
area. re 

So, if you're looking for a market ... an excep- : 
tional market . . . in which to distribute your food 


product, remember COLUMBUS .. . the city of 
the future! 


< Columbus Dispatch | 


DAILY SS 
AD IN MORE THAN 4 OUT OF 5 COLUMBUS HOMES ; e 
MORE THAN 9 OUT OF 10 SUNDAY : 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, Los Angeles, San Francisco 


RESORT REPRESENTATIVE: McAskill & Herman, Inc., Miami Beacn 


: ee : Paes Ba! 
= 
i _ SS eee 
| LEWIS FOOD CO.......... ‘ 

Cap'n Dog Food ............. ‘ 
} Dr. Ross Cat & Dog Food ..... s: 
Skippy Cat & Dog Food ....... 4 
rm od . ~ eS wy + Y Z 
: sips 10,472| | yin : Bae 1 Ae. 
| een soo 7 ¥ . 
McGRAW ELECTRIC CO. |. : * + Beith 
Toastmaster ssessssesess.. 28492) IE on, EAST Sa 4 
7a2'304 | M@SRAW-HILL PUBLISHING CO. 130,355, IN MOLINE ae e 
iz Magazines & Books 123,130 ni! M, yA ROCK MOLINE ~ # oe ‘ 
. . aac 62,090 ey Gon — LAND a as oe ; 
1 fan an McILHENNY CO. eo a See + 
<P Re 23,475 i <4) ' 
| Frese PHS ........0....0.0. 2995) i ... my ILesnols AQ) aA ec 
Frozen Vegetables ............ 4,114| McKESSON & ROBBI “ly 7 qe cre By fe 
Fruits... Reape 41,443| Bexel ....... Bae 14 “2 ov tame i : 
‘ ’ 67,660 ' '- ~ ae ‘ 
i Po 106,754 ' a ‘ MILLI ah ge. 14 a 2 
eer ee 70,262 me eae ae ; Re eae Nn ” a ra 
( ne OE 307,140 | a Ee Ce ee Et ’ 
P > 1 ; 
} “: 
; m7 - ‘ lens 
" ee BN cnksakasinedads 2,362 { a 
Utol Antibiotic Cream ......... as) ; — - > 
Institutional 22,480 eaiieiieends 4 
| $$ . 
| i 
LINCO PRODUCTS CO. ......... ; 
\ DED 540508 beaseenmshendda 
Detergent ms d 
J (:) i 
J. B. LIPPINCOTT CO. 
LITTLE, BROWN & CO. : 
LONE REWIN ay 
LONGMANS, GREEN & CO. ..... : 
P. LORILLARD CO. ............ 
. A. 2 85,425 , 
Old Gold Cigarets ............ 639,020 | ah 
2,368 | ae 
60,923 
170,825 y, 
209.521 ; 
Cottage Frozen Weffles Pert 1,210 P 
Popsicle 207,135 i 
1,176 
36,734 | () | ‘ 
is 73,046 tT . 
GEORGE W. LUFT CO. INC. 
y Ce RE 35,584 
Ys Fee eer 310,143 
} M. J. B. Coffee .............. 268,162 
M. J. B. Instant Coffee ....... 28,486 
66 tae 13,495 
MACMILLAN CO. : a 
Books sheet asrveibnsaks 75,729 + 
92,104 ) 
; 499,897 | 5; 
68,614 | n a - 
43,277 ‘ yo le eee v 
34,853 \ AY aie Ge s5) 
— —_— > ain _ OF 4 S 
a .* ae - - “ie if a 
| aes 2 ae Le aS : 
y _s . : } el er J : 
Blue Barrel Soap ............ 8,028 oil . -* — \\ a vamos * 
WME once eccceccccecess IEROS? “ —_* a wn - ss 
Blu-White & Sweetheart Soap .. 2,690 | ¢ = See () é “a — 
Manhattan Soap 4,130 | ; Z - wid Sm ea ‘ ji 
Sweetheart Soap p | 597,275 | Re Se 4 rr Ses : ecient ae agi ‘ 
| —«B..: MANISCHEWITZ 62,067 | wa * + r, ~ a. aed Sg 4 
Oar 8,148 . Wie a ,: ee a a - 
: eee - ~~ / En — — oe ee 
Frozen Poultry Products ....... 1,857 ea snag - ‘i eS ‘ 
So i = (S| GS og ~ > ae : 
' Soups 4,738 ; ‘= ie,  anltet ™ sete +: ; ~ 
MARBORO BOOKS ............. 45,885 | iy ~ “Te | . \ MEMBER J > 
|  MARCALUS MFG. CO. .......... 47,679 | 2. dt . * — S +4 : 
Kitchen Charm Waxed Paper ... 23,141 . al rio > - ss } 
| Marcal Products —___ 5,391 , m " ‘ — 3 = ¥, 
_ 2 ee 19,147 : —e — | ae = 
43,528 —.. ‘ 
60,842 a , — 
5,496 ; - a . ee 
10,896 | “ + ae or 
44,450 J «dh oa 
aan f 
25,032 ‘ 
_—_ 
187,948 | Sf 
29,516 i : al 
ee ~ RE 
MAYTAG CO. Gy = 124,614), ~ S if 
Maytag Dryers 26,006 J ft ee 
noes ows 22) FS | 
Maytag Ranges 346 1 Fvaay 
Maytag Washers .............. 39,647 | an : 
ee IIe 2,592 | HEY : 
are. Ne arn eT a vay ee i 
ee 4 
got J on ve ye elegy - a Pe ie wie a —Mee* + ae ae a ae it es. aah 5 Ao. 
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106 
W. F. McLAUGHLIN & CO. ...... 61,468 METROPOLITAN TRANSIT AUTHOR- ‘tie 
Manor House Coffee ........... 37,135; ITY OF BOSTON ...........- 5 
E V E RYO N E G E T S A S H A R E H E w E ! cesar daa we 24.333 | METROPOLITAN UTILITIES DIS- es 
| . Se 
ry _ IRN , Mini-Supercharger ............ 103,806 ‘ee Se 53,489 
4 That's the way it is in South Bend, Indiana, too. —_| MEGS_MACARONI CO. yo =. si ss 2,719 
263 employers share 96,000 workers. The biggest a Dutch Macaroni 27.980 | gli, «ere ezenceeee eee eens 50,770 
employer, Bendix Aviation, hires only 122% of | MELPAR INC. ’ sg ~ sng oes 44,439 
the total South Bend payroll. There’s a health Institutional ....... 2.6... .00. 28.177 | wicHIGAN TELEPHONE CO. 161,164 
-ialep pay y MENNEN CO 733.764 | MICHIGAN BELL TELEP 
division of manufacturing and non-manufacturin | Gaty Oreperctions ............ 29m gap] SEMSGAM BULB CO. .......--- wc 
personnel—46% are in the former category; 54% Toilet Preparations ........... 397,936 | rally A eeisawenthnes wna 
in the latter. Even when certain types of business = QUINSANB. weve even eeeeee soe day | MICHIGAN CONSOLIDATED GAS CO. 120,800 
fluctuate, South Bend family incomes stay near —s MENTHOLATUM CO... ea a 28.067 
i i i MEREDITH PUBLISHING CO. L  wevesaccserenngeccees , 
na bop in the Nation. Write for free market data aie tans tae. 242.534| MICHIGAN MUTUAL LIABILITY CO.. 69,263 
DOK. MERIT CLOTHING CO. ......... 70,962 | MICHIGAN PEAT INC. 
MERIT GREETING CARD CO. .... 42,990| Michigan Peat ...........--++- 33,854 
|M. J. MERKIN PAINT CO. ...... 32,014 | MID-CONTINENT PETROLEUM CORP. 
| MERRITT-CHAPMAN & SCOTT CORP. 157,949| Gasoline & Oils ...........--+ 274,264 
NN vince es cneulbenkaaks 63,834| MIDLAND PHARMACAL CORP. ... 68,980 
Merritt-Chapman & Scott Corp. 16,306 | Snug Denture Cushions ........ 67,097 
Nesco Incinerator ............ 10,594; Snug Denture Powder ......... 818 
Nesco Products ........ indNSe SU AMB) PRGMNE occ ccesccccscsees 1,065 
‘ Stee-0n Proderts ee tee 19,960 LOUIS MILANI FOODS INC. ..... 27.198 
° | DEED Jwexdcessécossoceses 
WOE. GUE: ceversncwsccess 27,428 | cee DOOR «des cdscesee : 1,526 
wc METAL TEXTILE CORP. ........ 26,738} 1890 French Dressing ......... 24,641 « 
C*Qre _ ~ puceeasreses += 5,329 | MILES LABORATORIES INC. ..... 273,771 
The South Bend, Ind. Market: oehien pve oat oo Kk” 1.amn + eget kre eee epee een 
7 Counties, 1/2 Million People Scour Cloth ............... eel ee ee 
Franklin D. Schurz — Editor and Publisher METROPOLITAN EDISON CO. 72,058 | wit FOUNDATION INC. ....... 170,365 
MILLER BREWING CO. 
57,821| High Life Beer ...........0.+. 683,315 
/MILNER PRODUCTS CO. ........ 43,380 
PE ccccccccccesecocsecs 6.917 
DIN shuduunnebecudes 4,069 
DEE chacvovesceseser 32,394 
MILNOT CO. 
a Omran 158,332 
MINNEAPOLIS GAS CO. ........ 43,045 
MINNEAPOLIS HONEYWELL REG- 
nt eee 27,301 
| MINNESOTA MACARONI CO. 
| Jenny Lee's Macaroni Products .. 25,636 
MINNESOTA MINING & MFG. CO. _—197,402 
Scotch Cellophane Tape ........ 187,412 
DET sidcbcscecevecseos 6,474 
ee 3,516 
MINUTE MAID CORP. .......... 909,044 
Se SED. anccvesacvences 53,610 
Hi-C Orange Juice ............ 199,546 
Minute Maid Frozen Juices ..... 8,044 
Minute Maid Frozen Lemon Juice 18,490 
Minute Maid Frozen Malted .... 6,815 
Minute Maid Frozen Orange Juice 32,069 
Minute Maid Frozen Tomato Juice 1,298 
Minute Maid Frozen Tango Cocktail. 9,719 
Snow Crop Frozen Foods ....... 74,512 
Snow Crop Frozen Juices ....... 13,245 - 
Snow Crop Frozen Lemonade .... 14,671 
: Snow Crop Frozen Orange Juice . 12,280 
m Snow Crop Frozen Vegetables ... 271,025 
ib MISHAWAKA RUBBER & WOOLEN 
: MFG. COMPANY ............. 102,806 
MISSISSIPPI SHIPPING CO. 
Sh MD snectooneesccayest 44,627 
MISSOURI-KANSAS-TEXAS LINES 
ee. WE nctddbnncmonc <o 26,901 
os MISSOURI PACIFIC LINES ...... 68,545 
Oe ed a tt ana 18,098 
re ee er 50,447 
"¢ MITCHELL MANUFACTURING CO. 
: Air Conditioner ............++ 57,117 
| MONONGAHELA POWER CO. .... 41,123 
: MONSANTO CHEMICAL CO. ..... 2,163,223 
: TE. ccncscbbdedeatsuss vont <3 2,144,831 
; SE .. cansenedecdtncecsaces 1,444 
| ae HS 16,948 
MONTAMOWER DISTRIBUTING CO. 40,563 
ED ctnttRecncevseneses 39,808 
EG den ccdedecccecss 755 
JULES MONTENIER INC. 
’ * *. @ » *-. e oe | CPS seeeeeteetaereeeuene le 
There's a way of getting maximum effectiveness for your advertising program in amienis DRUG CO. ~ 
Wisconsin. A way that means more sales, because you cover unauin n s @ 2. 98 
e e ee. FEES coccvececctveste 64,054 
more people more intensively. MOORE-McCORMACK LINES INC. 33,857 
: JOHN MORRELL & CO. ......... 905,407 
Morrell Meat Products ......... 176,484 
It's just as simple as this: In Wisconsin there's only one big city, only two big daily ounie: aaa mys aes. 4 
newspapers. Either will give effective coverage of 20% or more ~ en ali debece wiaaes 
° ° ° ° Philip Morris Cigarets ......... 2,285,815 
in eleven Wisconsin counties. But when you use both, you get 20% coverage (NORMAN M. MORRIS CORP. 
in 31 counties and eight large cities in other counties. hy — 
GD. cccvecuses mhawenecatue 27,372 
MORTON SALT CO. 
. ° ° ; . | ES ete et aR ee 121,31 
In this 20% area shaded on the map, is 61.1% of the state's population, aeuke.............. Hor 
but better than 66% of its Effective Buying Income. And here's a state that has Oe eee wearer Sats re 
. . HIP . * Deepfreeze Freezer & Refrigerator 3,088 
retail sales in excess of $4 billion, and a total Effective Buyina Geltem Gitdewster 73.045 
MOTOROLA INC, ......... . ‘532,477 
Income of $5,802,022,000. — apesetsar nds cee 116,040 
Radio & Television ........... 23,584 
SEN tin tt, ca tushnd'sanrees 384,060 
: ae . SN. .. wvalsirebetass 8,793 
So, no matter what your product, when you're thinking of Maximum MOUNTAIN STATES TELEPHORE @ 
. . . TELEGRAPH CO. ............ 74,993 
Sales in Wisconsin, remember eeentam ean’ Walen 66. 
Canes Water. .cccccccssoccce 175,250 
pee MR. BOSTON DISTILLER INC. ... 45,565 
| i Old Mr. Boston Bronze Label ... 1,769 
Old Mr. Boston Bottled In Bond 1,303 
! Old Mr. Boston Egg Nog ....... 844 
“ | | @ Old Mr. Boston Rocking Chair .. 2,297 | 
+} ! j Old Mr. Boston Vodka ........ 26,305 
"Il h | | U ee Old Mr. Boston Whiskies ....... 10,302 
you need the Old Mr. Boston Products... 2745 
* | MRS. BAIRD’S BAKERIES INC. . 103,728 
] l CR cichitive te nab ie owsvert 100,469 
a | | OM Gcidedaides: 631 
: ! | Products 2,628 
j * MRS. TUCKER’S FOODS INC. .... 451,780 
! Meadolake Margarine ......... 164,020 
| | en Mrs. Tucker's Shortening ...... 253,702 
] | riatiad coducacasccocnun 34,058 
| j C. F. MUELLER’S CO. 
j J REPRESENTED BY HEARST ADVERTISING SERVICE See Seapets Crete... > Cae 
seeeee MURINE CO. INC. 
SEE Sb nn AeweNesadeuwetede 147,462 
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Advertising Age, May 28, 1956 


MURRAY CORP. OF AMERICA ... 160,309 | Italian Dressing .............. 205,781, Roszell Dairy Products ........ 10,181 ) NATIONAL DISTILLERS PRODUCTS | Old Grandad & Old Taylor ..... 408,176 3 
i Easy Dryer & Washers ......... 94,379| Kraft Caramels .............. 392,169 Sealtest Buttermilk ........... ha. RRR eae 6,715,088 | Old Hermitage Whisky \....... 137,421 a 
1 Re SEs dleddosnex man ae 65,930 Kraft Cheeses ...... ices 43,829  Sealtest Chocolate Drink ...... 91,965 Bellows Club Bourbon Whisky ... 265,171 Old Loy Cabin Whisky .. 116,985 
Hl MUSICAL MASTER PIECE SOCIETY Kraft Cheese Spreads 29,500  Sealtest Cottage Cheese ........ 280,822 Bellows Club Bourbon & Partners | Old Overholt Whisky ... 92,801 
| SE eee J Kraft Cottage Cheese 3,136| Sealtest Cream .............. 53,782 | Gee WR oo 50000 cc 008 337,165! Old Sunnybrook Whisky ...... 787,115 
C. H. MUSSELMAN CO. ......... 105,537 | Kraft Dinner ..... 35,676| Sealtest Dairy Products ........ 69,090 Bellows Partners Choice Whisky . 291,962| Old Taylor Whisky ........... 548,105 
WI ddl ies oocssccundee 8,533| Kraft Marshmallows 231,832| Seattest Egg Neg ........---+- 52,649! Bond & Lillard Whisky ........ 221,177; PM Whiskty ................. 477,135 
| Apple Sauce 67,341| (Kraft Mayonnaise . 223,974 Seaitest Ice Cream .........--- 395,151 | Bourbon De Luxe Whisky ...... 335,211 | Ron Merito Rum 2,945 
Cherripie 4,255| Kraft Oil ........ S750) suet OM .............5 255,505| Catto’s Scotch Whisky ........ BD isc. chan Snn sy acs aia 8.602 
Prod regis 25,408 | Kraft Orange Juice 31,575| Scattest Milk & Cram 2157| Century Club Whisky .......... 152,817 Vat 69 Scotch Whisky ....... 93,570 
| MUSTEROLE Co. 299,823 Kraft Products ...... 290.145 | sictect Sherbet ............. 3.16) | Crab Orchard Whisky ........ : 15,844 White Rock Beverages .... 165,669 
Must pA 113,755! Kraft Salad Dressing . 332) Coon en. 19.965 | Dominion Ten Whisky ......... 4,589| Windsor Whisky ........ 10,288 
BF “isveess 186,068 | Kraft Swiss Cheese . .. 555,016 thy: de teenie 1190| Sildey’s Gin ..eeeee.secsee 401,602] Products... 19,356 
MUTUAL BENEFIT HEALTH & AC. | Mullers Mik 2.2... re 1,499 | Sheffield Farms .............. 190) Hill & Hill Whisky... 2.2.2... 538,845 NATIONAL GYPSUM CO. .. 94,673 
eee 1,182,428 National Dairy Products . - 11,547 | Southern Oairies Products ..... 21,704 | Mount Vernon Whisky ......... 37,380! Gold Bond Paints ........... 31,531 
; MUTUAL BENEFIT LIFE INSUR- Parkay Margarine ............ 455,043| Supplee Ice-Cream ........... 5,492) Old Crow Whisky ........... . 1,106,299 Gold Bond Shingles ........ 4,102 
ANCE CO. ................ 50,436 Philadelphia Cream Cheese ..... 51,522| Tellings Ice Cream ..........- 1,074| Old Dover Whisky ............ Serer 59,040 
aerent CITRUS PRODUCTS CO. Pe Philadelphia Dairy Ice Creams .. OS ee 53,728. Old Grandad Whisky .......... 35,411 NATIONAL HOMES CORP. ..... 85,053 
MUS ‘caddie lesbos doth 2,192 ee 
, MUTUAL SHOE CO. ............ 48,528 
WALAEY'S IMG. ............... 83,299 | 
{ Lumberjack Syrup ............ 11,405 
f Nalley’s Beef Stew .... 2,575 
; Nalley’s Chili Con Carne 5,113 
Nalley’s Mayonnaise ..... : 4,122 | 
; Nalley’s Pickles ......... ; 1,302 | 
| Nalley’s Potato Chips .. 13,748 | 
} Nalley’s Products ...... 38,652 | 
Nalley’s Salad Dressing ........ 6,382 | 
' NARRAGANSETT BREWING CO. 
y | Pe + Ohsy eee 80,496 
NARRAGANSETT ELECTRIC CO. . 67,726 | 
NASHVILLE ELECTRIC SERVICE 29,754 | 
NASHVILLE GAS CO. .......... m.738 | 
NATIONA’. AIRLINES INC. ..... 1,130,551 m 
NATIONAL BISCUIT CO. ........ 3,528,133 | — 
Donald Duck Bread ........... 1,450 OF 
Dromedary Cake Mix .......... 168, 
Gumttey O0S «--... ccc "152.360 meeeeaed 
Dromedary Fruit Cake ......... 
Dromedary Mixes ............. 6,516 
Dromedary Products .......... 31,179 
Millbrook Baking Products ..... 18,806 | 
Nabisco Rice Honeys .......... 17,436 | 
Nabisco Rice Honeys & Wheat 
MD -cdpdiedecccddvesees 28,451 
Nabisco Shredded Wheat ....... 138,585 
Nabisco Wheat Honeys ........ 93,860 | 
National Biscuit Crackers ...... 1,842,570 
i” ee gents: 9,400 
ee eapoeeteseeer 37,759 
NATIONAL BOARD OF FIRE UN- 
DERWRITERS .............. 137,148 
NATIONAL BREWING CO. 
Bohemian Beer .............. 138,940 
NATIONAL CASH REGISTER CO. . 27,973 
NATIONAL CRANBERRY ASSN... 351,644 
Ocean Spray Cranberries ....... 97,830 


rm STATE LABOR DEPARTMENT REPORTS 
Graston’s Gti ieee s=.. 229508 CONFIRM ROCKFORD AS HOTTEST 


Breakstone’s Cream Cheese ..... 6,910 | 
Breyer's oe —_ wectesesess — “ ee 
Brown's ice Cream ...... . a 
Se WER sccrerecnesescs: 9.170 CITY IN AMERICA TODAY: = 
Clover Dairy Products ......... 1,436 | . 
Cloverleaf Dairy Products ...... 7,617 | &, z 
Cloverleaf Dry Milk ........... 17,267 
GES GEE Su bbccddvcccece 25,618 | i a . . 
Cracker Barrel Cheese ......... 198,878 Labor Department Statistics just in, @@5G¥e Mere people are : 
Detroit Creamery ............ 1,143 | , ~ ne + ‘ 
a OS working . .. making more money . . "GGf@atmg more & 
General Ice, Cream b seccsee . | : . . ‘ ‘ 
andi-Saack ee paw 29.197 | sales in Winnebago County, Illinois, mn in any other 
Hi-Land Cottage Cheese ....... 2,055 | , f g 
County in the state (outside Cook). Yes@i]65a) men and 
women are employed here, more than iggy Otner county. 
They were paid $134,749,617.00 in tiGuinSt nai Of aoe. a 
by 412 diversified industries covered hy RGIS Sinemploy= 
ment Compensation Act. And, the re is bright, with bee 
industry underway on a new $20,000,0003@xpamsion pro- pears ys 
3 No. 1—WINNEBAGO (Rockford) . . $134,749,617 
gram that will mean even more employnigait No. 2—MADISON (Alton). . . . 113,497,869 
. Ne. 3—KANE (Elgin) . . . . .  99.036,169 
For complete coverage of this rich market, a ise in the No. 4—LAKE (Wovkegan) . . . . 89,441,612 * 
b P “ahe No. 5—PEORIA (Peoria) . ... 87,249,453 ‘ 
Rockford Morning Star and Rockford Register- c No. 6—ST. CLAIR (Eest St. Lovis). . 83,521,875 4 
. . . 7—ROCK D nd) . 82,811,673 cn 
Let us send you latest market information on Rockford ty yl g aatamae may | 
INDEPENDENT GROCERS sell Illinois. Write today. . ns 
over 80% of the food sold at retail % Ex 
(total $265,278,000 in 1955) in San 
Francisco. # 
GROCERS WHO ADVERTISE IN ’ 
THE PROGRESS move over 50% ; 
S. os — ~~ Snead $140,- ig ‘ 
e wor in \. 
' NATIONAL ADVERTISERS DE- 134,488 ABC CITY ZONE © 441,222 ABC RETAIL ADING ZON 
PEND ON THE PROGRESS with , 
its home delivered circulation of 
164,750 each week to reach as man: Cor ie OF og ora 
families in the City Zone as bo : ; 
morning dailies together or both ¥ 
evening dailies together. - ; 
TO. GET THE COMPLETE | | Base he 
STORY, send for our new bro- : = Sat , 
mass | ROCKFORD MORNING STAR 
Francisco.” , j 
bowser Mm Rockford Register-Republic 
be 5 er Rockford Regisier-Repu 
SE 3.balif. | 
REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. BEST TEST CITY IN. a ‘ 
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NATIONAL LEAD CO. 
Dutch Boy Paints 


74,091 | 


82,431 | NECCHI SEWING MACHINE SALES 
co. 


NEW ENGLAND TELEPHONE & 
0. 


m Boy Paints ......05-0-. PMOOR) CO, 2... .receccccccccccevess 109,678 De [, ssestsacenta 118,336 
PEED seewecvesesec 8.340, Elna & Necchi Sewing Machines . 9,902 NEW JERSEY BELL TELEPHONE Co. 193,563 
NATIONAL OATS CO. ...... 80,305 Elna Sewing Machines ......... 26,566 |I. NEWMAN & SONS 
3 Minute Ee ere 21,140; Necchi Sewing Machines ...... 73, 210 | Foundation Garments ........... 35,574 | 
_( — | Fee es ae DT PTD Sebadkudescescces cs = 250 NEW ORLEANS PUBLIC SERVICE 
3 Minute Popcorn ............ 14,388 8 ere 945 Ms #6000 esetesscocoeenece 62,601 
3 Minute Quick Oats .......... 12,071 Par-T-Pak Beverages .......... a 659 NEWPORT NEWS SHIPBUILDING & 
. 3 Minute Raisin Oats ......... 5,901 | a 6 eer Ct. i ae Ch séeccesveactee 29,077 
Ee SOG. Di dbne cendadend ence 16,090 Par-T-Pak Ginger Ale ......... 34,346 NEW YORK CENTRAL SYSTEM .. 870,241 
¥ NATIONAL PAPER CORP. OF PA. 62,148 | Royal Crown Cola ............. 379,060 Boston & Albany Railroad ...... 1,261 
: SE ER: atcuctsbates exe 55,488 | Upper Ten Beverages .......... 9,813 New York Central Railroad ...... 868,980 
Ma Swanee Products ............. 6,660| THOMAS NELSON & SONS NEW YORK FACTORY DOLL CO. 34,211 
ee NATIONAL SELECTED PRODUCTS 286,311 NEPERA CHEMICAL CO. NEW YORK LIFE INSURANCE CO. 143,657 
T-Minit Frosting ............. ae anal aa ea 50,602 NEW YORK NATURAL GAS & OIL 
= OEE WED ots ace cscs gk 136,507 RESOURCES COMMITTEE ..... 68,486 
a NATIONAL STEEL CORP. .... 71,391 NESTLE co 2.772.989 NEW YORK, NEW HAVEN & HART- 
Great Lakes Steel Corp. ....... 17,738 De Caf Instant Coffee hb Ne vga #4 416.736 FORD RAILROAD CO. ........ 198,121 
National Steel Corp. ........ 32,113 Meseafe fastest Cofee ........ 670.660 New England Transportation Co. . 2,824 
Stran Steel Framing .......... 21,540 = oho nant spimealianietahiaide 18.439 _ York, New Haven & Hartford 
NATIONAL SUGAR REFINING CO. 131,667 Nestle’s Cookie Mix ae a 208.752 Te Mh. wetseedecoeveseccsesce 195,297 
Arbuckle’s Sugar ............. 15,101 Nestle’s Everready Cocoa - Sires 132.060 NEW vous SE cccénsesncecs 76,474 
Sack Frost Gupar ......ccceses 78,621 Nestle’s Everready Cocoa & Semi- Pa . NEW YORK SHIPBUILDING CORP. 84,578 
££ aera 37,945 Sweet Chocolate 122,547 iD «déscnedsduccc 613 
NATIONAL TRAILWAYS BUS Nestle’s Instant Coffee ee 849.152 Devoe Paints .......cscececes 67,747 
ei GEE "@b-enbecnessee+oess 213,502 +E ~ ae a aaRaiat eaae 70.689 New York Shipbuilding Corp. 4,218 
Be NATIONAL UNION FIRE INSUR- Nestle’s Quik ” taitnt ‘ NEW YORK STATE INSURANCE. 
am , .. eae ser 25,305 Chocolate 139,676 GEUEEED wc cesoccecscce 50,454 
: NATIONWIDE MUTUAL INSURANCE Nestle’s Semi-Sweet Chocolate _. 111.392 NEW YORK TELEPHONE CO. .... 744,320 
DE: Udelid ave eke che cd . ; ~ rt | NEW YORK TIMES ............ 30,325 
Swiss Knight Cheese .......... 18,746 
NEBRASKA CONSOLIDATED MILLS 1,120, ‘821 Ww ide Cheese S ———. FRONTIER TRANSIT 
Duncan Hines Cake Mix ....... 883,912 —— prends ....... CRTEEEED - .céccnadsosstadnre 30,102 
- “ Nestle’s Products ............. 13,420 
Duncan Hines Mixes .......... 53,42 —-. : mneann MFG. & DISTRIBUTING 
Duncan Hines Muffin Mix ...... 76,032 |NEUHOFF PACKING CO 
Duncan Hines Pancake Mix ..... 106,231 | Meat Products ............... 29,306} Wiagara Massage ..........0-. 26,641 
Mother's Best Flour .......... 1,220| NEW ENGLAND CONFECTIONERY NIAGARA MOHAWK POWER CORP. 145,866 
NEBRASKA-IOWA ELECTRIC co. NICOLAY-DANCEY INC. 
CEE. wccccadhsebseasese 27,862 Candy Cupboard Chocolates ..... 28,078 New Era Potato Chips ......... 26,244 
—————————————— - ve eT Le 
A pe 
o / . * 
Aiming at the Rich Southwest... . 


Dont Miss 
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the MAGIC 


START WITH METROPOLITAN TULSA, >. 
WATER CAPITAL OF THE SOUTHWEST 


Beautiful, bustling Tulsa . . . Oil Capital of the 
World, and fast gaining new fame as the Water City 
of the Southwest . . . is perched right in the center 
of the billion-dollar Magic Empire. A quarter of a 
million people live in Metropolitan Tulsa, and the 
water supply is geared to twice that population; in 
fact, the source of supply will meet the demands of 
a full million. 


Metropolitan Tulsa's 278,400 residents also share 
an effective buying income of 497 million dollars; 
$359.00 per family above the national level. Get 
YOUR share of this rich market by advertising in 
the Tulsa World and the Tulsa Tribune—preferred - 
reading of 161,386 people in the fabulous, billion- 
dollar Magic Empire. 


| NIRESK INDUSTRIES INC. 


Mail Order 
NOLDE BAKING CO. 
Bread 


Electric Spray ......00-0-s00s 
Lights 


Norfolk Southern Railway 

Norfolk & Western Railway 
NORRIS INC. 

Candies 
NORTH AMERICAN ACCIDENT 

INSURANCE CO. OF CHICAGO . 
NORTH AMERICAN AIRLINES 

INC. (AGENCY) 


eee eereeeeere 


NORTH AMERICAN COMPANIES 

DON cccccoesecsesoscces 
NORTH AMERICAN PHILIPS CO. 

Norelco Electric Shavers 

Norelco Radio-Phonographs .... 
NORTH CENTRAL AIRLINES .... 
NORTHAM-WARREN CORP. 
Cutex Preparations 
GREED. cocccccccccccccece 
NORTHEAST AIRLINES 
NORTHERN INDIANA PUBLIC 
SERVICE CO. 


were eee enee 
eee eeeee 


NORTHERN STATES POWER CO. . 
NORTHWEST ORIENT AIRLINES . 


CO. cocccccccccccccccccscces 
W. W. NORTON & co. Ceccccoees 
NORWICH PHARMACAL CO. 


Norwich Aspirin ........-.+-.- 
Pepto-Bismol 
Unguentine 
NOVI AIR CONDITIONING CORP. 
NOXON INC. 
NOXZEMA CHEMICAL CO. 
Noxzema 


eee eee eee eee 


OAKITE PRODUCTS INC. 


GHEE  nkndnndncesicsss sees. 
OCOMA FOODS CO. 
Chicken Frozen Products 
OERTEL BREWING CO. 
OHIO BELL TELEPHONE CO. 
OHIO EDISON CO. 
OHIO FUEL GAS CO. 
OHIO OIL COMPANY 
Gasoline & Oils 
0-JIB-WA MEDICINE CO. 
0-Jib-Wa Bitters 
O'KEEFE & MERRITT CO. 
O'Keefe & Merritt Range 
OKLAHOMA NATURAL GAS CO. . 
OLD JOE DISTILLERY CO. 
Bonds Mill Whiskey 
Old Joe Whiskey 
Old Underoof Whiskey 
OLD READING BREWERY INC. 

Beer 


eeeeee 
eee eeeee 
Sete meee eeeee 


ee ee ereenne 
Stee eee ee eene 
eee eee eee eee 


GLBA GOAL GB. ccccccccccccces 
OLIN MATHIESON 
Piantrons 
Squibb Products 
Squibb Tooth Brush 
Sun & Surf Suntan Products ... 
Winchester Preparations 
Institutional 
OLIVE TABLET CO. 

Dr. Edwards Olive Tablets ....... 
OLIVETTI CORP. OF AMERICA 
Olivetti Typewriters 
OLYMPIA BREWING CO. 
Olympia Beer 


OOO ee eee eee eeneee 


eee eeewneee 


NORTH AMERICAN AVIATION INC. 


NORTHERN PACIFIC RAILWAY CO. 
NORTHWEST MEMORIAL HOSPITAL 
NORTHWESTERN BELL TELEPHONE 


CHEMICAL CORP. 


OMAR, INC. .. «6c ceecweereere Po 
32,900} Bread ....ccccccrccccceseess "oo 
33,400) Gabe .ncccccccccccccnes 2, 
27,352 eee 38,839 
6,048 | ORANGE-CRUSH CO. ........--- 32,080 
41,572 Old Colony Beverages .......-- 18,246 
21,793 Orange Crush ........----0>- 13,834 
19,779 | OREGON- WASHINGTON-CALIFORNIA 
PEAR BUREAU .......--0+5 142 
142,156 ORIENT ~ a 
15,999 Ship Transport ........-.---+> 53,206 
126,157 HENRY F. canine BREWING CO. 
| Q@rtileh Beer ......cccccceeee: 58,212 
35,084 | OSTREX COMPANY .......+-+-> 69,157 
O'SULLIVAN RUBBER CORP. 
48,248 Weels & Soles ....ccccsceceess 35,226 
OTOE FOOD PRODUCTS CO. ..... 28,167 
235,491 Morton House Beans ........-- 9,993 
286,338 Morton House Beef & Gravy .... 3,379 
Morton House Canned Meats .... 167 
239,805 Morton House Dinners .......- 5,196 
121,472 Morton House Meat Prods. ..... 673 
104,981 Morton House Foods .........- 8,759 
16,491 | OUTBOARD MARINE & MFG. CO. 280,553 
62,420| Evinrude Outboard Motor ...... 29,081 
97,939 Lawn-Boy Mower .......0.+5+> 68,835 
88,495 Sea Horse Outboard Motor ..... 182,637 
9,444 | OUTDOOR TIPS BY JOE DENNY . 31,841 
42,784 | OVELMO CO. ....... eee eenenes 27,753 
OWENS-CORNING FIBERGLAS CORP. 26,058 
59,565 Dust Stop Air Filters ......... 2,336 
103,471 eee eee 3,722 
154,156 | OXFORD UNIVERSITY PRESS ... 38,924 
44,726 
829,346 
PABST BREWING CO. .......... 1,378,172 
209,707 Eastside Beer .......eseeeeees 117,847 
27,694 Hoffman Club Soda & Ginger Ale 42,167 
355,197 Pabst Beverages ...........--- 157,186 
7,882 Pabst Blue Ribbon Beer ....... 862,207 
75,344 | PACIFIC CITRUS PRODUCTS CO. 
90,916 Geiins PUR cccccccsccs.. 015 
69,571| PACIFIC COAST PAPER MILLS OF 
94,443 WASHINGTON 
17,041 BD BD VND ccccccccccecccce. 134,857 
64,818 | PACIFIC GAS & ELECTRIC CO. .. 224,731 
30,320 | PACIFIC MUTUAL LIFE INSUR- 
678,214 ABBE GB... wodecccescescccecs 26,594 
559,865 PACIFIC NORTHERN AIRLINES . 42,698 
118,349 | PACIFIC POWER & LIGHT CO. .. 47,564 
PACIFIC TELEPHONE & TELE- 
GRP GR. ccc wtccccccccces 717,204 
PACKARD-BELL CO. 
128,258 Packard-Bell Television ........ 51,981 
PACQUIN INC. 
65,070 Pacquins Preparations ......... 816,381 
205,172 | PADDINGTON CORP. 
267,903 J & B Scotch Whisky ......... 25,408 
94,612| PAGE DAIRY CO. ...........-. 38,474 
35,551 Dairy Products .............. 16,886 
f BEB GRAMM cccccccescescscves 12,731 
99,451 BR cccccccvccescsseccocess 8.857 
PALM BEACH CO. ‘ 138,378 
46,484 PAN-AMERICAN COFFEE ‘BUREAU 146,651 


PAN AMERICAN WORLD AIRWAYS 1,355,172 


32,232 | AVANCE oo cree seeeeeecceres 74,325 
32,061 Panagra & Pan American Airlines 52,405 
25,154 Pan American-Grace Airways ... 214,171 
4,947 | Pan American World Airways .. 1,014,271 
15,532 PANTHEON BOOKS INC. ........ 43,376 
4,675 | PARAMOUNT PICTURES CORP. 
Motion Pictures .............. 43,332 
37,918 | pPARFUMS CORDAY INC. 
A Corday Preparations .......... 25,234 
20,117 PARK & TILFORD DISTILLERS 
RP. 483,064 
19,792 
y 188,945 
R. Park & Tilford Bottled in Bond 
7.290 | Whisky PTYTTTITITT TT TTT Te 4,198 
; Park & Tilford Private Stock Whisky 70,289 
56,091 Park & Tilford Reserve Whisky ... 000 
"| Park & Tilford Whiskies ........ 35,840 
30,472 PARKE DAVIS & CO. .......... 54,502 
PARKER PEN CO. 
187,962 PEE AE WEED Séndcccecnsecs 186,607 


eeneasé 


TULSA “Gribu ule 


NATIONALLY BY @ THE BRANHAM co. 
IN THE PRINCIPAL CITIES IN THE U.S.A. ‘ 


ATLANTA 


Che La Porte Gerald-Argus 


LA PORTE, INDIANA 


ANNOUNCES 


THE APPOINTMENT OF 


Inland Hewspaper Representatives, inc. 


National Advertising Representatives—Established in 1926 
CHICAGO 
NEW YORK DETROIT 
LOS ANGELES ST. LOUIS 
OMAHA DENVER 


KANSAS CITY 
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JOSEPH PARMET CO. | POTTER DRUG & CHEMICAL CorP. 
One Wipe Dust Cloth ........ 79,741 Cuticura Products ............ 197,006 | 
{ JOHN G. PATON CO. POWER PRODUCTS INC. ..... : 324,819 
' Golden Blossom Honey ... 42,035 Super Jet Spray Kit ........... 266,841 
PATTERSON-SARGENT CO. a. sono tlhe vil 57,978 
Cacia daatanisscctnn: 91,618 PRENTICE-HALL INC. ......... 120,515 
PAXTON & GALLAGHER CO. PROCTER & GAMBLE CO. ...... 7,946,306 
Butter-Nut Coffee ............ 100,481 American Family Detergent .... 101,354 + | 
PEARL BREWING CO. | American Family Flakes ....... 37,848 . : 
ageless: CREED 108,614 American Family Soap Products . snz|| Sweeps Sales Management Figures for Minnesota F* ten 
PENICK © OGNe GU hes. ....: 131,389 oo 9 tip eas eg 109,310 
{ DE Webtete oo. 20 Sad” 3 3,283 ar OA ee 1,026,359 
Davis Baking Powder ........ 10.219| Crest Tooth Paste ............ 375,464 sT as Buying Power Per family $6.161 
My-T-Fine Puddings .......... 17,50: Dt shicenceahis dteinn’ 96,654 
en eli <TR ml on ene 1,048,221 STATE County Sales Per family $4,991 
4 Vermont Maid Syrup ........ et RP ae eRe 82,723 . 
PENINSULAR & OCCIDENTAL Drene Shampoo .............. 706 of Minnesota Quality index—rank of 130 
I EST 42,248 RES dies Seni icreds dat ks ical Riaacke edie 1,812,116 | 
i PENNSYLVANIA ELECTRIC CO. . 36,157 — — Paste .........4. 506,080 | 
PENNSYLVANIA POWER & LIGHT sf eer eae 88,772 
© scpmviaames’ canines 7”. Be ees mids IBM IS INVESTING $8,000,000 eR 
PENNSYLVANIA THRESHERMEN & aS pr 109,219 FOR A NEW INSTALLATION HERE A 35,000 population city with a 200,000 population 
FARMERS MUTUAL CASUALTY Sy SEO nouddinycdecces 16,428 skyline. The 52nd largest airport in the U.S. with 80,000 
{ ... 2 eer 43,127, Secret Home Permanent ....... 52,223 passengers yearly. 
j PEOPLES GAS LIGHT & COKE CO. 327,971 - TMD co ccccensscecssce comes! th 
i PEOPLES NATURAL GAS CO. .... ok. Sea aee ee 851, i isi ; 
eee «--- nl diene ate We feature the Outstanding merchandising of any paper our size 
SEE dathcadcbh sys kovant 32,013 | Zest 22... .cereesenseccccees 50,312 so 
asta 3 Be dB 3 ROCHESTER POST-BULLETIN | ff 
PEPPERIDGE FARM INC. RR estates ens 39,363 | as : 
Pepperidge Farm Bread ..... 159,055 yay L aged co. a s John B ie 
Schweppes Beverages .......... 25,936 airy Products .............. ’ i ; 
Schweppes Ginger Ale .......... 18.473 PRODUCT PICTURES INC. ...... 129,165 | : ee your John Budd man for more details gst 
Schweppes Quinine Water ...... 171,112 | PROGRESSIVE FARMER ........ 50,000 || Circulation over 19,600 daily COLOR NOW AVAILABLE! 
|. eS 2,314,609 | PROVIDENCE GAS CO. ......... 48,128 
PERFECTION INDUSTRIES INC. PRUDENTIAL INSURANCE CO... 1,415,597 
Sohtin Galen .......... 33,622 | PUBLIC SERVICE CO. OF COLORADO 73,496 | ‘ 
3 ee 64,912 7 
Golden Key Evaporated Milk ... 12,975 2 
| 2 = aS 7,383 | ° ° 
Sego Evaporated Milk ......... 23,781 | 
)  f ae 3,343 | a 
Sego Milk Products ........... 10,037 | . 
Pet Dairy Products ............ 7,393 | 
PETERSON OINTMENT CO. 
Peterson's Ointment .......... 62,778 
a Lf >a 144.621 | i‘ 
Italian Swiss Colony .......... 6,341 
Lejon Vermouth .............. 86,821 
4 pp RieeCegiie 51,459 
PFAFF AMERICAN SALES CORP. é 
Sewing Machines ............. 350,384 : 
PFEIFFER BREWING CO. 
_ a 209,145 * 
PHARMACO INC. .............. 168,162 : 
i eee 53,180 
MEE. Sctccesscagdiecasss 72,684 ap 
I Ol 42,298 
PHENIX ENTERPRISES INC. .... 36,429 | ‘ 
PHILADELPHIA BULLETIN ... 72,537 | 
PHILADELPHIA ELECTRIC CO. .. 180,591 | 
.<M ~—s- PHILADELPHIA GAS WORKS CO. 113,523 
Sea eeaiee 990,716 
Air Conditioners ............. 68,940 
BE ae ete Ste nasuccvece 12.078 
BT | Whisk dxvniadibans axes 5.020 
CE Rae a ea 3,301 
Se eee 26,440 | 
Radio & Television ........... 22,454 | ; 
aE eae ; 11,050 . 
Ranges & Refrigerators ........ 9,082 | 5 
PRO I 224,090 a 
EE seh bse ducoancanedts 558.071 | 
Institutional .............. 16,140 
Th hoot a itlenws bans 34,050 
PHILLIPS CARD CO. ........... 54,247 | 
PHILLIPS PETROLEUM CO. 
Gasoline & Oils .............. 1,519,645 
PIEDMONT AVIATION INC. 
MN Sins Zh Baie bole 106,754 
PIEDMONT NATURAL GAS CO. .. 46,455 
j PIEL BROS. 
Serene ar Fe 404,867 
PIERCE’S PROPRIETARIES INC. 57,761 
Dr. Pierce's Favorite Prescription 40,968 
| Dr. Pierce's Golden Medical Dis- 
MT. succeded diésekors ‘ 16,167 5 
i Ce, CO 626 | ‘ 
PILLSBURY MILLS INC. ........ 1,608,694 | 
Ballard Biscuits ............. 126,038 | a 
eas 45,025 | 
re: SE EE Gctiewendaasss 13,296 
Globe A-1 Macaroni Products ... 1,692 
Pillsbury’s Best Flour ......... 58,438 
' Pillsbury’s Cake Mix ......... 715,170 | 
Pilisbury's Cinnamon Rolls ..... 72,190 | 
| Pilisbury’s Cookie Mix ......... 135,045 
Pliny’: Products 182460 they Buy More b they H More! 
Pillsbury’s Products ........... 82,460 | 
PILOT LIFE INSURANCE CO. .... 35,065 | "y "y ecause ey ave ore. 
; ok RS pts ae <4 203,438 | 
PORRIEMD on ccc vcvccceseccoce 130,675 | 
PUR si ccdésccccnensceussses< 72,763 | 5 A 
| LYDIA E. PINKHAM MEDICINE CO. 166,230, @ At first glance, inland Indianapolis might not appear to > It’s Bic . . . over 600,000 population. 
| ie As yl os be much of a market for boats. But that would be over- sh 
B  mtreR SAKING co. tee! looking the great enthusiasm for living and the financial > It’s Sreapy . . . unsurpassed for diversification and a a 
y $ oss MD ccscccccses 5 by BY . M4 . 4 . . 
pIveEeuaen pnreene oo 72 400 | ability to support it, which makes Indianapolis one of balance of industry and agriculture. 
tres sta ees 59,817 | America’s finest, big markets. 
i 2 eae 12,623 | 
| . . . . ® M4 7 
nrmesnen mae GLASS CO. a8 | As a matter of fact, Indianapolis is an amazingly good > It’s EasiLy REACHED . . . you get saturation coverage of 
se oN i Sapte cite 6.930 | market for boats . . . outboards, sailboats, powerboats, the metropolitan area, plus an effective bonus coverage of 
ee eee: ™ | row boats, all kinds of boats. It’s actually 14.5% above the the 44 surrounding counties in The Indianapolis Star 
. 7 Sees 28,912 | national average in outboard boats per 1,000 families!* and The Indianapolis News. Write for complete market % 
4 4 ? ee ° ” ee ’ 
<> 2 deed 86.677 In Indianapolis you ll find both the will and the way’! data today. tf 
PLEASANT TOURS ............. 27,144 Here are other important facts in the Indianapolis story: 
S| eee 942,678 St 
Black & White Products ....... 21,085 
yf Bee 4,821 
ofiapementem cone of 195.090 KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES ms 
i Qeneer Sos gine 4 *Outboard Boating Club of Chicago. “ee - 
DE ie bao siek dy S3Eb 5 oF oy 71,683 | Nite 
| REREES SR  A 25,408 | x x5 
Revelation Tooth Powder ....... 5,553 | on ev, : 
"ye ois | E INDIANAPOLIS STAR @ 
St. Joseph Nose Drops ........ 25,897 | : 
St. Joseph Products .......... 13,550 | a. 
re eee 1,587 = 
POIRETTE CORSETS INC. ....... 40,298 
A. H. POND CO. ay 
Keepsake Diamond Rings ....... 30,028 te 
PORTLAND CEMENT ASSOCIATION 206,720 a 
PORTLAND GAS & COKE CO. .... 41,714 ae 


PORTLAND GENERAL ELECTRIC CO. 34,109 
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PUBLIC SERVICE OF NEW JERSEY 270,418 Haller’s County Fair Whisky .... 26,536 PUERTO RICO ECONOMIC DEVELOP- Cather GHGS wccccdvceseccss 369,790 
PUBLIC SERVICE OF NORTHERN 8 ae 1,700 MENT ADMINISTRATION ° 439,427 GRP GIBB ccccccccceccscses 109,796 
ILLINOIS ee 254,891 Kinsey Silver Label Whisky ..... 135,566 Industrial Development ........ 10,372 Quick Mother's Oats .......... 69.587 
PUBLICKER R INDUSTRIES INC. 1,777,961 Old Classic Whisky ........... 61,752 Puerto Rican Rums ........ 429,055 Quick Quaker Oats ........... 309,354 | 
Charter Oak Whisky éobeeee ves 100,906 Old Hickory Whisky ........... $11,063 PURE OIL CO. ...........-00.. 642,200 QUALITY DAIRY CO............ 91,395 
County Fair Whisky abeesvaqee 113,171 Philadelphia Whisky .......... 332,958 8 rr ee 9,597 GEE Keccescccctesscccescs 238 
 f § ere 49,377 Planters Club Whisky ......... 763 ene @ GIS oc scn ccc dedvac 586,009 Cottage Cheese ............00 5,441 
Embassy Club Whisky ......... 132,760 PHOT “Sabb escccccccccbese 11,409 One-Fill Anti-Freeze .......... 32,980 SED psenensdes<cscceevs 1,737 | 
aa eee een 10,066 i er eeee 2,113 
eae 3,548 DEE scaewacdcbecactene 156 
OU Ee 737,422 ME SnGhbosGoececaseccsacee 20,968 
AS ee eee oe 308,502 Salad Dressing .............4- 582 
PLE. Gi Deak aves ccénna 428,920  AWedakecocarctets oe 60,160 
A NEW HIGH IN | I. PUTNAM INC. QUALITY IMPORTERS INC. ..... 162 
AUTOMOTIVE SALES* eee 29,921 Ambassador Scotch ........... 27,452 | 
|G. P. PUTNAM’S SONS Old Bushmills 19,548 
$138,347,000 DN Sere rr se 48,163| Welch's Wine ................ 40,468 
*Sales Management Survey PYRAMID LIFE INSURANCE CO. 30,430 White Heather Scotch ......... 74,616 
of Buying Power R 
El Cimes QUAKER OATS CO. ............. 2,592,870 RK.0. PICTURES CORP. 
Fhe Paso Aunt Jemima Cake Mix ......... 9,762| ‘Motion Pictures ............. 172,187 
Aunt Jemima Flour ........... 11,966 RADIO CORP. OF AMERICA ..... 2,365,379 
AM RORPEDON NEWSPAPER Aunt Jemima Pancake Mix ..... 74,121 | National Broadcasting Co. ..... 9,503 
MORNING AND SUNDAY . Aunt Jemima Products ........ 12,008 RC A Air Conditioner ........ 59,240 
Aunt Jemima & Quaker Corn Meal 53,730 RC A Communications ........ 2,971 
El Paso Herald-Post TEE reasctvaveusboevateees 67,518; RCA Radio ................ 54,590 
PE enenccceetakesiveteoes 19,507 R C A Geiger Counter ......... 2,871 
A SCRIPS-HOWARD NEWSPAPER Pe ED. Sv ceence sted ccdee 19,842 is) ( £5 34,640 
i. : i fe Peas Ful-O-Pep Feeds ........... 141,060, R&C A Victor Phonograph ...... 25,905 
NATION'S -TeRRiTOR Ken-L-Biskit ......... 242,227; R C A Victor Phonograph & 

ee ee ne 208 - et ty alll COCO 660 | EL” detatnevckectacces 12,879 
’ 53 Fae . Ken-L-Ration ........... 799,809 | RC A Victor Products ........ 114,980 
TWO Separate Newspapers ¢ 30° Line BUYS BOTH! | RRR eee 112,596| RCA Victor Radio & Television 49.555 
lg ae eee 1,803 RC A Victor Records ......... 144,850 
| Puss'N Boots Cat Food ........ 167,714 RCA Victor Television ........ 1,553,920 

BRUSHES UP 

““SHORT’’ STORY 
ELECTRIFYING 


FIBER FASHIONS 


Q@FASHION UNDER FASHION is the keynote of Carter’s 
unique campaign—taking smartly designed men’s under- 
wear out of the Pullman washroom and into the spotlight 
of top masculine style. Ever since its beginning, 6 seasons 
ago, this Carter's advertising has paid off handsomely. In 
1955, Carter's dollar sales of men’s underwear increased 


28.1%, 257 new accounts were opened. BBDO Boston. 


as 


OIN JUNE, this striking spread in Life will announce Tek’s 
free-offer introduction of its new De Luxe tooth brush. 
The ad has already done an outstanding job, however, 
as part of an intensive selling program to the trade. Just 
six weeks after retailers and distributors were told of the 
offer, and the powerful promotion behind it, orders ex- 
_ ceeded Tek’s initial sales forecast by more than 400 per cent. 


Q MERMAIDS and other equally attractive young ladies 
are now showing consumers the virtues of clothes made 
with Du Pont’s modern-living fibers—nylon, “Orlon,”* and 
“Dacron.”** Running the gamut of 1956 high fashion, 
chic models appear in dresses, stockings, blouses, skirts, 
lingerie, coats, suits, evening gowns, shirts and shorts, 
Schedule is the heaviest in Du Pont’s advertising history. 


*Orlon” 
**""Dacron’’ 


BATTEN, BARTON, DURSTINE & OSBORN, INC. Advertising 


NEW YORK © ATLANTA © BOSTON © BUFFALO © CHICAGO © CLEVELAND © DALLAS © DETROIT ¢ HOLLYWOOD © LOS ANGELES © MINNEAPOLIS © PITTSBURGH @ SAN FRANCISCO © SEATTLE © TORONTO 


© initiated by General Electric, but bearing no sponsor 
identification, these animated TV spots are urging Ameri- 
cans everywhere to “Live Better... Electrically.” Catchy 
words and music help dramatize the extra fun, convenience 
and leisure made possible by low-cost electricity. “Live 
Better” spots will be telecast on network shows, can also 
be sponsored locally by participating utility companies. 


is Du Pont’s registered trademark for its acrylic fiber. 
is Du Pont’s registered trademark for its polyester fiber. 
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RCA a Tubes . beg 
Institutional .......----- ++ ebay = 
RAINIER onEWiviG co. 131,57 
ME in due CGS caeuacewesoncee = 
eS... 117,890 
RALSTON PURINA CO. .......-- 84,894 
Purina Feeds ......ccccerceee 75,859 
| Ralston Cereals Ee aaa 9,035 
RAMO-WOOLDRIDGE . 
eee ee 49,996 
RANDOM HOUSE INC. ..... 166,108 
Modern Library ..........-- 8,142 
Random House, Inc. 157,966 
RATH PACKING CO. 
Meat Products ........ sad 194,065 

| RAYTHEON MFG. CO. .........- 92,730 
Radio & Television .......... 1,858 j 
Pere 47,737 | 
BemiMaiemD kc ccc cc csccccces 35,750 
ee 7,385 

READER'S DIGEST ASSN. ...... 794,341 

— Book Club ........- 78,662 
seb didhisans siete 715,679 

aaasy: T0- BAKE FOODS INC. 
Puffin Biscuits .........0005- 66,220 

REAL GOLD CO. 
Tr 43,764 

SS aero 142,950, 
DE Geen cescvcccesanese 42,275 
Bondex & Dramex ........... 32,707 
nT \estuscuecdesdibebes 67,968 

RECIPE FOODS INC. ........... 76,843 
Bennett's Chili Sauce ..... 19,249 
Bennett's Fix-A-Drink ........ 52,244 

| Bennett's Prune Juice ......... 5,350 
REDDI-WIP INC. 
ee }3z' errr 115,738 

RED TOP BREWING CO. ........ 136,406 
Barbarossa Beer ............- 579 
SE. WE ED. wacsctcccvcceees 5,081 
BeS TEP GO ccccccccscccses 42,395 
| ae 88,351 

REEVES BROS. INC. 

a ear 29,244 

REGAL AMBER BREWING CO. 

Lp ee ra 44,960 

| HENRY REGNERY CO. ......... 25,982 

© (ff eee 85,874 
Luzianne Coffee .............. 51,895 
Luzianne Coffee & Instant Coffee 19,308 
Luzianne Instant Coffee ....... 14,671 

RENFIELD IMPORTERS LTD. ... 1,298,745 
Burke & Barry 7 Yrs. Old Whisky 2,438 
CE MD cc ccncccvesdcces 600,955 
Haig & Haig Five Star Scotch 

DE Sheedbavedeccese< . 331,716 
King William IV Scotch Whisky : 90,961 
Martini & Rossi Wine ......... 42,965 
Martini & Rossi Vermouth ..... 104,599 
Old Discovery Whisky ........ 16,315 
Palomino Sherry .......... 30,380 
Renfield Whiskies ............ 15,312 ‘ 
St. ~y & Cie Brandy . 466 

arividadistwdene 62,638 

RENNEL cone. 

1 ahs aektlaene ie éee 57,578 
ke oo “aout PRODUCTS CO. 
5 [en \oheak bess dueteseseee 26,518 

_ REO MOTORS INC. 148,409 

DE Ssdbebbetéincebaedece 47,853 
SD sedieptdectecsséyss<s 100,556 

| REPUBLIC AVIATION CORP. e 
0 Se 70,141 


Snpehbeseohieee cece ce 44,216 

cae BEE Bib sbdderescas 6,232 

Es ee 11,719 

Sr ae ee 26,265 

REPUBLIC STEEL CORP. ....... 101,817 

Steel Kit 50,701 

|, ae 3,091 

Sea 48,025 

RESEARCH BOOK CO. ....... 62,482 
RESINOL CHEMICAL CO. 

a RR ee eee 143,505 

REVERE CAMERA CO. 

pen OP Pe eee 74,667 

REVLON _ Se eee 685,252 

591,045 

ee 94,207 

REX ‘RESEARCH  eesadsde 33,095 


Rybuto! 
REYNOLDS METALS Co. 
Do-It-Yourself 


Aluminum 


Products 
R. J. REYNOLDS TOBACCO Co. 


3,793,402 

Camel Cigarettes ............. 1,232,497 
Cavalier Cigarettes ........... 215,691 
Winston Cigarettes ........... 2,340,998 
PL. epbEhewtdbessesde%< 4,216 
RHEEM MANUFACTURING co. 117,483 
SY bison déedbuges ken 3,722 


Rheem Water Heater 


WILLIAM S. RICE INC. 


RICHFIELD OIL CORP. OF CAL- 
DE hhenés ohunee canons 241,029 
FY ea 239,460 
£7 aaa oe 5,569 
RICHFIELD OIL CORP. OF N.Y. 
Pt Ue’ cesusshasueuee 366,490 
RICHMOND-CHASE CO. ........ 114,263 
Diet-Delight Dressings ........ 1,519 
Diet-Delight Foods ........... 55,995 
Diet-Delight Fruits ........... 5,729 
Heart’s Delight Fruit Nectars .. 
RINEHART & CO. 
DEE, Geibbte 4eekeneeosetee 57,886 
2 | re 50,601 
eee a eee 3,652 
bbe tetkeedess cenecds 8,817 
Chili Sauce Relish ............ 30,125 
Ketchup & Tomato Juice ...... 5,247 
c/ 2 oases 270 
RE Stushte wens uni caeaces 2,490 
RIVAL PACKING co. 
|. rrr Ts 995 
RIVER pRAnD RICE MILLS INC. 39,929 
Aunt Carolina Rice ........... 35,600 
Carolina Rice & River Rice ..... 4,329 


ROCHESTER GAS & ELECTRIC Co. 
ROCKWELL SPRING & AXLE CO. 
Timken Silent Autematic Burner 
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ie a \ G : lO ES 
be Me “ « > he 
he We a ihe ou : & = ep eget Range ...... 45,496 
ae Come id ‘ ” . Ay A - oducts .... oceecesesece 16,965 
te 4X: ¥ “7 t ‘ carcdveg , hc ? ae 29,923 
Peed > et % ihe J 
i aes " e | lite < 4 
Bs: ‘ sant >| oe . aaa ee 
oe Tee < ; ® . #3 wut ™ : 
4 : Cs Meer a » oot NYLONS 
bd 
om. 
pe : 
"6 
iF a . 
3 a | 
= i se re 
| 4 ee 
| y 166,052 
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ROCKWOOD & CO. ............. 73,963 | Carioca Rum ................ 104,103 , 

a Ae EOeeses veeese ped Cascade Whisky ............. 215,427 | aS pe : 
ROLLEY INC. oe) ee ee... | BVANSVILLE INDIANA says . . . AS bear : 
Sea & Ski Tanning Cream ...... 70,568 | Cream of Kentucky Whisky ..... 169,290 | “is ee : 
ROMAN CLEANSER’ eee 179,109 DeLuxe Stagg & Old Stagy ..... 108,062 a es ‘ALOHA: / A O : : 
Oe ee a es 14,634 Dewar’s Ancestor & White Label STANDARD “= a re RS 
Yipee sat apeagiatinds 164,475| Scotch Whisky ............. 6,064 | (Welcome) “ 

ROMAN MEAL CO. ............. 112,427 Dewar’s Victoria Vat & White Label METROPOLITAN AREA 
test Wome i 222.22” a 2 Oe 3 Aluminum Company of America 
“ge ,877| Dewar’s White Label Scotch Whisky 12,096 p y = 
ROMAN PRODUCTS corp. ...... 26,091} Dubonnet Wine ............... 18,755 now 
_ rake ee 22,287; Du Bouchett Brandy ......... 13,042 Brin Hl 
Frozen Ravioli ............. 3,804/ Du Bouchet Cordials ........ 389 wambar . .. 
RONSON CORP. ....0.0...0.... 49:173/ Du Bouchett Creme De Menthe 7,538 1 5 4 4 ow 
lectric ible d Du Bouchett Peppermint Schnapps 2,639 2 pula $80,000,000 
Lighter Accessories ........... 17,768 Echo Spring Whisky ........... 334,797 é , ees otchigg 
ROOTES MOTORS INC. Gibson's Diamond 8 Whisky 36,938 | Evansvi SMELTER PLANT | 
actitnae Car eo 42,434| Gibson’s XXXX Whisky ........ 5,016 a 
. Golden Age Gin ............ 66,427 boosi : 
Roux Color Shampoo .......... 86,995 | Golden Age Gin & Reserve Whisky 4 SS eas bee Plant 
GOVAs. GEENA WEE. sisoo| tlden Wedding Whisky ....... 149,950 | + | 
SD ae , I. W. Harper Whisky ......... 378,945 | ie ; 
ROYAL-McBEE CORP. J. W. Dant & Olde Bourbon... 66,090 15.000. J5 ei ng et of 
oe pater avorencweae 77,045| J. W. Dant Whisky ........... 248,099 | a eee County, Evansville . . . A Good Test Market! Re 
. James E. Pepper Whisky ....... 162,090 Indians Henderson County, Lift f 
| pete eR 27,096| MacNaughten’s Whisky ........ 148,361, Kentucky, Son Tee ‘Sesened ‘InO ek tates “dune 
meLgnA RUBINSTEIN INC. Marie Brizard Liqueur ........ 789 | The new Standard i- EE <A 
oilet Preparations ........... 268,945| Melrose Gin ................. 6,566. tan area of Evansville, iana ily accessy ustries, 
S. RUDOFKER’S SONS ......... 36,047 Melrose Gin & Rare Whisky .... 12.210 | now includes rwo counties . . « pF or and rich in natural se 
JACOB RUPPERT Melrose Whisky .............. 71,020 | ee Mg 
Knickerbocker Beer ........... 515,975| Melrose Rare Whisky ........ 140,090 | tucky, The current popul Represented Nationally by General Advertising Dept. Scripps-Howard Newspapers 
RUSHMORE PAPER MILLS INC. Monticello Whisky ........... 1,663 of the area is 213,500 and 
Blue Ribbon Napkins ......... 44,498 | Old Charter Whisky .......... 291,767 places P scaeeetienranies ia THE EVANSVILLE THE EVANSVILLE Oe a a 
RUSSELL-MILLER MILLING CO. . 29,226! Old Quaker Whisky ........... 127,949 | py oo an . > ours ane 
American Beauty Flour ........ 5,403| Old Schenley Whisky ......... 35,781 | : Courter Preaga CG aa 
ge eer 2,129 | Old Stagg Whisky ........... 345,940 | Pres 
ag lb a te CEE Oe 21,694 Pebbleford Whisky ............ 25,873 | 
RUST-OLEUM CORP. ........... end 


ate] OL’ MAN RIVER... : 


S & W FINE FOODS INC. ...... 234.218 | 
GUE Ct diccderisss occ ccszk 1,340 | 
PR Ce AF ecitcvsdices 4,362 | 
SE inci cechiidescusyeusre 50,660. 
Vegetables ........... 20.816 eee 
Vegetable Juice Cocktail ... 13,015 
le es 144,025 
SABENA BELGIAN WORLD AIRLINES 180,709 { 
SACRAMENTO MUNICIPAL UTIL- 
ITY DISTRICT .............. 29,343 » © mM la r © Ss! 
ST. LOUIS PUBLIC SERVICE CO. 31,754 
ST. LOUIS-SAN FRANCISCO 
RAILWAY CO. .............. 27,733 
GE WE TR bes ccccscacses 33,518 * 
SANDIA CORP. 3 
SR 26,323 m 
SANDURA CO. - 
a 78,663 | 
SAN FRANCISCO BREWING CORP. 
Burgermeister Beer ........... 140,179 | 
Fe er ees 153,317 | a tag anal en oe 
Duke’s Mayonnaise ........... 122,374 
Duke's Mayonnaise & Relish 
Sandwich Spread ........... 11,284 ; 
Sauer’s Condiments .......... 16,100 a 
CD DUE. vconccccatews 3,559 j 
SAVANNAH SUGAR REFINING CORP. : 
Dixie Crystal Sugar ........... 50,608 e 
SAVOY FOODS 
Savoy Holland Dressing ........ 28,874 > 
SAWYER’S INC. * 
WR esvcccecdsece 69,481 
SCANDINAVIAN AIRLINES SYS- 
_ 2 Ser aesee 366,198 
F & M SCHAEFER BREWING CO. 
ES Pepto rece 551,932 
ADAM SCHEIDT BREWING CO... 124,224 
REGHEED ‘dik. alevociiedcs 0,957 
eee ean 18,532 | 
Rams Head Ale & Valley Forge 
ee gadi 13,980 a 
Valley Forge ............00. 80,755 | * s * 4 : > e— : 
SCMENLEY INDUSTRIES ING. 5.908590 | Slicing right down the middle of the Twin more, those St. Paul people make one—and : 
TE Rideccureeeeshccvscs 100,187 | a4 . if en : ; } %y 
Ancient Age Whisky .......... 745,786 | Cities between most of St. Paul and Minne- ONLY one—newspaper their buying guide y 
Belmont Whisky ............. 66,040 : . x 
SN rate chientncdcnecied 237,538 apolis, the mighty Mississippi River divides .. . the St. Paul Dispatch-Pioneer Press. 


these two giant markets as effectively as an 


No other newspaper — NOT ONE — even I: 
nicks the surface of the St. Paul market. 

The undeniable fact is this: if you’re not + 
selling St. Paul, you’re just not selling the 


Twin Cities. 


ocean separates continents! 

The 436,900 people on St. Paul’s banks 
make it a point to spend their retail dollars 
(564 million of them a year!) right on their 


this rich, growin g 
$90 million market? 


ILLINOIS’ 10th LARGEST 


And to blanket every last 


own home side of ol’ man river! What’s corner of the land o’ plenty St. Paul market, ! 
| you need the Dispatch-Pioneer Press! ; 
E 
é cHicAco How does YOUR product rate? FAMILY COVERAGE perriee * 
H . For a comprehensive study of the brand a 18.8% : 
preferences and buying habits of the © 
e people who make the St. Paul Dispatch- 41.1% 
Z Pioneer Press their buying guide, get ST. PAUL DISPATCH. f. 
F your copy of the new 1956 St. Paul PIONEER PRESS “A 
Consumer Analysis Survey. For your 
We've all the facts to show you copy, contact your Ridder-Johns repre- 3.7% Gate 
- By BM, sentative or write, using your company i a TRAN 
THE 3-STAR market. Population letterhead, to Consumer Analysis, Dept.B. Mi 
up 57% since 1950 .. . and still . " 3 ‘ Source: Families, Sales Management Dispatch-Pioneer Press—A.B.C.—3/31/55 
growing fast. Food sales over Survey of Buying Power—May 10, 1955 Other T.C. Dailies—A. B.C. —3/31/55 


$27,000,000; industrial payrolls ex- 
ceed $35 million .. . new FORD 
plant adds $20 million this year. 


ONLY the STAR covers this market | PAUL 


_STAR NEWSPAPERS ; DISPATCH 


+ 

‘CHICAGO HEIGHTS STAR ° 
OSSMOOR STAR . 
NEWSPAPER ®@ 

e 

s 

- 


REPRESENTATIVES 
RIDDER-JOHNS, INC. . 
NEW YORK - CHICAGO .. DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


RIiODOER 


Ilinois” Grogieet Semi-Weeklies 
MARKET 8 PRVAILABLE 
STAR PUBLICATIONS 


Star Building Chicago Heights, Minois | 


THE PARK FOREST STAR | 
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'l give all takers 5 to |, 


and | take home 
a bag full of bucks!" 


2 
‘oe 


The wise gentleman likes a sure thing. 
He knows that lots of people are pretty 
fuzzy about which Chicago daily news- 
paper gives its readers the most news 
in a year. So he gives ‘em 5 to 1 odds, 
then shows them proof in Media Records 
that the Daily News leads every other 
Chicago newspaper (by more than a 
million lines in 1955'). Wise advertisers, 
too, like a sure thing. They know that 
this high news-content is in their favor. 
Chicagoans read the Daily News to get 
the news. They take it home to read, 
and because it goes home— 


The CHICAGO DAILY NEWS 
HITS HOME 


Pere rr 
| Re ME. «62 cdcente vane 
Sam Thompson Whisky ......... 
| Schenley Champion .......... 
Schenley 0.F.C. Whisky ........ 
Schenley Products ............ 
| Schenley Reserve Whisky ....... 
| Schenley Whiskies ............ 
Sir John Schenley Whisky ...... 
\ oe MePeTei ery rrr ere 
Three Feathers Whisky ........ 
Wilken’s Whisky ............. 
GEEEE GOOP. cc cvscweikes 
BHR cc ccccccvedestvebccence 
Seen APG .cctadececsscs 
Inhiston APC & Throat Lozenges 
og PORES ccccvdcccses 
DD. necces capnddss ten sees 
SCHIEFFELIN BD GR. eevnccchsan 
>... reer eee 
Cora Vermouth ........... badéx 
ee 
Bae BBD nccccteceseccccce 
Hennessy Cognac Brandy ...... 
Moet Champagne ............- 
Moet & Chandon Champagne .... 
Teacher's Highland Cream Scotch 
JOS. SCHLITZ BREWING CO. 
dubecceccasqepeucteeces 
SCHMIDT BAKING CO. 
Schmidt's Bread ............. 
Cc. a & SONS INC. ...... 


tics cents nenkad ub eee an 
SCHNADIG CORP. ........... . 
International Furniture ........ 
Karpen Furniture ............ 
SS ere ee 
Dr. Scholl's Air-Pillo Insoles ... 
Dr. Scholl's Ball-0-Foot Cushions 
Dr. Scholl's Bromidrosis Powder . 
Dr. Scholl's Foot Powder ...... 
Dr. Scholl's Kurotex ........ ‘ 
Dr. Scholl's Zino-Pads ........ 
gE a 
S. A. SCHONBRUNN & CO. 
Pt DD secudséebeunesn 
SCHULER FOODS INC. ......... 
nt Me ciccesantbecdees 
fo Berry eee 
ZR... Brerrrrrete rere : 
SCOTT-ATWATER MFG. CO. 
Outboard Motors ........... : 
ff ae ee 
Cut-Rite Waxed Paper ......... 
SE orice cencueneeenten 
Soft- — PE <idadenstaues 
DEE acakstectanenedbesss 
0. M. ‘scort & SONS CO. 
P< ‘neaceughebece dbee ve 
SCOTT PETERSEN & CO. ........ 
| SCRANTON ELECTRIC CO. ...... 
CHAS. SCRIBNER’S SONS 
Se” -dadvesessubabwed sce cas 
SCRIPTO INC. 
CG eer 
SCUDDER FOOD PRODUCTS ..... 
Laura Scudder’s Mayonnaise .... 
Laura Scudder’s Peanut Butter .. 
Laura Scudder’s Potato Chips ... 
Laura Scudder’s Products ....... 
SEA BREEZE LABORATORIES ... 
SEABOARD AIR LINE RAILROAD 
SEABROOK FARMS CO. ........ 
SED DEED cccccccccesensés 
Frozen Vegetables ............ 
SEALY INC. 
CD. ..wriveveucese 
SEAPAK CORP. 
Sea Pak Frozen Fish Products .. 
SECURITY MUTUAL LIFE IN- 
££ eae ar 
SEECK & KADE INC. 
CC a PS ee 
SEEMAN BROTHERS INC. ...... 
White Rose Redi-Tea .......... 
. 4 | ee 
DD” | tvneccee Gage tebound 
SENTINEL RADIO CORP. 
SE baieve dewandicoktwcs wa 
Radio & Television ............ 
0 ee 
SERTA ASSOCIATES INC. 
ae 
SEY TN. aoc ctemens onbeae’d 
nn Wihhs « covéectunin wee 
Gee & BR. cccccsnenic 
© SUD covhsiasenes 


i ovces ebauites eves 
Servel Air Conditioning ........ 
Servel Refrigerator ........... 
DET bivcwtebsaesiweness 

SEVEN UP CO. 

Dt: Ditnonescsabietew dubs 

JOHN SEXTON & CO. ........... 
St «¢cenedesevddeedes 
Corned Beef Hash ............ 
SEED ob wdocatecboce 
Fruits & Vegetables .......... 
0 ES ee 
Jellies & Preserves ........... 
DE: nédneassiaheewcbued da 
Las Palmas Chili Sauce ........ 
i eee 


PERE covckcesvccenee 


SHALER CO. 
 tikncncnondbawe ee nae 
G. SHAW, MUNSON CO. ........ 
Duff Gordon Brandy ..... .... 
Duff Gordon Sherry ........... 
. 2 Pas 
SHEDD-BARTUSH FOODS INC. .. 
Keyko Margarine ........... : 
Shedd’s Peanut Butter ........ 
Shedd’s Salad Dressing ........ 
PUD oe wccessne- “vs 
w. SHEINKER & SON INC. 
Holland House Mixes ......... 
SMELL GIL GO. ...cccccee eee. 


ED  eudeecacsoencs-civceos 


25,576 CED ce concscion coonss 
60,600 . 5 rrr 
11,221 Baste B GUS .ncccvecccosee 
14,774 a, eer ° 
= 4 SHERWIN-WILLIAMS CO. ...... 
4 GO GUS .ncccseccccsces 
esr. ~ PS ere ‘ 
58,977 ER? Wwanncgun s+ eset ous 
342 Martin-Senour Paints .......... 
23,874 Sherwin-Williams Paints ... ... 
60,099; Weed-No-More .. ........ «-- 
6,235 | SHIELDS INC. 
SE | Dc cccccccccccececsacis 
66,362 | SHILOH METAL PRODUCTS CO. . 
eS | are 
2.260; Old Spice Deodorant .......... 


1,498 Old Spice Smooth Shave ..... ; 
131,702 Shulton Preparations .......... 
121.153 CT sababhenvoevetice: se 

3,832 |SHWAYDER BROS. INC. .. .. . 
11,093| Samsonite Luggage ........... 

945| Samsonite Tables ..... ...... 

23,361 | Samsonite Tables & Chairs ..... 
22,538 |SIEGLER ENAMEL RANGE CO. 

ape MET LCEL 


45, 162 Silex Appliances Csereresccees 
£2 een 
a ee 

706.458 Beautyrest Mattress .. ....... 

39, DP neadudeceusseess 

329,843 | SIMMONS TOURS INC. ......... 

76.945 | SIMON & SCHUSTER INC. 

57.060 i? . Aenébbbdendas sewed s ean 

195,836 |SIMONIZ CO. ........ ......5. 

295,469 UD voces scscccscessee 

246,127 | Floor WE: secueebetenccesea> 

49,342 | EEE eecceesssddcen seccne 

315.043 Ivalon PL si tednsencdeuens 

14.517| Liquid Kleener & Paste Wax ... 

60,564 Co... JS Re eee ° 

5.385 DE Stade tenes’ 6ces ces 

18.266 | SIMPLICITY MFG CO. 

17.044 | Simplicity Garden Tractors ... . 

185,247 SIMPLICITY PATTERN CO. ..... 

14,020 SINCLAIR REFINING CO. ..... 

; Oo) Se ee ‘ 
ff Pere 
= SIROIL LABORATORIES INC. .. 

16.726 SKELLY OIL CO. ............ ; 

13.605 Furnace Oil ete eeeeeseeeeees 

12,938 ae 

ee ee 
SKINNER MFG. CO. 

anne Macaroni Products ........... 

78.824 |SMITH BROTHERS 


42,552 | 


9,373 


6,622 
19,930 
23,342 | 
14,972 | 
29,189 

6,014 


77,120 
28,048 
463,789 
38,020 
27,499 
287.130 
111,140 
222,561 
111,495 | 
43,344) 
67,722 


WER. ddcdceccccccss cesses 
SOULE STEEL CO. ......----++> 35,575 
SOUTH CAROLINA ELECTRIC & 
| GAS CO. .nccccecccccecseces 33,703 
| SOUTHEAST AIRLINES .......- 89,693 
| SOUTHERN AIRWAYS EOE : 34,031 
SOUTHERN BELL TEL 

TELEGRAPH CO. .....--eeee> 465,690 
SOUTHERN CALIFORNIA GAS CO. 242,349 
SOUTHERN COMFORT CORP. .... 

Southern Comfort Whisky ......- 37,262 
SOUTHERN CO. ......ceeecveee 178,690 

Alabama Power Co. .......+-+> 45.035 

Georgia Power Co. .......--++- 132,364 

Southern Co. ....... eee are 1,291 
SOUTHERN INDIANA 

ELECTRIC CO. ..... apaceenth 75,044 
SOUTHERN NEW ENGL 

TELEPHONE CO. .....ccuunes 100,253 
SOUTHERN PACIFIC CO. ......- 366.334 
SOUTHERN RAILWAY SYSTEM .. 165,120 
SOUTHERN UNION GAS CO. .... 46,384 
SOUTHWESTERN BELL TELE- 

PHONE CO. ..ccccccccceceses 251,275 
ee LIFE INSURANCE 

OE Er ee 29,250 
sPALioing BAKERIES INC. 
Ee ae ea 39,207 
spears CHIROPRACTIC SANI- 

TARIUM & HOSPITAL ....... 77,627 
SPEAS CO. 

MD dé cuntnendgenetnetens 29,581 
SPEEDWAY PETROLEUM CO. 

Gabriinn & GES .occcccccceces 25,874 


Head of the Quality Class 
le Maceta..ck 


APPLETON. NEENAH-MENASHA. WISCONSIN 


Checkout counter in one of local 


5 GR Be ccccccdevecsss. 110.441 
aes, |A. 0. SMITH CORP. ........... 136,799 Krambo Supermarkets 
Y Permaglas Heating Units ...... 19,120 
39,966 in Gan enew .. 117.679 poset scl wal may | wer ae — _ 
136.394 ALEXANDER SMITH INC. annua $a es 0 the Appieton, Neenah, 
Carpets & Rugs .......-...... 207,304 | Menasha, Wisconsin City zone is done by 
bay SMITH-CORONA INC. the five area Krambo Food Stores. 
ee ee 7, 130,090 | Krambo’s ep Erp ney and ware- 
GILMAN B. SMITH CO., INC. house serves 22 of the states’ 30 Krambo 
wg eT sse5| ee 
yd REDE civevaceeneves... 19,308 | The 264 Krambo Employees in this area 
ree , 12,037 | and their 100,000 neighbors, share the 
24.745 | SNO-BOL COMPANY | growing and persistent prosperity of the 
; Smo-Bol ... 0. cers weceeees 68,763 ket; their security composing the cash- 
26,726 market; the ty comp: 9 s 
11,456 | F- ¢t. SNOW CANNING CO. ...... ey register melody of over $104,000,000 
35,241 Py See oecereseceses ’ spent for goods and services advertised in 
179.061 | Products ss sss -sss..ss-- __ 4050] the POST-CRESCENT. 
29,206 | SOCONY-MOBIL OIL COMPANY .. 2,562,350) Best evidence of the POST-CRESCENT'S 
92,883 | Gasoline & Oils ...........-.. 1,844,690 | potency is the record: it’s Wisconsin's 
General Petroleum Corp. ....... 596,303) FIRST Evening newspaper in editorial 
150.142 | Magnolia Petroleum Co... ..... 72,581 . , 
eee adeeb 37.042 | linage, SECOND in advertising volume! 
39,678 Wadhams Mobilgas beecbovnede 11,734 ’ 
SOPHIE WAE CANDY CORP. ee) APPLETON Post-CRESCENT 
mam RM, “dh bee seeb eevevese 26.232 KEN E. DAVIS, MANAGER. GEN'L ADVERTISING 
100.468 a Se Me eovestegccovcece 6,442 
232,360 Sorbol ....... PPTTTTITiTTT eee 2,502 
40,664 
15,545 


2 50% BETTER taan tue us. averace 


14,876 | We look for quality in brand names because we are a hard 
28,187 | working, better than average, industrial city with 90 diversified 

6,012 industries and high per family income. To get your share of this 
146,896 | lucrative market, be sure you have a campaign in The Bayonne 
25,082 | Times . . . You will find that . 

Rf “BAYONNE CANNOT BE SOLD FROM THE OUTSIDE” 

"- ‘1 

8.722 

10, 14s 

‘ oA BAYONNE, NEW JERSEY 


14,424 | 
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, ME. ae ae 
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— | ee 
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a . a a 176,511 
af +e 41,046 | "YONNE SAYS:— 
9 1,658 | eee 
oe 87,712 | N Pinte 
aS. 429,135 | N 6) <i | 
is 87,696 | 
$7 * 29,946 | 

s 121,233 : 
iz __ Spare en 87,186 | “ : 

i’ N66 345 xvcsesavuneeds 8.667 | Ss _ S | 
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ee Pickles & Relishes 4 6.913 y ‘ 
Fae Professor Foster's Discovery .... 
or ee ‘ 
ds EES eI RA Fe 
“ SE SD covasccooeenes 
Ds: BE WED ecccccéncécveens 
Bc DOMME nce ce cccccvcccccccess 
“0 5 Products - 
x 
nai 
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H SPERRY RAND CORP. .......... 168,673 | Stewarts Coffee .............. 30,304 
4 Remington Shavers .... ones 14,245 | STEWART-WARNER CORP. 
Remington Typewriters a ll eee 75,584 
{ — GNU occ cnnesvcis 33,639 | STITZEL-WELLER DISTILLERY INC. 462,286 : 
0 - SE veéesetskevecebhaveencd 6,034 Cabin Still & Old Fitzgerald Whisky 10,623 
Setmnesioass duceeseqeqnnssé 60,153 Cabin Still Whisky ............ 189,533 
SE nivanbenegicns deen 8,457 Old Fitzgerald Whisky ......... 259,935 
—— SUGAR CO. - Old W. L. Weller Whisky ...... 2,195 
encseeesseececsecesoes 25,831 K r AMP INC. ...... 622 s s 
SPRING-AIR CO. “Tales teen te == ‘eal Oh, how he wishes he : 
Pe... RETR serene 119,44) /  _. & eee res 5,210 e Pp e ! 
er 11,249 
ouuar? a Sheets ........... By Stokely’s Frozen Foods ........ 5,532 was m reone 
Perec reece esseeees . Stokely’s Frozen Vegetables .... 3,753 , 
| STADLER PRODUCTS CO. ....... 25901] Stebdy’s Fras .............. 6.873 Mr. Specebuyer:—Veu've got to be IN 
borage] a eee 2,542 | Stokely’s Tomato Juice ........ 11,387 the Peoria Journal Star to sell the 560,000 
riple-XXX Products ......... 23,259 | Stokely’s Vegetables .......... 75,982 : ; : S 
STAHL-MEYER INC. ........--. a Gone 109,410 people in the rich 13-county Peoriarea . . . to a) 
a 3,078| Van Camp Macaroni Products ... 17,625 get the results of the Midwest's most modern 
Stahl-Meyer Ham ............ 4,250| Van Camp's Spanish Rice & printing plant with its new Goss 8-Unit he 
/ Stahl-Meyer Meat Products .... 42,784 TEE axis ccveccevehaes ‘ 3,917 . Bed 
‘ A. E. STALEY MFG. CO. ........ 412,946 | Products .........c.cceeeeee 81,273 Headliner Press utilizing Hurletron Electric Eye 
mat Fame oo Sa ai STORZ BREWING CO. and Goss Colortrol for exact color register. 
a- ar Pur ...... +, St. “iedksosecsbedseetsece 40,869 . . 
i a 21,111 | Levi STRAUSS Na Te Sai 227,626 Don't you wish you had your regular 
Staley's Popcorn Oil .......... 2,263 | J. STRICKLAND & CO. ......... 61,483 and market test schedules in the Peoria Journal 4 
acne ol Sa veo, QML ite Ollie .0c0s--s. 0.2. 54,786 ' i 
ee 14.011| So-Ten Meat Tenderizer ....... 6,697 Storf (Represented netionally by 
STALEY WILLING CO. STROEHMANN- Pay BAKERY Ward-Griffith Co., Inc.) 
m 2 errr 25,939 Stroehmann’s Bread ........ 86,063 
STANBACK CO. STROH BREWERY CO. ......... 761,155 
Stanback Remedy .......... Ze eS aera i 
STANDARD BRANDS INC. ....... 2,884,460 REED scecces evecsecce 
Black & White Scotch Wisisky .. 150,610 | STUDEBAKER-PACKARD CC 
Blue Bonnet Margarine ........ 744,7' Packard Cars ....... 
Chase & Sanborn Coffee ....... 15,502 | Packard (Used) Cars ®~oria Journal Star covers all Peoriarea 
Chase & Sanborn Instant Toffee . 500.250| Studebaker Cars .............. ar : coed: ‘ 
Churchill “88” Whisky ........ 38,623| Studebaker Trucks daily circulation exceeds 100,000. = 
Fleischmann Club Whisky ....... Ue eee 
Fleischmann’s Gin ............ 132,1%6 
Fleisshmann’s Gin & Proferred 
WED checnncsauve geeeese 12,194 
Fleischmann’s Kentucky Bourbon 44,437 : 
Fleischmann’s Preferred ....... 516,461 = 
Fleischmann Products ......... 46,737 ~ 
Fleiscnmann’s Yeast .......... 8,021 © 
Hunt Club Dog Food .......... 52,345 * 
Old Medley Whisky ........... 6,212 ‘ 
Old Oxford Cheddar Cheese ..... 299 “ 
Royal Baking Powder ......... 11,441 Wr 
Ge BD coccccceccrcncs 11,872 + 
GC Sires 74,414 oe 
Royal Pie Fillings ............ 22,922 qi 
Royal Puddings .............. 147,265 
Tender Leaf Instant Tea ....... 33,744 
kk Pr ar er 261,511 
Walter Kendall Fives .. ...... 48,457 
SY sicethemnasnasse 4400 2,542 ~ 
STANDARD INTERNATIONAL LI- 
ee 520,109 
Opportunity Puzzle Contest .... 501,624 
Standard Educational Service .... 18,485 t 
STANDARD KNITTING MILLS INC. a 
eon Se eee 46,056 
STANDARD MILLING CO. ...... 90,202 | 
Aristos Flour ........... cones 1,953 
GO EE is cecccccdtiics 39,941 | 
NE tb bs pb ecdsts cian 48,308 | 
STANDARD OIL CO. OF CALIFOR- } 
SD... ebednetiinkmescevesneese 1,043,057 
Gasoline & Oils ..........505. 919.942 : 
Delt Osa erteiss events 2,177 | ; 
Ge PU 6 cedbccddcc vce $3,741 | 
Standard Oil Co. of Texas ...... 37,197 
STANDARD OIL ~~ (INDIANA) 1,870,732 
American Oi! Co. ............. 412,225 | 
Gasoline & Oils ...... eoces - 1,076,342 | 
EE poi cwnndavertsacx 24,165 | : 
Pan-Am Southern Corp. ....... 119,827 
Perma-Guard Anti Freeze ...... 74,013 te 
Standard Household Sprays ..... 31.269 
Utah Oi! Refining Co. ......... 13,408 | 
' EE 119,483 
STANDARD OIL CO. (KENTUCKY) | 
Gasoline & Oils .............- 107,958 
STANDARD OIL CO. (NEW | 
ER ns 2,311,542 | 
Atlas Tees peecoesececcbennea 11,334 | 
2 f are ped 
SE ED 6 occédéccnaus 46,329 
Esso Standard Oi! Co. ........ 488,757 | 
SD cekiccecsthobaxte te 
Ole Gadhoddedesed sc rensheces 98,820 
Gasoline & Oils ...........455 1,453,410 es 
Humble Oi! & Refining Co. ..... 176,652 
OO}. 8,942 P. 
STANDARD OIL CO. OF OHIO ... 507,889 | 
Gasoline @ Oils .............. 478.865 | --- with 
Sn UD. o60a6oue oe>eca o* 6,369 j 
Insect Spray... oe oe eens ees 4.435 | circulation 
REE -- sascgaskes stacks 18.220, TOTAL DAILY ‘ 
svar “KIST. FOODS INC. paar, LEADERSHIP 4 7 i.) CIRCULATION LEAD th 
STARK WETZEL & co. tf OVER 2ND PAPER el 
a Tee 25.888 : 
STATE rane. * INSURANCE com- City Zone Lead — 10,546 
GED . Bhdtecoetecatnecsccs 58,013 
STATE FARM MUTUAL AUTOMO- CaS nent —+ SEAS 


BILE INSURANCE CO. ....... saiaeaeed 
STATE OF FLORIDA INDUSTRIAL ee with 


a ies 
g RevELermEnT StvesteR ae 45,274 | ” ay TOTAL ADVERTISING LEAD SS 
All In One Reducing Capsules ... 53,474 advertising OVER 2ND PAPER e 
GUE errs nests ssac 96,736 * 7 Year: 1955 
| - 


STEGMAIER BREWING CO. LEADERSHIP 
Gl eeadendapnasdesescitese 111,109 
A. STEIN & COMPANY ...... .. 116,639 LINES Retail Lead — 3,312,727 lines 
oe 108,690 ian 
Perma-Lift Bras ............. 7,949 Generel Load — 1,248,320 lines 
STERLING BREWERS INC. Classified Lead — 4,009,264 lines 
Pt hs Roe ee 344,817 
STERLING DRUG INC. ......... 2,552,622 
ee 681,145 
Campho-Phenique ............ 179.099 “i 
I © ad och tein scecce de> 170,061, 
Dr. Caldwell’s Senna Laxative . 73,764 
Dr. Caldwell’s Syrup of Pepsin .. mene 
ere e660 084 230,238 Daily 
Fleny Wille .......c-.ccccee 246.778 Largest Circulation in the Pacific Northwest ’ THE eg 
Fleecy White & Little Bo Peep .. 21,849 ” 297,135 Sunday r on an 
Tronized Veast ..........+. eee 216,471 PORTLAND 1, OREGON 
Jayne’s P-W Tablets .......... 101,040 
Little Bo Peep Ammonia ...... 63,500 
Little Bo Peep Bleach ........ 7,434 Sources: ABC Publishers’ Statements for 6 months 0 
BIO cacccctbassnndeddetecs 144,579 ending September 30, 1955; Media Records total 
Phillips’ Milk of Magnesia ..... 372,281 advertising, less AW and TW, 1955. 
7.8.7. Baby Powder .......... 256,197 
J. ®. STEVENS & CO. .......... 424,922 REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
Utica-Mohawk Sheets ......... 322,040 
ee 102,882 
STEWART’S PRIVATE BLEND COFFEE CO. 
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STUDENT'S INTERNATIONAL TRAVEL | Deodorant ...... eeeeeeeee 21,046 | Picture Tubes ................ 56,984| Sawyer Biscuit Co. ........... $4,759 | Viek’s Inhaler .........-.-+++ 22,190 
ASSN. .. ERR ASS 27,421 Toilet Seaperaiinn Sedhvcbike'’s SS x5si0sscenddeneneas 925| Strietmann Biscuit Co. ........ 127,200 | Vick’s Inhaler & Throat Lozenges 36,772 
SUGAMENE GB. <.ccccceseoesss 53,925 SWANK INC. | Radio & Television ............ 3,053| Supreme Baking Co. .......... 51,231 | Vick’s Medi-Mist ............- 121,462 
SUGAR INFORMATION INC. | Jewelry Products .............. 124,005 | Television .........csccsceces 218,947| UNITED FRUIT CO. ........... 46,261 | Vick’s Nasal Spray .....-...--- 1,773 
Promotion «..-.+.++eeeeeeeees 226,041 | SWEDISH AMERICAN LINE ..... so cicxesscantegldvian jl gE ores 8,271 | Vick’s Throat Lozenges ........ 28,336 
SUNBEAM BAKING CO. ST as asayess -ses IE OR 5,543 OS eee 37,990 | Vicks Vaporub .............+. 196,037 
wane wee 257.558) Miomest Gargurine -......... 718,872 | Institutional eee, 56,078] UNITED FUEL GAS CO. ........ 1dS-530 | Viek’s VeTre-Mal .....--+-0-- se 
+ beeen eee e eee , orkhi eat DB -baedéves 31,787 L  g60sdnesese Ys Products .....0.0-seeee 
Air Conditioning ............. 21,540 | End-O-Weed ....0...0..00000. 3,584 T UNITED JEWISH APPEAL ...... 76,036 | VICTOR & RICHARDS ......... 40,209 
ee ee 198,185 | Jewel Oil & Shortening ........ 2,379 | TAMPAX INC. UNITED PIECE DYE WORKS . 31,476 | veeaas PRESS INC. 
Cooker & Deep Fryer .......... 20,412| Jewel Shortening ............. .... cicneceenébes 365,870 | UNITED STATES BREWERS a 77,387 
Lady Sunbeam Shavemaster and | Mayrose Meat Products ........ 29,409 | TAPPAN STOVE CO. TION une. pa 7 Rai 34.927 | vincnia-CAmoiind CHEMICAL nied 
Guay | .2.4.,4neeees S7BAT | PAE oo. cereenesereeeeereees TG879| essen Mange ...........0..- 41.911 vaITED $ ATES GYPSUM CO. .. 30, aE RELIG SID — 
—— pondsapheneeleta anne es a Meat Products ..... 16,408 | TAYLOR & SLEDD INC. ........ 36,294 me = Seeeeeoecveces oo so Leaf Insecticides = 
POOP eee eee eseereres 4 ES oo 7, kD Y Sennen eeeeeees . eee eer eC Tee eee eee . 
SUNKIST GROWERS INC. ....... 225,221 | Swift's Baby Foods .......... 3511390 oe carer i ees oo Institutional ................. 2,976 VIRGINIA ELECTRIC & POWER CO. 40,610 
Ram LANE + v2... ss» M419 | Swift's Cheese .......0. 0.0022. 4,301| Tidewater Products ............ nS eee — 
Frozen Grange Juice ......... : 8,973 Swift's Chicken Products ...... 29,256 | TAYLOR WINE CO. h—. - By — ES f 
ROM GREE Aun cctwcccesceses 7,132 Swift's Dairy Products ........ 2,634] Tayler Wines .............-.0- 28,035 | U &- senses 
Lemons & Oranges ........ 3,705 ee 5,258 | TECHNICAL COLOR & CHEMICAL REPORT ..nrcccccccccccreces , —_ 
Oranges... .. cee eeeeeecees 85,954 Swift's Frozen Meats ......... 8,159| WORKS INC. UNITED STATES RUBBER CO. 595,993 
one lax tasonens <nosins 5,338 | Swift's POE CUE woscccicnnss 6,667| Red Devil Paint .............. 32,364 soe — rer err rT — ; 
somnane BAKERY CO. pate, Suit’ lea oan fag oe TENNESSEE GAS TRANSMISSION : aon a ee = ‘ NORMAL, iLL. 
iin hears” Aenesbed oss , 3 Men a — cecchagalneresneepeoell 00,00 BAO RES , 
> ae pa Swift’s Poultry Products ....... 46,909 | TERMINAL LIQUORS LTD. ~~ Sprinkler Hose .. omane wove CITY ZONE 
ne Di vateenesalacba , i. = aeeesggeerer 193.172} Cyrus Noble Whisky ........... 41,958 oe 156 409 ‘ NOW! ' 
SUNSET HOUSE ............ 31,418 SWISS AIR TRANSPORT CO. .... 53,554 | TERRE HAUTE BREWING CO. Wearing Apparel ............. _ 
SUNSHINE BISCUIT INC. | SWITZERLAND CHEESE ASSN. .. $1,196] Chemesene Velvet Geer ........ 40,910, Institutional ..........665 «6 peo 
6. 6. SUPPIGER GO. 00... Bae) emp Gee cee ae. 67.085 | yyrren STATES SHOE CORP... 145.964 
sal hit ¥ SSSSSesecoccces . TEXAS CO. peti , 
Brooks Catsup ......... ... oa Cream Cheese ..............., 4,181| Gasoline & Oils ............-. we pL ‘Sept. 30, 1954, Para. 28-b. 
sune-rit fir paooucts Cececccsceee x ee  .  cccctc 8,178 TEXAS EASTERN TRANSMISSION ~ 9 A laanerendenat 16 509 
eadi-U | Tce Cream ................+4. asc dubederebees Aas} sostie en Sree 538.043 vaex | 
Upholstery ........-.... cigs || ah RPS RES 37,640 | TEXAS ELECTRIC SERVICE CO. $9,311 | strep erates veesees co... 354945 
cunnamiamian WAIST CO. ..... I = ELECTRIC PRODUCTS TEXAS RICE PROMOTION ASSN. 83 |e 4 abe 173.643 
JU Ae a, | Cot Reena 634,566 | TEXIZE CHEMICALS INC. Seno Cleare Saas es 711,302 PEORIAg 
Vornado Air Conditioning ...... 86,248 Piedeeibe pesetgdsawdestéenes 1,775| Texize Floor Cleaner ........... 36,499 UNITED ny WORKERS a H/ 
SUTTON COSMETICS INC. ...... 84,994| Light Bulbs .................. 286,212|5 g. THOMAS INC. ............ eee nae 
Thomas Bread ........-..--.-- 80,902 UNIVERSAL PICTURES CO. I}] 
i, 56,134) Motion Pictures ...........005 53,675 
THORESENS DIRECT SALES uTAN. IDANO SUGAR CO. I} 
GRRE acecccceccesccccccce 572,770 ES eaen Soa 49,677 aaa yy 
a ee oe UTICA MUTUAL INSURANCE CO. 75,197 
uli nmune prey © BIGGEST pop. gain—18% last 5 yrs. 
PE veccasecccessece 65.673 | yw corp. @ BIGGEST home building boom. Over $7 
Ge, a and (oe 125,314 Million in new construction in ‘55. 
i be.3ag | VACU-MATIC CARBURETOR CO. 38,819 | @ OVER 100 INDUSTRIAL PLANTS. Valve 
Tigy. pec ‘ates ..:...... 1.343 — SEAFOOD COMPANY, 311,949, of manufactured products in "55 over 
TILLAMOOK COUNTY CREAMERY Chicken of The Sea Tuna....... 269,494, $150 Million (est.) 
a »'e 122.705 | .,, White. Star J smaceerenenes 42,455 | @ AVERAGE FAMILY INCOME $6,120 
amoo ate een nneee N AR PR IN | . 
I a, cs. ndaadicedes ee snjey| tational ov. enty $5,274) 
 Ribbtbbraemene 2.060.055 | VANITY FAIR PAPER MILLS . 93,245 ILLINOIS FIFTH LARGEST 
Sports Illustrated 2000000002. “cues | pls minbon Tse vs 40 NEWSPAPER RETAIL MARKET 
MKEN ROLLER BEARING co. 92-361 | VAN, WAGENEN CO. ee 
.———y gy 5.579 | y smneieans Best Products ..... «25-202 |e $147 MILLION SUBSCRIBER RETAIL PURCHASES 
PETRI RE , ugeert ee raaee 
Mariene’s Hair Waving Shampoo O.008 | “Stee menmebelt cote 9.167 | * 530 MILLION SUBSCRIBER FOOD PURCHASES 
Tintz Shampoo-Tint .......... 33,988 aed apes THE 
TOBIN PACKING CO., INC. ..... 191,801 | e h 
Pet ieee ed. Ba Daily Pantagrap 
Tobin Meat Products .......... 132,709 BLOOMINGTON NORMAL, ILL. 
TOLEDO EDISON CO. .......... 65,349 104,792 | : 
THE TONSILINE COMPANY ..... 25,985 aes | eee Sy Cine, ee S Genes 
TRANS ATLANTIC PASSENGER 
GENPERENEE ccccscccseseces 35,455 
TRANSATLANTIC STEAMSHIP --—------, 
i esittchdcniicens 
TRANS-TEXAS AIRWAYS ....... 3. b 2‘ 
TRANS-WORLD AIRLINES INC. . he ¥ — oF G lem? 
B. F. TRAPPEY’S SONS, INC. .... ‘w a s r r 
ED Stecciees cesceeseoce 
Trappey’s Peppers ............ 
Trappey’s Vegetables .......... 
Wake F t Coll ~ hn aletaiam 
a e or es @) ege TRAVELERS INSURANCE CO. ... 
TREE SWEET PRODUCTS CO. ... 
Treesweet Frozen ese 
hd ee 
moves ml es '@] Treesweet Lemon Juice ........ 


Products 
TREO CO. INC. 


o 
Winston-Salem a : 7 
iifumaissma- na Se ee ee 
TRIMOUNT CLOTHING CO. | Hl time? 
Clipper Craft Clothing ......... 36,119 | 
ap. ER or HANTS make patterns 
Be PURED. 2 cccccecenecss 122 | ’ 
$20,000,000 campus TWENTY OME BRAGS NG") aE | and ship mats the SAME DAY! You can't ask for 
Boca Chica Rum ............. 5274 & better service than that! 
The transfer of Wake Forest College is one of the most aa te. 2 aks dniiieeienenenenarnheneranas —----- HN 
significant moves in the history of education and a big U none ? 1 
boost to the cultural and economic life of Winston- saa oe - on| y | 
Salem! Located 108 ogee fata ae. village of — SE iros...0.aceccassesce: EE SAVE 20% to 40% under the cost of regular pat- | 
Forest since 1834, the college wi occupying her i liisi<seseseshabeins 63,375 | ‘ , ‘ : . 
new campus in Winston-Salem after June 1, 1956. — ype 1 aad a t pseuen gree angeomery asco I 
Seven academic buildings ready for use . . . dormitory UNION CARBIDE & CARBON COMP. 1,003.57 | ical, they're more durable than any other type of 
facilities for 2,000 students . . . ten faculty buildings Ly. pe 4 pattern available. 
for 72 families . . . annual payroll of 2 million dollars! Geovetp Pusteat Gonein. | Gaaen| -gativiahetiliies carvan tabemnens tpdieithihdig antes iiadialiies _! 
PUD soscccnescccccccvccees 564 
Industrial Products ........... 40,771 i 
The coming of Wake Forest College is another big PLUS iat ‘mal service? ; 
for Winston-Salem—already the fastest growing EEE csos,cndnehasesss 14,416 | MERCHANTS is open 24 hours a day. . . offering 
retail sales market in North Carolina! pm gg ALIFORNIA. eee you a COMPLETE service on mats, plastic plates, 
Bif Insect Sprays ............- 6242) stereotypes and R.O.P. color mats, too. 
Gasoline & Oils... eases. 674,090 
a UNION PACIFIE RAILROAD... 702.20 Peau OR WRITE TODAY FOR COMPLETE DETAILS 
ee aw” SENT, ayer: UNITED AIRCRAFT eORP 522.982 
oo | e¢ Vought Aircra i seas ’ 
7s a ec on the Seles Stands cob davous 12500 | ME RC HANTS 
e Winston-Selom | aa ae 32437 MATRIX CUT 
e" et. eee J 
oh United Aircraft Corp. ......... 15,638 
U 0 
YOU CANT COVER JOURNAL and SENTINEL [petrcrSpeee 81.310 
NORTH CAROLINA | gma SUNDAY EVENING L yg onty co iii ars CHICAGO 16, ILL. + 1626 PRAIRIE AVE. + HArrison 7-9456 
WITHOUT THE eee Hekman Biscuit Co. ........... 74,904 


POUR MT ME National Representative: KELLY-SMITH COMPANY [IRA Antmaeaeernatsg MINNEAPOLIS 3, MINN. + 516 SECOND AVE., NO. + FEderal 2-2467 
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VISKING CORP. 
Miracloth 
Products 

VITA FOOD PRODUCTS, INC. 
Vita Herring Fillets 

VITASAFE CORP. 

CF Capsules 

VOGARELL PRODUCTS CO. ...... 
Certane 


WABASH RAILROAD 
E. R. WAGNER MFG. CO. 

Carpet Sweeper 
WALDES KOHINOOR INC. 


HIRAM WALKER GOODERHAM & 


WORTS LTD. 
Barclay's Gold Label Whisky .... 
Booth’s House of Lords Gin .... 
Courvoisier Cognac 
Canadian Club Whisky 
Corby’s Reserve Whisky 
David Nicholson 1843 Whisky 
G & W Five Star Whisky 
G & W Private Stock Whisky ... 
G & W Seven Star Whisky 


Grand MacNish Scotch Whisky .. 


Hiram Walker's Gin .......... 
Hiram Walker's Gin & Imperial 
Whisky 


Hiram Walker's Private Cellar Whisky 


Hiram Walker Vodka 
Hiram Walker Whiskies 
Hiram Walker Products 
Imperial Whisky 
John Jameson Whisky 
Maraca Rum 
Mountain Ridge Whisky 
Old Smuggler Scotch Whisky ... 
Rimski Vodka 
Sandeman Wines 
Senator Corby Whisky 
Ten High Whisky 
Walker De Luxe Whisky 
Wight’s Sherbrook Whisky 
William Penn Whisky 
WALKER’S AUSTEX CHILI CO. .. 
Austex Chili 
Austex Chili Con Carne 
Austex Products 
WALL STREET JOURNAL 
WAMSUTTA MILLS INC. 


Products 
SIDNEY WANZER & SONS 
Egg Nog Mix 
Milk 
WARD BAKING CO. 
Paradise Fruit Cake 
Tip Top Bread 
Ward's Bread 
WARD GREEN CO. 
Foundations & Supports 
WARNER-LAMBERT PHARMA- 
CEUTICAL CO. 
Du Barry Preparations 
John Hudson Moore Preparations 
Listerine Antiseptic 
Listerine Toothpaste 
Richard Hudnut Preparations .... 
Sloan's Balm 
Sloan’s Liniment 
Sportman Preparations 
WASHINGTON GAS LIGHT CO. .. 
WASHINGTON STATE APPLE 
ADVERTISING COMMISSION 
Washington State Apples 
WASHINGTON STATE DAIRY 
PRODUCTS COMMISSION 


WATCHMAKERS OF SWITZERLAND 


TILLERY CO. 
Old Lancaster Whisky ... 
Waterfill & Frazier Whisky 
WATER MASTER CO. 
Water-Master Toilet Tank Ball .. 
THOMAS J. WEBB CO. 
Coffee 
WEBSTER-CHICAGO CORP. 
Webcor Fonograf 
Webcor Fonographs & Tape 
Recorders 
Webcor Tape Recorder 
WECO PRODUCTS CO. 
Dr. West's Tooth Brush 
WEEKLY PUBLICATIONS INC. 
Newsweek 
WEIL & CO. 
Don-De Coffee 
WELLINGTON SEARS CO. 
Martex Towels 
Products 


WESSON OIL & SNOWDRIFT SALES 


GE Sanenecde ds cdbescsvavecs 
Blue Plate Jellies & Preserves .. 
Blue Plate Mayonnaise 
Blue Plate Mayonnaise & Peanut 
Butter 
Biue Plate Preserves 
Blue Plate Salad Dressing 
Blue Plate Shrimp 
Blue Plate Products 
Gulf Kist Shrimp ........... . 
Snowdrift 
Wesson Oil 
Wesson Oil & Snowdrift 
WEST BEND ALUMINUM CO. 
Appliances 
WEST END BREWING CO. ... .. 
Utica Club Ale & Beer 
Utica Club Beer 
WEST PENN ELECTRIC CC. 
WESTERN AIRLINES INC. 
WESTERN PACIFIC RAILROAD .. 
WESTERN UNION TELEGRAPH CO. 
WESTGATE-CALIFORNIA TUNA 
CANNING CO. 
Breast-O'Chicken Tuna 
WESTINGHOUSE ELECTRIC CORP. 
Air Conditioning 
Appliances 
Blankets 


32,084 
18,930 
13,154 


57,498 


27,463 
32,238 


2,774,618 | 


410,574 | 
5,094 | 


1,579 
27,532 
24,488 
28,748 


48,268 
24,568 
30,572 
103,133 
199,885 
467,117 
3,218 
20,000 
3,799 
39,712 | 
28,917 | 
3,683 | 
13,993 
247,550 
517,513 | 
8,717 


128,130 
4,749 
123,381 
91,359 
89,166 
166,275 
120,833 


33,408 
12,034 


60,875 
193,378 


26,845 
331,928 | 

66,473 | 

33,064 


209,220 | 
2,514,967 | 
133,032 
21,702 
4,810 | 


Cooleret 


Laundromat Twins 
Radio 
Radio & Television 

Range & Refrige: ator 


Institutional 
Products 
WEYERHAEUSER TIMBER CO. ... 
WHEATENA CORP. ............. 
WHEELING STEEL CORP. 
Wheeling Ware 
WHIRLPOOL-SEEGER CORP. ..... 
Dryer 
Dryer & Washer 


WHITE KING SOAP CO. ........ 
Detergent D 
Liquid Detergent 
Soap 


CLARENCE WHITMAN INC. 
Prince and Princess Gardner Bill- 
folds and Wallets 
STEPHEN F. WHITMAN & SON 
Chocolates 


IN SUBURBAN NORTH JERSEY 

ONE NEWSPAPER REACHES MORE THAN 
62,000 HOMES IN BERGEN AND PASSAIC 
COUNTIES - WHERE RETAIL SALES HAVE 
INCREASED 52 PERCENT SINCE 1948 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mer. 


Oklahoma City is one of the 


5 FASTEST-GROWING 


In just one three-block area (above) four new multi- 
story buildings are going up in downtown Oklahoma 
City. But that’s just one way Oklahoma City is 
showing its growth. 

Experts say that Oklahoma City is one of the five 
fastest-growing cities in the nation. They predict its 
population will double by 1975! 

Growing sales are the result of Oklahoma City’s 
growth, too. Retail stores did 45 percent more business 
in the Census year of 1954 than in 1948; the U. S. 
average was 32 percent. Food store sales jumped 66 
percent; the U. S. average was 35 percent. 

Are your sales keeping pace? Look toward Oklahoma 
City and the Southwest for sales gains. Insure your 
sales growth with advertising in these newspapers! 


markets in the U. $.! 


. 


THE DAILY OKLAHOMAN 


LARGEST SUNDAY CIRCULATION 
IN THE ENTIRE SOUTHWEST 


Two Tkild To Oklahoma: 
OKLAHOMA CITY TIMES 


THE FARMER-STOCKMAN 
WKY RADIO * WKY-TV 
WSFA-TV, MONTGOMERY 


cl AU 


rs 


OKLAHOMA PUBLISHING CO. 
REPRESENTED BY 
THE KATZ AGENCY 


“SS/6L1Y 


1. 13 Story parking garage 

2. 14 Story Park Avenue Office Building 

3. 16 Story Office Building and Parking Facility 
4. 17 Story Petroleum Tower Office Building 
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“| guess it's time 
to look for 


a new one, dear!'' 


Trust the litthe woman to get some action 
on buying a new car. And Chicagoans 
do their looking in the record-breaking 
pages of the Daily News. During 1955, 
the News ran more new-car linage than 
any oiher Chicago newspaper, morning, 
evening or Sunday. But that’s just one 
record .. . automotive. Another is food. 
For thirteen straight years, the Chicago 
Daily News has carried more grocery 
advertising than any other paper in 
America. This is a break for all adver- 
tisers. They know that the News goes 
into more than 600,000 homes a day 


And advertisers’ profits prove that— 


The CHICAGO DAILY NEWS 
HITS HOME 


oe he PL 


| WILCO FASHIONS 

| Wearing Apparel .............. 87,387 

WILDROOT CO. 
a ere 530,693 

JULIUS WILE SONS & CO. ...... 43,562 
PN ¢scghinarnes ctees 4,174 
Bollinger Champagne .......... 3,272 
DC csecaaecescécs 3,228 
Escoffier Sauce .............. 3,108 
Peter Dawson Scotch Whisky ... 14,735 
Romanoff Vodka eebheeees 15,045 

BG ee GEA. cece ceccss. 155,183 
Beau Krem! Hair Tonic ........ 30,287 
Krem! Hair Tonic ............ 1,136 
Pe 23,944 
RES A Se 
ae 669 

ae eee 1,256,520 
FS eae ae 58,86 
Bake-Rite Shortening ......... 704 
SE GED .cécvecadneeetueves 26,694 


. Bieee Bap Fasd wccccscccesns: 303,914 
Jane Wilson Frozen Steaks ..... 238,280 
eee ae 8,85 
CD. weweeesecesnce 388,050 
| Poultry Products .............. 14,055 | 
| Sports Equipment ......... 217,097 
| WILSON LINE INC. 

Steamship Transport ........ 76,511 
| ARTHUR WINARICK INC. ...... 73,122 
OS ear 27,047 

deris Preparations ............ 46,075 
WINE ADVISORY BOARD ....... 174,031 
WISCONSIN ELECTRIC POWER CO. 130,698 
WISCONSIN TELEPHONE CO. .... 45,795 
|WISE POTATO CHIP CO. 
| Wise Potato Chips ........... 202,072 


WM. H. WISE & CO. 

FD ccc ccccccccssccccccess 194,847 
WISH-BONE SALAD DRESSING CO. 307,877 
| WOLFSCHMIDT VODKA LTD. 


DEE sedenecaadecdvaudenssse 61,342 
WONDER RICE MILLS INC. ..... 170,015 
ee FF reer 147,310 

eae re 22,705 
WORCESTER COUNTY ELECTRIC CO. 27,999 


WORCESTER GAS LIGHT CO. .... 29,967 
WORLD PUBLISHING CO. 

BED vdwcccccccesievsceses 60,322 
| WORTHINGTON CORP. 


Air Conditioning ............. 100,053 
WM. WRIGLEY CO. 
SS eer =e 1,829,295 
sa Pe 76,105 
RNS ee 6,566 
SE? ceoccveuukbeses 4,873 
CE GEOR ccccccnceustee 50,542 
OS ee 4.948 
SEED acoccuheccoccdumans 560 
eee 1,178 


| . 
2 eee. 8,338 
} 


| XLNT SPANISH FOODS CO. 
Big Top Peanut Butter ...... 7 


Y 


YARDLEY OF LONDON INC. ..... 104,187 
SURED oc ccwnpeebes cob 47.676 | 
PD. icervesshwtatediaess 54.506 
Shaving Preparations .......... 2,005 

YATES-AMERICAN MACHINE CO. 49,714 | 

SWE METS. doccccsscacescess 54, | 

| York Air Conditioner ........ 53,727 

[ S. Saestedwadtetias ns 1,194 

|W. F. YOUNG INC. 

SR: svccssecanenk tts 117,547 

YOUNGSTOWN KITCHENS MULLINS 
ST EEG wcntanesicsse ‘ 167,013 
Kitchen Cabinet Sink ......... 56,067 
i yA 110,946 

| YOUTHCRAFT CREATIONS INC. 

| Foundations & Bras ..... = 62,981 | 

| Z 

| ZENITH RADIO CORP. ........ 824,305 

Wincharger Corp. ............ 1,550 

.. §. Pret) ees 582,652 

on. te Se 21,950 

| Radio & Televicion ............ 26,613 

DD cthicsnaoAabare ves 179 217 

TES iuiktbetcaddew. oon 12,323 

ZONITE PRODUCTS CORP. .. .. 640,590 
Lady Esther Preparations ....... 259,541 
Rt AP aay 63.880 | 
Myna Glass Cleaner ........... 76,146 
Eh cetésnimereedars : 241,023 | 

ZONOLITE CO. 

Insulation ......... ‘ — 31,081 

Sarees GOAEB GO. .....ncsads-.- 49,097 


‘Post’ Home Improvement 
Section Planned Sept. 29 
Operation Home Improvement— 
“56... the year to fix’”—will be 
pushed by a special advertising 
section in the Sept. 29 issue of The 


products, major appliances, home 
equipment, plumbing, heating and 
air conditioning, hardware items, 
insurance financing and others re- 
lated to home improvement. The 
Post plans promotion of the sec- 
tion and will make tie-in materials 
available to retailers. 


Burroughs Produces 
New Addressing Machine 
Burroughs Corp. is producing a 
new two-ton electronic printer- 
punch machine, which, according 
to the company, can print address- 
es at a rate of 900 lines a minute, 
equal to about 300 separate ad- 
dresses. The equipment can sep- 
arate names of magazine subscrib- 
ers whose subscriptions have 
expired from those who have re- 


newal time. 


99.147 gest drop-off—$2,500,000 or 25.8%. | 


| Running your eye over the list 
|of the top 100 advertisers in news- 
25,898|papers on Page 66 of this issue, 


921 | with unusual care, because it shows 


Saturday Evening Post. The section | 
will carry advertising for building | 
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Newsprint Looms as 
Dailies’ ‘Last’ Headache 


(Continued from Page 56) so clearly what are the newspaper 
toilet requisites, declined about|medium’s areas of opportunity, 
$1,300,000 to $38,630,000—d o wn and where the medium has recent- 
3.4%. Toilet soaps showed the big-| ly done an outstanding job. 
Actually, in 1955 the top 100 ad- 
| The transportation classification | vertisers in newspapers did con- 
rose 22.2% to $35,810,000. The prin- siderably better than 50% of the 
cipal factor in the rise was airline | newspaper total. This blue-chip 
expenditures, which went up group spent $360,262,669 of the to- 
25.1%, to $18,764,000. Railroads tal of $695,000,000 racked up by 
scored a larger percentage gain, | 
| rising 29.9%, to $7,555,000. if 


Tobacco, which showed a drop) 
|in 1954, climbed back in 1955, with | 
| total expenditures of $19,586,000, | 
jup from $16,702,000—a rise of 
17.3%. Cigarets made the increase 
|possible; their advertising in- | 
creased 22.3%, to $17,259,000. 
Among the classifications show- 
ing losses were confections (23% | 
loss, to $3,186,000); professional 
}and service (off 5.9%, to $750,000) ; 
and sporting goods (off 21.4%, to} 
$3,748,000) . 


Again in May — 


NEW LONDON 


® With the exception of alcoholic | 
beverages and toilet requisites, 
the minus categories are minor as| 
|well. Other classes offset them— 
‘for example, the sharp gains in’ 
|agriculture (up 24.8%, to $13,984,- | 
000) ; hotels & resorts (up 12.1%, to 
$14,379,000) ; industrial (up 25.8%,| 
to $14,027,000) ; medical (up 14.5%, | 
to $23,681,000); public utilities (up| 
24.7%, to $17,266,000); and radio 
and television (up 10.6% to $18,- 
| 882,000). 


The Blue Chips 


Again—for the second month running—New 
London is ‘Sales Management's"’ buying-est 
city in the nation! 

Remember! The only way you can cover 
95.6% of New London's 66,991 ABC city 
zone is with THE DAY, this heavy-buying 
city's one-and-only local daily. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representotives: 


GILMAN, NICOLL & RUTHMAN 


you ought to keep in mind that| 
this select group historically ac- 
counts for just about half of an-| 
| nual newspaper national adver-| 
|tising expenditures. 
As such, newspaper men eye it 


+ ed 


NEWSPAPER 


Wakes BUYERS out of ARMCHAIR Skoppers 


It is a proven fact that the dealer participation in advertising shows a 

substantial increase when the manufacturer supplies the dealer with 

direct pressure “Kaufmats”. Dealers prefer “Kaufmats” because of the 

faithful reproduction of their ads which means more business and in- 
sures the protection of their space investment. 


“Kaufmats”, being proof mats, show their quality; they are as close 
to the original as they can be. Before making “Kaufmats”, all engrav- 
ings and electrotype mat patterns are carefully inspected for reproduc- 
tion qualities. We guarantee 200 mats from each eletcrotype mat pattern 
made to our specifications. “Kaufmats” are always the same size as the 
plates from which they are molded. 


Our business is to manufacture mats that will result in faithful repro- 
duction of your advertisement at a price that will effect a great savings 
for you. 


We are interested in helping you with your dealer or national adver- 
tising mats. We will gladly furnish further information on service and 


“~~ US) srencorve (0 
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all national newspaper advertising. 

A clue to the newspapers’ prog- 
ress is that their biggest gain came 
from this hard core of confirmed 
newspaper users—the same com- 
panies that spent $360,262,669 in 
1955 spent $279,012,017 in 1954. So 
newspapers managed to grind out 
their gains from their most pro- 
ductive customers. And the tab for 
the group as a whole went high- 
er; in 1954, the top 100 advertisers 
(not all of which are the same 
companies included in the current 
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du Pont de Nemours & Co., Inter- 
national Latex, G. F. Heublein & 
Bro. and J. A. Folger & Co. 

This compilation shows some in- 
teresting things. One is the big 
drive of the automobile business 
into newspapers. Another is the 
revival of cigaret companies (ex- 
ception: Liggett & Myers, which cut 
expenditures in newspapers 56.7%, 
to $1,569,970, and dropped from 
No. 16 to No. 65). 


IXL Foods Goes to Weiner 


where your dollars 


list) spent $288,183,461. | IXL Foods, San Leandro, Cal., 
; ’ | has appointed Weiner, Ohleyer, 

=" The top ten companies, which} Reynolds & Baker, San Francisco, 
account for almost 25% of the total to handle its advertising, effective 
newspaper expenditure, are rela-| June 1. ILX markets prepared 
tively unchanged from 1954. But Spanish and Italian foods and 
there is an important exception—| plans to introduce several new 
General Electric Co., which boost- | products soon. ILX is the last ma- 
ed its expenditures nearly 100%, | jor account formerly served by the 
rising from $3,792,542 in 1954 to| San Francisco office of Biow Co. to 
$7,557,414 in 1955. appoint a new agency. Weiner, 
Of the top ten companies, the|Ohleyer earlier this month was 
three leaders remained constant| named to handle another Biow ac- 
in 1955. All are automobile makers | count, Flotill Products Inc. (AA, 


buy the most 


The San Francisco Call-Bulletin moves more grocery products 

off the shelf because it carries far more grocery advertising 

(both retail and general) than any other San Francisco daily 
newspaper. 


The most for your money where it counts the most .. . 


Three rich West Bay counties— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


SAN FRANCISCO | se:ren 
CALL-BULLETIN 


= | 


—General Motors, Ford 
Chrysler. All boosted expenditures 
sharply: GM up 67.4% to $62,587,- 
251; Ford 64.5% to $29,610,982; 
Chrysler a whopping 104.1% to 
$24,058,711. Distillers Corp.-Sea- 
grams moved into fourth place, 
ahead of Colgate-Palmolive Co., 
and both spent less than in 1954— 
Seagram off 10.1%, Colgate off 
15.1%. 

General Foods Corp. held even 
as the sixth largest advertiser, 
spending $8,665,524, off 7.3%. Proc- 
ter & Gamble remained seventh 
—spending $7,946,306, up 9.6%. 
Lever Bros. remained in eighth 
place, spending $7,672,939, up 
12.8%. GE’s big jump took it to 
ninth, and National Distillers Corp., 
which spent approximately the 
same as in 1954—$6,715,088— 
slipped one spot in ranking, to 
No. 10. 


® Below this point there were some | 
spectacular increases in the medi- | 
um: National Dairy Products rose 


from 17th to 13th, boosted expen- 
ditures to $4,811,426, up 44.1%; 
Philip Morris & Co. rose from 69th 
to 14th, up to $4,805,642, up 285.7%. 
American Tobacco rose to 15th 
from 24th, bumped expenditures 
62.9% to $4,273,234. National Bis- 
cuit Co., moving up from 29th to 
18th, raised spending to $3,528,133 
—up 49.9%. Armour & Co. rose to 
19th from 26th, spending $3,407,- 
594—up 41.2%. 

Similar increases were recorded 
by Coca-Cola, up to 24th from 
58th, spending $2,775,109 (up 
78%); Hiram Walker, up from 43rd 
to 25th, spending $2,774,608 (up 
52.4%); Time Inc., up from 65th 
to 27th, spending $2,749,181 (up 
99.2%); Hunt Foods, up to 29th 
from an unranked position, spend- 


ing $2,645,666 (up 409.7%); and. 
American Home Products Corp., up» 


to 35th from 55th, spending $2,- 
469,658 (up 55.5%). 


® Other sizable expenditure in- 
creases, on a _ percentage basis, 
were: Bristol Myers Co., from 100th 
to 38th, spending $2,384,543 (up 
158.5% ); Borg-Warner Corp., up to 
50th place from unranked, spend- 
ing $1,982,556 (up 174.2%); John- 


son & Johnson, also unranked in| 


54, but up to $1,714,839, 57th in 


rank (up 95.2%); Block Drug Co., 


also unranked, up to 61st with $1,- 
669,641, a 137.3% increase; Ever- 
sharp Inc., up to 70th, spending 
$1,403,761 (up 688%); Pabst Brew- 
ing Co., up to 71st, spending $1,- 
378,172 (up 269.7%); Continental 
Baking Co., up to 82nd, $1,213,136 
(up 176.6%) and International La- 
tex Corp., up to 97th, spending 
$997,678, up 760.3%. 

Among the newcomers to the 
rankings: Hunt Foods, Borg-Warn- 
er, Johnson & Johnson, Block Drug, 
Pillsbury Mills, Chesebrough- 
Ponds, Eversharp, Pabst, Continen- 
tal Oil Co., Glenmore Distilling, 
Continental Baking, Nebraska Con- 
solidated Mills, B. T. Babbitt, E. I. 


ee 


and| May 21). 


a 


“\ 4 
That must be young Beasley. I hear he’s been the fair-haired boy 


at B.B.O. & D. ever since he got up in a meeting and said, 
‘Gentlemen, things have changed in Cincinnati.’”’* 


—— met ae — 


| a 


*THE RUNAWAY NO. 1 DAILY NEWSPAPER IN 
1 tae No.1 in City Zone Circulation... 
tam Uisplay linage. No.1 in just about you- 
ncluding Total Advertising, Total Display 
Automotive Display and, of course, Total Gircutat ica) 


Solid Cincinnati reads the CINCINNATI ENQUIRER © Represented by Moloney, Regan & Schmitt, Inc. 


CINCINNATI IS NOW THE 
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6. Are r.o.p color premiums so 


Print Newspapers high in some markets as to almost 


for People; Use 
Color, Says Steven 


(Continued from Page 53) 
standing newspaper merchandis- 
ing sway the balance? (Nothing 
approaches local newspapers for 
merchandising opportunities.) 

3. Will the client and the copy 
and art departments of the agency 
be too dissatisfied with the vary- 
ing quality of reproduction to 
make r.o.p. color worth while? 

4. Can we get reasonably com- 
parable results—perhaps over a 
longer period—and at a lower unit 
cost of circulation, although with- 
out mewspaper merchandising 
values, by using Sunday supple- 
ments or even national maga- 
zines? 

5. Can we get r.o.p. color in all 
markets we want to cover? 


“Goob STEER” 


FOR YOUR 


ADVERTISING 


THE 
JERSEY 
SHORE 


NEW JERSEY’S FASTEST 
GROWING MARKET 


(Monmouth and Ocean Counties) 


Completely Dominated 
By The 


ASBURY PARK 
PRESS 


New Jersey's fastest-growing 
area is completely dominated by 
the Asbury Park Press—-stretch- 
ing your advertising dollars ‘for 
all thev’re worth! Over $521,- 
503,000 in spendable income 
makes the Asbury Park Press 
Market essential to full New 
Jersey coverage. 


Write For Our 
Market Facts 


ASBURY PARK 
PRESS 


Press Plaza, Asbury Park, N. J. 


exclude those markets from the 
coverage pattern? 

7.Can we afford r.o.p. coverage 
in terms of the client’s budget? 


s The added premium for r.o.p. 
color advertising has held back 
many an advertiser from its use. 
Premiums have been admittedly 
high and, even now, range from 
as low as 20% to as high as 100% 
of basic b&w page cost. Some 
newspapers, however, 
duced their r.o.p. color premiums 
and a recent survey by Foote, 
Cone & Belding reveals that the 
average four-color premium in 
daily newspapers is 34%. 

The agency sampled 48 news- 
papers, 15 magazines, five major 
Sunday supplements and five in- 
dependent local supplements in its 
study. It found the average four- 
color premium in magazines is 
39% and in Sunday supplements, 
25%. 

For two-color ads, the average 
premium in magazines is 19%, 
Sunday supplements, 13%, and 
daily r.o.p. color, 20%. 


® The smaller-circulation dailies 
usually charge a higher premium 
than the metropolitan newspapers 
but this condition is changing in 
some cases. The Ellwood City 
Ledger, a Pennsylvania daily with 
5,517 circulation, for example, re- 
duced its r.o.p. color premium and 
feels added national advertising 
resulted from the change. 

At one time, colors cost 25%, 
334%4% and 50% extra for each 
additional color. National adver- 
tisers now are charged $35, $50 
and $70 in addition to black. Local 
advertisers pay $25, $40 and $60. 


The newspaper accepts color | 


from three to seven days in ad- 
vance of publication but tries to 


get national advertisers to submit | 


plates early to permit sale of ad- 
ditional space to local advertisers. | 

Nashville, Tenn. produced| 
two mechanical innovations in the 
use of r.o.p. color during the year. | 
The Nashville Tennessean ran a 
full-page, four-color ad printed 
with metallic gold ink. It appeared | 
last December for Harvey’s De- 
partment Store and featured a 
Christmas tree, logo and headline 
all in gold. 


e@ Perhaps the Tennessean’s trial) 


of metallic inks presages things to 


come. Reynolds Metals Co. reports | 
that the Luy. gold foil wrapper has | 


have re-| 


stirred up the soap industry and 
(Reynolds hopes) by the end of 
the year, many other bar soap 
brands will turn to colored alumi- 
num wrappers. If this is true, 
newspapers will undoubtedly be 
called upon to reproduce the 
wrappers in r.o.p. color ads. 


e Early this month, the Nashville 
Banner carried its first back-to- 
back r.o.p. color ads. James Armi- 
stead, general manager of the 
Banner, says that Buntin & As- 
|sociates, advertising agency for 
the Nashville Pure Milk Co., got 
the idea and asked the newspaper 
\if it could handle the job. Armi- 
| stead promised nothing more than 
‘that they’d try, although the 
newspaper had never experi- 
|mented with back-to-back color 
nor does Armistead know of its 
ever being done elsewhere. 

The agency produced two 1,150 
| line ads that featured a boy eating 
|Sealtest ice cream. The first ad, 
|which ran on a right-hand page, 
showed a rear view of the boy’s 
head and shoulders. The only copy 
was a single line: “When it comes 
| to peaches...” In the lower right- 
hand corner was a full-color illus- 
tration of two peaches on a stem. 


RR GEM ORES 


will serve you 


THE DAILY 
The New York 


?] wang 


Defender Publications, Inc. 


National rere Representive 


* ChicanosaBetender « 


° ° 


Friday 


JUNE 


1956 


exclusively as 


DEFENDER 
Age Defender 


3435 INDIANA AVE. 


CHICAGO 16, ILL. 


NEWSPAPER COLOR “FIRST” —These two full-color, r.o.p. ads ran back- 

to-back in the Nashville Banner. With no prior experience, the 

Banner got perfect register, no ink carry-through and pleased the 

advertiser. General manager James Armistead thinks this is the 
first time any newspaper has tried this technique. 


The second ad, in the same size 
and with the same general outline 
of the boy’s figure, appeared on 
the following page. Backed up to 
the first ad, it showed a front view 
of the same boy digging in to a 
dish of peach ice cream. Headline, 
“BOY ...THIS IS ‘Real Peach’ 
ICE CREAM!” 

Register was perfect and there 
was no carry-through of ink from 
one page to the other. 


= The vertical half-page ads de- 
veloped almost a year ago have 
caught on and now 151 newspa- 


|pers in 138 markets accept this 


type color ad. Usually the page is 
divided with the regular comics 
section, although in some cases 
the newspaper accepts the ad for 
placement on the facing page only. 

Among advertisers, scores more 
are turning to r.o.p. color in news- 
papers. Lake Shore Electrotype, 
in its monthly bulletin, “What's 
New in ROP Color,” now reports 
advertisers in 18 major product 
classifications use r.o.p. color ad- 
vertising. 

Following are the experiences 
of some major users as reported 
to AA: 

Last Christmas, Philco became 
the first in its industry and one of 
the first national advertisers to 
offer dealers color mats for local 
advertising. Philco probably will 
make color mats a regular feature 
of its service to appliance and 
radio-tv dealers. 


= The Kellogg Co. has used r.o.p. 
color ads for its line of breakfast 
foods for several years. But, for 
the most part, it reserves color 
for special or “announcement” ads 
where there’s a news angle. The 
current campaign for Kellogg’s 
Special K is a good example. 
Starting in March, 1955, test ads 
were run in two states. Last fall, 
Special K four-color, r.o.p. ads 
burst across the country and for 
several months, Special K adver- 
tising has ranked among the first 
10 users of r.o.p. color. In March, 
the product ranked fifth with 203,- 
512 lines of color advertising. 
The Toni Co. is a fairly consist- 
ent user of r.o.p. color, although 
media director Jack Green says 
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Says he, “I think more advertisers 
lose out using b&w than do using 
color. The reason is that bad re- 
production in color is more obvi- 
ous, and it’s looked for. In b&w 
ads, advertisers aren’t looking as 
keenly for poor reproduction—al- 
though that’s what they get too 
often—and the ad is inconspicu- 
ous in a sea of b&w.” 

Armour & Co. uses r.o.p. color 
on a regional basis. It may at- 
tempt national coverage later but 
not until reproduction quality im- 
proves and becomes more consist- 
ent and inks are standardized. 

W. M. Galbraith, Armour ad- 
vertising manager, says the com- 
pany uses four-color r.o.p. or b&w 
ads only. “Newspapers now are 
like magazines; you have to use 
color to get attention.” 

One complaint, and it’s heard 
frequently from various sources, 
is that more, well-documented in- 
formation on readership of r.o.p. 
color advertising is needed. Ar- 
mour thinks “color is an attention- 


Homeowners 
Are Spenders 


76% 


of the homes in 


towns served by 


Greater Weeklies 


newspapers are 


owner-occupied 


Best place to sell 
these owners is in 
their homes—the 


POINT-of-DECISION 


Here's the key. Use 


that Sunday supplements get a| 


larger slice of the ad budget be- 
cause “reproduction is better.” 

Mr. Green says two-color r.o.p. 
ads are especially good for lipstick 
advertising and he uses them “as 
nationally as possible. This doesn’t 
mean every newspaper that offers 
color but every market we want 
to cover.” 

The poor quality of r.o.p. repro- 
duction, thinks Mr. Green, some- 
times is considerably overstated. 


Greater Weeklies 
— Associates — 


Notional Representatives 


912 Broadway, New York 10 
ORegon 4-0945, 0946 
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getter and increases readership| problem, “is pretty well licked 

substantially, but we don’t have| now.” Closing dates give the car 

proof.” maker some headaches because 
, “dealers want to wait to see what 

# An outstanding user of black! their competitors are doing before 

and one color (red), Standard Oil they make commitments.” 

Co. (Indiana) says, “We’re happy | : 

with color if the premium isn’t 

too high.” a" ' When L. Relsky & Cie, Cockeys- | 


The company markets its od- | Ville, Ma., a division of Heublein | 
ucts te nr gos Ml an ~Se e700 | IDC» introduced its Relska vodka 


newspapers, dailies and weeklies, | /@te in 1955, three important con- 
in 14 of them. Robert Dunn, in Siderations led to the selection of 


'r.o.p. four-color pages. 


charge of newspaper advertising, | 


says more than half his budget is 
spent in r.o.p. color. 


First came the decision to ex- 
pand Relska sales on a market- 


Mr. Dunn has what he calls a | by-market basis and to gain rec- 


“color light list.” All newspapers 
whose r.o.p. color premium is 
more than 35% are on this list and 
receive fewer ads than those with 
more modest rates. The 
light” list is only used when com- 
plete market coverage is war- 
ranted. 

Indiana Standard usually runs 
1,000-line ads in two colors. If it 
has a color campaign under way 
and wants to use a market where 
no color is available, a 1,350-line 
b&w ad is substituted. The larger 
size helps to make up for the lack 
of color. 

Mr. Dunn says Indiana Stand- 
ard has conducted some reader- 
ship studies, and he figures r.o.p. 
color ads get as much as 50% 
more readership than b&w ads. 

Dirty presses, off colors and bad 
register are his principal com- 
plaints about r.o.p. color. 


= Eight makes of passenger cars, | 


plus institutional advertising for 
American Motors and General 
Motors comprise the major auto- 
motive users of r.o.p. color. Ford 
Motor Co. says it finds two-color 
r.o.p. ads a “very successful way” 
to get impact in the (erstwhile) 
b&w world of newspapers. 

Ford uses r.o.p. color for Ford 
and Mercury passenger cars and 
Ford trucks. Until about a year 
ago, only the headline and logo 
were in color. However, says Ford, 
“we realized that the new gay 
colors of the cars should be used 
in the ads too.” 

Now full color is used and Ford 
is highly pleased. 

The problem of color matching 
is still troublesome. Ford, in an 
effort to get newspapers to appre- 
ciate the importance of authentic 
color reproduction, sent each 
newspaper the name and number 
of each ink to be used and where 
it can be bought. 


Poor register, once a major 


For 


29 


Consecutive Years 
the 
Boston 
Herald-Traveler 
has been 
First in Boston 
in Total Paid 
Advertising 


Represented nationally by 


GEORGE A. McDEVITT CO. 
Insert: May 28 


“color | 
~ ‘top-quality and top-price brand, 


ognition as the dominant vodka | 
|advertiser in each selected mar- 


ket. 


Second was a prestige require- | 


ment, which features Relska as a 


and which claims it as the oldest 
|vodka brand in continuous exist- 
)/ ence. 

| Third, the copy-layout approach 
|ealled for the most impressive 
presentation possible, featuring 
the brand as “The Diplomatic 

Drink”. The ads are illustrated 
|with foreign diplomats in elabo- 
rate uniforms and _ decorations, 
|photographed in high key by 
‘Irving Penn. 

The combination added up to 
production problems tough enough 
for slick-paper magazine repro- 
duction and, at first blush, hope- 
|less for newsprint. 

A study by the production de- 
partment of Relska’s agency, 
Scheideler & Beck, New York, 
established standards that were 
worked out in detail with the 
newspapers. Many preconceived 
notions had to be disposed of be- 
fore work was started. 


e The theories evolved during 
this period, according to William 
|J. McKenna Jr., vp and creative 
|director of the agency, have more 
than proved themselves. 

“Results to date,” he says, “in a 
widely scattered list of daily 
newspapers have far exceeded the 
best hopes of those working on 
the campaign. Not a single news- 
paper has experienced the slight- 
est difficulty in printing from the 
material supplied and uniformly 
good reproduction has given con- 
siderable impetus to the progress 
of daily r.o.p. four-color.” 

Albert Loomis, production man- 
ager of the agency, studied the 
progressive proofs for each job 
with meticulous care. He went to 
Washington and Baltimore before 
the ads broke in those test mar- 
kets and followed the production 
personally. 

In certain markets, because of 
newspaper limitations, the cam- 
paign has appeared in two or three 
color r.o.p. ads. This was done by 
dropping one or two of the color 
plates and in virtually every in- 
stance, AA was told, only an ex- 
pert would realize what had been 
done. 


s William E. Dolan, managing di- 
rector of L. Relsky & Cie, reports 
that the impact of the Relska vod- 
ka r.o.p. color campaign among 
retailers has been a major reason 
for the brand’s success. This led 
Relska to distribute r.o.p. color 
pages for window and interior dis- 
plays in retail stores. 

The campaign appeared origi- 
nally in the Baltimore News-Post 
and the Washington Post and 
Times Herald. 

Other newspapers used include: 
Jacksonville Times-Herald, Mia- 
mi Herald, Tampa Tribune, Sac- 
ramento Bee, Oakland Tribune, 
Detroit Free Press, Duluth Her- 
ald & News Tribune, St. Paul 
|Dispatch & Pioneer Press, Reno 
| Ghzette & Nevada State Journal, 
|Cleveland Press and Plain Dealer 
and the Seattle Post-Intelligencer 
and Times. 


When Revlon Inc. runs a b&w 
_ad, it’s the exception rather than 
the rule. “We’re a color house,” 
|says George Abrams, vp and ad- 


FILM FANCIERS— 
Film strip of 
“Mount Holly, 
U.S.A.,” believed 
to be first 16mm 
sound film pre- 
sentation of 
weekly newspa- 
pers’ market, gets & 
going over from @ 
G. Howard Sleep- 
er, publisher of 
the Herald, Mt. 
Hottie, W. J. 
Clarence Mar- 
shall, ad director 
of the paper, and 


Edward E. Felker of Felker-Mahoney, Philadelphia, newspaper 
representative. 
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| Light Co., has been elected presi- 
| dent of the Advertising Club of 

Washington. Other new officers 
|are Arnold Fine, director of public 
|relations, Hecht Co., Ist vp; Basil 
| Fowler, sales representative of the 
| Washington Post & Times Herald, 

2nd vp; Stanley Bell, commercial 
| representative of WRC-NBC, treas- 
|urer, and Ira Kaplan, president, 
| Graphic Arts Press executive sec- 
| retary. 


‘Results of ‘Look’ U.S. 
|Market Survey Published 
| Detailed findings in Look’s “Sur- 
'vey of U.S. Markets 1956” ((AA, 
| April 30), have been published by 
the magazine, which is making 
them available to advertisers and 
agencies. 

The study—covering marketing 
information on U.S. markets, auto- 
'motive, home and home improve- 
‘ment and appliances—is described 


Marshall 


Felker 


vertising director, “and that ap- Washington Adclub Elects 


plies to the products as well as to 
print advertising.” 
However, Revlon’s major use of 


‘as providing marketing informa- 
itien useful “as a barometer for 
advertising | ability and willingness to buy vir- 


Robert H. Lewis, 


manager of the Washington Gas | tually any consumer product.” 


newspaper color now is in Sunday 
supplements, and it has been more 
than a year since virtually any | 
r.o.p. ads have run. Main reason 
for the switch was the desire to) 
get national campaigns rolling fast | 
with a minimum of paper work. 
Secondly, Revlon has found con- | 
siderable variance in reproduction | 
standards in r.o.p. color and feels 
there’s room for considerable im- 
provement in this area. 


|}@ Generally, Revlon finds that 
|full-color print advertising costs 
|25%-30% more than b&w advertis- | 
ing, according to Mr. Abrams, and 
readership is usually 30%-40% | 
better than b&w ads. | 

The latter figure cannot be| 
taken as a cut and dried statistic 
though, because much Revlon col- | 
or advertising is coordinated with 
other promotion and it is some- | 
times difficult to break down} 
readership. 


International Harvester Elects 


John L. McCaffrey has been | 
elected chairman of the board and | 
chief executive officer of Interna- | 
tional Harvester Co., Chicago, and 
Peter M. Moulder, formerly exec 
vp, has been elected president to | 
succeed Mr. McCaffrey. Frank W. | 
Jenks, formerly vp in charge of | 
merchandising services, was elected 
exec vp along with Harry O.| 
Bercher, previously vp in charge of 
the steel division. 


YOU'RE ios: IN 


MERIDEN-WALLINGFORD 


Conn. 
Without The 


RECORD & JOURNAL 


You won't cover this $91,000,000* retail 
market with Hartford or New Haven newspapers. 
Only The Record & Journal give you Meriden- 
Wallingford . . . a big-buying area of 90,000 


people, yours for the selling now. 


(* SM ‘56 Survey) 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives: Gilman, Nicoll & Ruthman 


Want to know 


where YOU 


stand in 


AKRON? 


117th Year 


AKRON 


Here’s Your Answer 


A comprehensive, up-to- 
date survey reporting the 
10 TOP BRANDS—in the 
home and store —in 
Akron’s big $1,080,500,- 
000 growing market. 


AKRON BEACON JOURNAL 


ax2Om Ome 


Write us, 

or ask 

) Story, Brooks & Finley 
| for your copy! 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 
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" Advertising Age, May 28, 1956 
= . . . 
Leading Newspapers in ROP Color Advertising Colne Conntvel em 
P a OC Spark Lever's Giant 
ource: a mecor s 
1955 stamng  diatan “Gite 
Morning Evening Sunday Total | 47 Evansville Press & Cuicaco, May 24—Lever Bros., 
1. Milwaukee Journal oo... —— 1,437,875 741,086 2,178,961 | oe ERE epee 574,230 76,822 651,052| which recently placed the largest 
2 Los Angeles Times .................... 1,112,535 ——— 313,870 1,426,405 48 San Antonio Express ....... 372,050 oo 270,948 642,998 |advertising order ever with a 
3 Chicago Tribune... 1,147,404 ——— 199,630 1,347,034 49 Dayton Journal Herald ... 642,613 642,613 newspaper for a single national 
4 Nashville Tennessean ............ 840,280 a 478,238 1,318,518 5) Portland Oregonian ............... 504,109 ———— 126,380 630,489 advertiser, will announce its mam- 
5 New Orleans Times- BT ht oh 15,230,436 21,768,543 7,797,153 45,030,132 | moth campaign in the Chicago 
Picayune & States 20.0.0... 1,126,746 — 127,314 1,254,060 Tribune to dealers and wholesalers 
6 St. Lovis Post-Dispatch ............ _ 962,276 264,019 1,226,295 FIRST QUARTER, 1956 with a “Lever Comic Carnival,” 
7 Dallas NewS ceccccccccccesceceeeee 917,188 - 281,506 1,198,694 Se a a 343.781 140.956 Pr May 28. 
8 Seattle Times ............cec-cccecseseoes —— 829,413 312,130 1,141,543 2 Chi ” — 305,040 % 54,560 399.400 Lever’s contract calls for 104 
9 Atlanta Journal & Constitutio 873,494 240,108 1,113,602, 3, apes coe caress 238.335 101.103 339,438 | P28eS of full-color advertising in 
| LS paatie ea eae ———__ 1,001,470 98,317 1,099,787 4 po her sg Miakint ac ony FUE PR 238,127 95,599 333726 the Tribune Sunday comics (AA, 
11 Dallas Times-Herald ................ esas 833,828 256,456 1,090,284 | 5 1 Orteans Times-Pleayune . . April 23). — . 
12 Houston Chronicle .........0. 00005 —_—— 768,867 301,497 1,070,364 | a Metin ~~ 293,912 29.290 323,202 The Carnival will be staged mn 
13 Omaha World Herald ............ ——- 841,948 173,973 = 1,015,921 6 St. P wtorchuny Teneo by 2 45,130 64,828 309.958 the grand ballroom of Chicago’s 
14 Fort Worth Star-Telegram ........ — 789,376 204,066 993,442 ; Nashville 2g Te 193.561 112. 49 305.980 Palmer House. The ballroom and 
15 St. Petersburg Times ................ 899,406 a 67,416 966,822 8 Miomi Herold .... 228 156 68.672 296 828 surrounding areas of the hotel will 
16 San Jose News & Mercury News ————— 554,283 368,404 922,687 po sag a eames : 229,044 61,453 290,497 |D& Set up as a carnival midway 
Oe ir —— 736,997 180,697 917,694 10 Dallas News is >» aaa 226,505 . 54.528 281.033 with the Lever products to be fea- 
18 Long Beach independent Press- 10 S:. tock PeGtipanh ...... —————_ 212.974 66752  279,726| tured in the upcoming campaign 
| pc ae ite eT 719486 $=—— 189,507 909,193 12 Dallas Times-Herald a ee $A) 212,002 55,994 267,996 prominently displayed among 
19 Los Angeles Exominer .............. 794,408 ——_— 109,973 904,381 13 Omaha World Herald .. 213,707 48,232 261,939 game booths and circus tents. 
20. Washington Pest & vp en —__ 239.934 «20,807. += 260,741| Proofs of the color pages will be 
Times-Herald ............ccc.cccceeeeees 658,491 —_——_. 236,839 895,330 15 Fort Worth Stor-Telegram ........ 222,837 37,802 260,639 mounted and hung around the 
“ — NS ee 723,588 =——— 154,667 878,255 16 Cisdanell Gaeubver ............... 205,920 53,117 259,037 |Toom as a border. 
2 Minneapolis Star Tribune ........ ee 707,673 154,392 862,065 . 
23 St. Paul Pioneer Press & Bsa — — ye oe 208,762 49,402 258,164)" Invitations to the Carnival were 
WN aac seinen chosentedossotne ——— 598,682 259,159 857,841 18 } ean a 196,227 59.120 255,347 | Sent to a selected list of chain store 
24 Son Diego Union .......0.0.0.... 639,748 —— 206,754 846,502 Sctiwitiaa—_, : . and wholesale drug executives 
25 Nashville Banner .........0..0....... —_—_— 841,377 ——— 841,377 | & Dis i ce, 166,856 79,336 246,192 and were illustrated with the 
26 Toledo Blade .......cccccccccesscseecseee — 631,656 190,548 822,204 20 Columbus Dispatch 193,906 40,371 234,277 “Dragon Lady” and “Terry.” Their 
, SR Se ne 581,629 ——— 231,831 813,460 an tim eee tints 6 creators, Chester Gould and George 
28 San Diego Tribune ............. —— 812,92 —— 812,692 | Mastery View 141,528 92,126 233,654 Wonder, respectively, will be on 
29 Cleveland Press ............cccc00 —_——. 784,849 ——— 784,849 a) enten Pend 171,391 51.881 223,272; hand at the Carnival with Dale 
30 Cincinnati Post .....................—<—<— 772,218 ——— 772,218 | 23 Washington Post & Messick, whose Brenda Starr comic 
31 Indianapolis Stor .................... 648,158 a 116,557 764,715 I i 181,488 35,956 217,444 | Strip also appears in the Chicago 
32 Philadelphia Inquirer .............. 721510 ——— 28,520 750,030 | 94 Los eagles ciate eet 1 57.260 57,362 214,622 | Tribune, to entertain with original 
Se one oe pagel iN aR nen ln yn. ae YO ——— 170,257 43,904 214,16 | Sketches. 
34 Dayton MEWS anncorreerserreenreene — ee VS.7S2 —- TASTY | 24 Seattle Tien cncccscceccsesevncssseen inbidtvonpes | 41,355 213,604] Lever Bros. expects to play host 
35 New Orleans Item .................... sa 582,991 129,305 712,296 27 Long Beach aes Tdegren ae 213,332 213,332 to about 250 people when it de- 
ee —_— EZ) | 2 Matapals Ser Rhee ..... ——— 146046 = 66,054 ~—.212,100| tails the campaign which will 
oF Sen See =o ee OS | 2 Onda Oe 207,931 ———— _ 207,931 | break in the Tribune June 3. 
a a =e = REE | 90 Chatent for —— wee ——. wee 
39 indianapolis LE oe ae 688,220 cneenetae 688,220 31 Indianapolis eS 179,788 Se 25,827 205,615 
SS ee eee = Se a A OS | 28 te Sage Cte 144,205 ——— 53,583 «(197,788 
41 Cincinnati Times-Ster ................ -———_—- 682,909 ————_ 682,909 33 Spokane Spok Review .... 119,339 75,630 194,969 . 
42 Miami Herald 2.0.0.0... 544,537 ———— = 130,735 675,272 | 34 Nashville ee ioe 193,463 193,463 A P i 
43 Oakland Tribune enuecedtcesoesoccece —— 536,347 134,726 671,073 35 Sen Diego Tribune to A ies 191,861 191,861 rome 1on 
26 Aiven Beesen Sound ........... et. 60,672 = 661,163 | 36 Salt Lake City Tribune ........... WOM  csmme 16,595 191,752 
45 Los Angeles Mirror-News —— §«§ «8 ——- ) — A | ot Caliend Tbe ............ om—eien |e 12,668 —«187,885 Man 
46 Atlanta Constitution ................ 652,481 652,481 38 Cincinnati Times-Stor 180,095 180,095 
39 Indianapolis News ...............0. -— 179,241 rd 179,241 
40 Pittsburgh Press ............ccccseee oo 160,399 15,629 176,028 ... who can write well, do 
41 Memphis Commercial Appeal 166,920 ———— 7,427 174,347 rough layouts, and interpret 
42 Sacramento Bee ...........ccccceceeee-s ——_ 173,999 —— 173,990 the sales story of a strong 
43 Detroit Free Press a 409288 ete 9.589 171,947 |} magazine pay he | 
I I i ——_—_-- 156,205 13,552 169,757 -; ay 
45 = i TE Ne aed 41.774 —169,736| || °PPortunity in New England. 
46 Charlotte Observer ................ 132,287 ———— 36,071 168,358 The salary is good—and it 
47 San Francisco Examiner ........ 159,005 a 7,840 166,845 will be better with proven 
WE KN 0 7 H OW TO MAKE 48 Son Antonio Express ............... TE ana 61,342 164,721 pormenanen, a on 
? s o. - 
THEM WORK TOGETHE R j - eae he gat bine Labs. 164,016 164,016 sistently getting stronger— 
Quality Political TV Spots 50 Des Moines Tribune Register... ———— 98734 63,615 —_-162,349| {| and the primary reason is 
TOTAL (19GB) oncccsncccsvenssesessses 3,311,676 3,947,376 11,736,606 8,995,658 romotion man with drive, 
seat Iepuabactey 3 heneee 5 35 MM & 16 MM OD cachet Paks 4,125,860 5,401,803 2,124,121 11,651,658 this is an opportunity to 
build an important spot in an 
cusecl Mawetin Fibers ime. (028 Boosis Davison Coast —aser_of ‘network broadcasts in|} @Panding, operation. Write 
1431 N. o ceed CHICAGO 10, ILL. * WHiteholl 4-7477 Lucian C. Davis, network pro-| Hollywood. He has been with CBS|]] 480 Lexington Ave., N. Y. 17. 
gram supervisor of CBS Radio in| since 1936, and was a director be- 
Hollywood, has been named man- ‘fore assuming his present post. 


MEREDITH Zadeoo ad Vheisioe STATIONS 
affiliated with Better Homes and Hardens and Successful Farming magazines 


KANSAS ory = SYRACUSE PHOENIX 


JOHN BLAIR & CO. BLAIR TV, INC. 
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| Steve Wilhelm, who has held. 
down two jobs as head of a brew-| 
ery and of an advertising agency | 
; ‘branch, has resigned as president 
J. B. TAYLOR, t ‘a - : 
ok renee ey See of Gulf Brewing Co., Houston, and 
Norsworthy, Dallas, has been —. ; 
“ | will devote full time to the Hous- 
elected president of the First Ad- ton branch of Foote, Cone & Bel- 
vertising Agency Group, a network ding, where he is vp and general | 


Knapp to ‘Nation's Business’; 
Salter to ‘Architectural Forum 
Robert G. Knapp, formerly with 
Trundle Consultants, Cleveland, 
and the Wall Street Journal, has 
been named Cleveland district 
manager of Nation’s Business. 
Willard C. Salter, formerly Ohio 


«@ | with lower circulations and adver-) brand, Buccaneer beer (AA, May). re aE. ™ 
tising revenues—would be first to|7). Mr. Wilhelm took the brewery ; 
_ | suffer, the association says. Adver-| presidency on a one-year basis and © 
'|tisers might be forced to Lepage it for a second year before * IN CANADA 
|their spending in these publica-/ resigning. i 2; 
'tions in order to meet increased; F. W. Ayers, senior vp of Hughes [ more than “/ards 
rates brought about by the tax.| Tool Co., which owns the brewery, | 
| Even stronger Canadian magazines | will supervise its operations until | of all major 
| would suffer a revenue reduction, | a new president is selected. James P 
| Says the association. Delmar, director of industrial rela- goods and services 
tions of Hughes, will manage the ! 
‘Wilhelm Drops Gulf Post brewery. sold in Toronto 
'to Concentrate on FC&B ore hausht by 


readers of the 


TORONTO 


DAILY STAR 
80 KING ST. WEST | 


of 28 U. S. agencies. 


manager. The agency will continue regional sales manager of Nation’s 


to handle advertising for Gulf,| Business, has joined the Cleveland 
‘which recently introduced a new staff of Architectural Forum. 


“SOURCE: Gruneau Research Survey, 1955 
ee Pie alla tes.) Secbe pO Sn aa a 
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Defer Ad Tax Until 
It Can Be Studied, 
ACA Recommends | 


TORONTO, May 22—Deferment of 
the 20% tax on advertising in Ca- 
nadian editions of foreign maga- 
zines until an independent com- 
mittee studies the question was 
advocated by the Assn. of Canadi- | 
an Advertisers yesterday. 

In a letter to Finance Minister 
Harris, the association suggested 
such a committee be set up to 
“study every aspect of this com- 
plex matter.” The association rep- 
resents all divisions of the econo- 
my involved-in advertising. 

The letter followed a meeting of | 
an association delegation with Mr. 
Harris in Ottawa May 8. It is 
signed by R. R. McIntosh, presi- 
dent; M. M. Schneckenburger, im- | 
mediate past president, and Allan 
B. Yeates, director. 


® The association believes a care- 
ful analysis of advertising budgets 
reveals that the tax would result 
in a decrease—perhaps a material 
one—in advertising revenues | 
available to strictly Canadian pub- 
lications if the tax is passed on to) 
the advertisers. 

Marginal publications—those | 


@MORRISTOWN © 


large market in one of the richest 
agricultural regions of Minnesota. 
Small industries thrive to nearly bal- 
ance income. 


_  e than SEATTLE, WASH. 
eno og Fe” DENVER, COLORADO « 
"4 


| 
a a | 
ities me ne uegen pus W.CONCORD San Diego-Coronado Automobile Ferry ot rush 
menioen® Ravi | @cLanenont | hanthaieee 
tdiecal COMER ATT | 
"yore © BIXQY | asATY” 
oe, Sor IN REFERENCE TO KEY MARKETS 
$7 FLLENDALE = 
mi Fles Meh EDITOR AND PUBLISHER’S 1956 MARKET GUIDE SHOWS... 
pcre a de SAN DIEGO :: BIGGER 


e INDIANAPOLIS, IND. 
MEMPHIS, TENN. 


e KANSAS CITY, MO. 
SAN ANTONIO, TEXAS e¢ 


1000. 60% of H 

aS Se Ce Te eee © PORTLAND, OREGON ¢ OAKLAND, CALIFORNIA © NEWARK, N. J. 
OWATONNA— | The successful sales efforts of national, San Diego’s billion dollar market — at 
mae regional and local advertisers prove lowest cost per sale — is with the saturation 
© Owatonna’s conclusively that the easiest way to sell coverage of these two great newspapers. 

$6,506 per household, 33% 

above Minnesota average. a 
+ sa eer eee vy” 

mere | COPLEY wewspapers 


eto ed ee 
EVENING TRIBUNE 


Average. 


OWATONNA, MINN. 


15 “Hometown” Newspapers covering 
San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles . . . 


——— A A Served by the COPLEY Washington Bureau a . ey 
and the COPLEY News Service. acres ah IMPORTANT CORNER 
Daily People’s Press san DIEGO, caurormia ) Lela 
Cations! Representatives a 
: | REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. Wa =~ 
Northwest Daily Press Assn. 
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Chicago Federated 
Adclub Names 74 


lst Award Winners 


Cuicaco, May 22—The Chicago 
Federated Advertising Club last 
week presented 74 first awards to |“ 
advertisers and their agencies, ra- 
dio and tv stations, and network 
programs in its annual advertising 
competition. 

The first award winners in all 
classifications (with advertiser and 
agency or display company) are: 


GENERAL CONSUMER MAGAZINES 
Product selling campaign in color— 
Hiram Walker Inc., Foote, Cone & Bel- 


ding. 

Product selling campaign in b&w— 
Philip Morris & Co. (Marlboro), Leo 
Burnett Co. 


Institutional campaign in color—Camp- 
bell Soup Co., Leo Burnett Co. 

Institutional campaign in b&w—Con- 
tinental Illinois National Bank & Trust 
Co., Earle Ludgin & Co. 


INDUSTRIAL & BUSINESS MAGAZINES 
Gross sales over $10,000,000 
Product selling campaign in color—(tie 
awards) Signode Steel Strapping Co., 
Buchen Co.; Nordstrom Valve Div. of 
Rockwell Mfg. Co., Marstelier, Rickard, 
Gebhardt & Reed. 
Product selling campaign in bé&w—May- 
tag Co., Leo Burnett Co. 
Institutional campaign in b&w—Chicago 
Sun-Times, John W. Shaw Advertising. 
Gross sales under $10,000,000 
Product selling campaign in color— 
Roura Iron Works, Marsteller, Rickard, 
Gebhardt & Reed. 
Institutional campaign in béw Collins, 


FARM PUBLICATIONS 
Product selling campaign in color—In- 
ternational Harvester Co., Aubrey, Fin- 
lay, Mariey & Hodgson. 
Product selling campaign in b&w—Con- 
solidated Products Co., Dancer, Fitzgerald, 


| 
| 


“It’s like having 
dozens of extra 
hands getting 
MARKET DATA 
for me!” 

So writes an Industrial Mar- 

keting subscriber about the 

amazing 556-page Annual 

Market Data & Directory 

Number, published June 

25th. Contains basic data 


about every major trade and | 
industry in the U.S. and | 
| 
| 


Canada. 


Available as part of an IM 
subscription. One year trial 
includes monthly copy of 
IM plus annual MD&DN— 
only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING | 
200 E. illinois St., Chicago 11} 
Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 


STATE 


0) $3 enclosed [) Bill fiem [) Bill me 


SS — 


Sample. 

Institutional campaign in color—TIllinois 
Farm Supply Co., Aubrey, Finlay, Marley 
& Hodgson. 

Institutional campaign in b&w—Sears, | 
Roebuck & Co., Roche, Williams & Cleary. 


DIRECT MAIL 
Calendar—United Air Lines 
oe Steel Products 

“Catalog—2nlend Steel Co. 

Booklet—Kraft Foods Co. 

Brochure—Inland Steel Co. 

Annual report—G. D. Searle & Co., 
Twentieth Century Press. 

Mail campaign—Peterson 
Corp., Veritone Co. 

House organ—Inland Steel Co., Tempo 
Inc. 


Products 


NEWSPAPERS 

National or regional campaign, product 
| selling in color—Swift & Co., McCann- 
| Erickson Inc. 

Local retail advertising in color—Bor- 
den Co., Young & Rubicam. 

National or regional campaign, institu- 
tional—Peter Hand Brewing Co., Batten, 
Barton, Durstine & Osborn. 

National or regional campaign, product 
selling (over 400 lines)—Philip Morris & 
Co. (Marlboro), Leo Burnett Co. 

Local retail advertising campaign ads— | 
Carson Pirie Scott & Co. | 

Local retail advertising, institutional ad 


| of General Foods (Kool-Aid). 


—Carson Pirie Scott & Co. 


OUTDOOR AND TRANSPORTATION 

Poster campaign, 24-sheet—Perkins 
Products division of General Foods (Kool- 
Aid), Foote, Cone & Belding. 

Spectaculars—Continental [Illinois Na- 
tional Bank & Trust Co., Earle Ludgin & 
Co. 

Car cards—Commonwealth Edison Co., 
Leo Burnett Co. 


WINDOW DISPLAYS 
Temporary—Radio Corp. of America, 
W. L. Stensgaard & Associates. 
Light and motion—Philip Morris & Co. 
(Marlboro), Zipprodt Inc. 


COUNTER DISPLAYS 
Temporary—Minnesota Mining & Mfg. 
Co., Zipprodt Inc. 
Permanent—Minnesota Mining & Mfg. 
Co., Zipprodt Inc. 
Light and a National Watch 
Co., Harve Ferrill & Co 


SIGNS & WALL DISPLAYS 


Temporary—Pabst Brewing Co., Stan- | 


ley Wessel & Co. and Allen Lithographing 
Inc. 

Permanent—Hamm Brewing Co., Price 
Brothers. 


FLOOR & ISLAND DISPLAYS 
Temporary—Perkins Products division 


| 


& Belding. 

Permanent—Brauer Brothers Shoe Co., 
Kling Displays. 

Light and motion—Libby, 
Libby, Zipprodt Inc. 

RADIO 

Local variety program—‘“The Jim Con- 
way Show,” WBBM. 

Network variety program—‘‘Don Mc- 
Neill’s ABC Breakfast Club,” ABC Radio 
Network. 

Network drama program—‘Unshackled,” 
Pacific Garden Mission, Chicago, J. M. 
Camp & Co. Advertising. 

Dise jockey program—‘“The Josh Brady 
Show,” WBBM, Tabor Oldsmobile Inc. 

Special public service program—‘‘They 
Talked to a Stranger,” WMAQ, Len 
O’Conner. 

Special 


McNeill & 


women's show—“The Radio 
Journal,” WMAQ, Mary Merryfield. 

Special sports events coverage—Jack 
Brickhouse, Chicago Bears Games, Stand- 


ard Oil Co. (Indiana), D’Arcy Advertis-| 
ing. 
Special sports news—‘“Sports Final” 


| with John Carmichael, WBBM, Texas Co. 


News—“Night NBC 
news staff. 

Public Service—WBBM, Illinois Institute 
of Technology. 

Special award for civil defense—‘Fall 
Out,” WLS. 

Commercial 
division of Lever Bros. Co., Foote, Cone 


Desk,” WMAQ, 


+ A. + 


Foote, Cone | & Belding. 
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TELEVISION 

Network children’s program—‘‘Kukla, 
Fran & Ollie,” Gordon Baking Co., ABC 
Television Network. 

Local documentary program—‘This Is 
The Midwest,” Harris Trust & Savings 
Bank, WBBM-TV. 

Network documentary program—*‘Zoo 
Parade,” Mutual Benefit Health & Acci- 
dent Assn. of Omaha, NBC Television net- 
work. 

Network drama program—‘Quest for 
Valor,” Woodmen of the World, Jewell 
Radio & Television Productions. 


Local drama program—‘"A Christmas 
Carol,” Illinois Bell Telephone Co., 
WNBQ. 


Educational program—*“Live and Learn,” 
Chicago area universities, WNBQ. 

Interview program—‘“The Norman Ross 
Show,” WBKB. 

Musical program—‘‘In Town Tonight,” 
WBBM-TV. 

News and commentary program— 
|“Standard News, Weather & Sports 
Roundup,” WBBM-TV, Standard Oil Co. 
(Indiana), D'Arcy Advertising. 

Sports program—‘“Championship Bowl- 
ing,”” WNBQ. 

Travel program—‘The World Is Yours,” 
WGN-TV, Chicago Motor Club. 

Variety program—‘‘The Howard Miller 
Show,” WBBM-TV. 

Women's show—‘“Shopping With Miss 
Lee,” WBBM-TV. 

Special award for religious programs— 
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“Vision,” WBBM-TV; “Bible Time,” 
WNBQ; “Behold Thy Mother,” WBKB. 
Twenty d imated c cial— 


James Vernor Co., Kling Film Enterprises. 

One-minute animated commercial— 
Pepsodent division of Lever Bros. Co., 
Foote, Cone and Belding. 

Dramatized commercial—Kellogg Co., 
Leo Burnett Co. 

Straight-sell commercial—Kimberly 
Clark Corp. (Kleenex). Foote, Cone & 
Belding. 

Live commercial—Hamilton Glass Co., 
Herbert S. Laufman Co. 

Animated and live action commercial— 
S. C. Johnson & Son (Raid), Foote, Cone 
& Belding: 

A special citation also was pre- 
sented to Station WNBQ, Radio 
Corp. of America and Jules Herbu- 
veaux, WNBQ general manager, 
“for initiative and foresight in es- 
tablishing Chicago as the first all- 
color tv outlet in the U.S., thus 
bringing new laurels to our city.” 


Ermoian to Campbell-Mithun 

Campbell-Mithun, Chicago, has 
appointed Richard Ermoian to its 
creative staff. Mr. Ermoian for- 
merly was with Henri, Hurst & Mc- 
Donald. 


When they start acting horrid 
because it’s so torrid... 
it’s time to call Carrier! 


rt Corer an conditioning © serving more people ond more 
nes an amy other mane Carve Corperaton Syracme 1 


STICKLISH SITUATIONS—A series of situation cartoons with the theme 
“It’s time to call Carrier” will help push Carrier Corp. air condi- 
tioning this season. The two shown here are scheduled for consum- 
er and trade magazines, including Better Homes & Gardens, The 
Saturday Evening Post and Time. Carrier is also using network tv 
for the first time with participations in “Today,” “Home” and “To- 
night.” N. W. Ayer & Son, Philadelphia, is the agency. 


Hal D. Ely has joined the New 
York sales staff of Everywoman’s 
Magazine. He formerly was with 
Family Circle. Richard W. Baillie, 
formerly sales manager of Man- 
hattan Products Co., has joined 
Everywoman’s as director of mer- 
chandising relations with distrib- 
utor chains. 


Foster Ltd. Names Jotcham 

T. D. Jotcham has been appointed 
a vp of Foster Advertising Ltd. and 
manager of Foster’s Montreal of- 
fice. Mr. Jotcham formerly was 
with the Reader’s Digest Assn. 
(Canada) Ltd. and also has been 
manager of the Montreal operation 
of Pepsi-Cola Co. of Canada Ltd. 


Publisher Names Kinney 

P. B. Kinney, formerly an ac- 
count manager with James Thomas 
Chirurg Co., has been named New 
England regional advertising man- 
ager of American Aviation Pub- 
| lications. 


New Short-Order Cooks 


bung fulults 


Ely, Baillie to ‘Everywoman’s’ 


Small wonder Young Adults “live” on foods 
that practically prepare themselves. With 
their growing families, their new homes, 
their community activities, their constant 
hurrying, going and doing, Young Adults 
must rely on quick, ready-in-a-minute 
dishes! 

This accounting for every minute, with 
work or active leisure, gives you a good 
idea of the way Young Adults live. It also 
tells you why Young Adults are in the mar- 
ket in a big way for any product, service, 
information, or entertainment that recog- 
nizes the busy pattern of their lives—and 
caters to their special new-family needs. 

The quickest way to shape your sales 
program to this major Young Adult mar- 


Redbook . 


The Magazine that sells Young Adults 


..- The New Station Wagon Set 
NEWSSTAND SALES UP: 


ket is to talk to Young Adults in the maga- 
zine they read and live by—Redbook. Just 
read a copy yourself. You’ll see how Young 
Adult needs are reflected in every article 
and story. You’ll see why Redbook attracts 
more and more Young Adults every month. 
And you’ll understand why Redbook al- 
ready has more advertising business on 
the books for 1956 than ran all of last year 
... Redbook, 230 Park Ave., New York 
17, N. Y., MUrray Hill 6-4600. 


* publisher's 
interim 
statement 
first quarter, 
1956, A.B.C. 


998,214* 


Looking for New 
Markets Abroad? 


Watch for the June 4th 
issue of Ad Age 


If international advertising 
problems have had you up in 
the air, watch for the June 4 
International Advertising issue 
of Ad Age. Here you'll find 
down-to-earth information on 
what’s what, in the interna- 
tional advertising picture. 
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Produces TV Bowling Series 

A series of 26 “Championship 
Bowling” matches will be filmed 
this summer for the 1956-57 season 
by Peter De Met Productions, Chi- 
cago. Walter Schwimmer Co., Chi- 
cago tv syndicator, has signed a 
number of beer companies as ad- 
vertisers: Genesee Beer Co. for all 
the New York markets; Carling’s 
Beer Co., Cleveland, for 25 markets; 
Griesedieck Bros. Brewery, St. 
Louis, for eight markets; Theodore 
Hamm Brewing Co., Minneapolis, 
for 25 markets, and Pearl Brewing 
Co., San Antonio, for all Texas 
markets. Last season the show cov- 
ered 140 markets and is expected 
to hit 200 this coming season. 


Jane Marcher Joins North 

Jane Marcher, formerly in 
charge of advertising and publicity 
of B. Blanc & Co., Los Angeles de- | 
partment store, has joined North 
Advertising, Chicago, as fashion 
coordinator. 


KEEP ABREAST 
THE TIMES ON... 


@ With ACB Newspaper Re- 
search Services you need never 
miss a daily newspaper adver- 
tisement you ought to see, no 
matter where or when it may 
run—in any of the 1,750 U. 8S. 
dailies! 


The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion ... new products... new 
copy themes, new uses. 


Executives are invited to send 
for our catalog which outlines 
14 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost 
for which a service, built to 
your own special needs, can be 
furnished. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It's 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. «+ Memphis 3 
51 First St. + San Francisco 5 
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Nielsen Network TV Ratings 
Two Weeks Ending April 21, 1956 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 


Program 
| Love Lucy (General Foods, Procter & Gamble, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Question (Revion, CBS) . 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
December Bride (General Foods, CBS) 
Perry Como (Several sponsors, NBC) 
Jack Benny Show (Lucky Strike, C8S) 
Dragnet (Chesterfield, NBC) 
GE Theater (General Electric, CBS) . 
The Millionaire (Colgate, CBS) ............ccceeceeeeoe P 


PROGRAM POPULARITY+ 


Program 
| Love Lucy (General Foods, Procter & Gamble, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Question (Revion, CBS) 


Disneyland (American Motors, American Dairy, Derby Foods, ABC) ened 


December Bride (General Foods, CBS) 

Perry Como (Several sponsors, NBC) 

Jack Benny Show (Lucky Strike, CBS) 

Dragnet (Chesterfield, NBC) 

Arthur Godfrey's Scouts (Lever, Lipton, Toni, CBS) 0.0.0.0... 
The Millionaire (Colgate, CBS! 


Nielsen Average Audience** 
TOTAL HOMES REACHED 


Program 


| Love Lucy (General Foods, Procter & Gamble, CBS) 000.000.0000... ; 


$64,000 Question (Revlon, CBS) 


December Bride (General Foods, CBS) .............cccccccccccseeseerees as scintidsibeade ; 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 


Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 


Jack Benny Show (Lucky Strike, CBS) 
Dragnet (Chesterfield, NBC) 

The Millionaire (Colgate, CBS) . 

I've Got A Secret (R. J. Reynolds, CBS) . 
GE Theater (General Electric, CBS) . 


PROGRAM POPULARITY* 


Program 


| Love Lucy (General Foods, Procter & Gamble, CBS) .................... 
$64,000 Question (Revlon, CBS) 

December Bride (General Foods, CBS) .. 

Ed Sullivan Show (Lincoln-Mercury Sethe, CBS) 

Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Jack Benny Show (Lucky Strike, CBS) 

The Millionaire (Colgate, CBS)... : 

Dragnet (Chesterfield, NBC) . iccbinladtitcbidvicatlineadeaniibadies 
I've Got A Secret (R. J. Seynaide, CBS) . 

Arthur Godfrey's Scouts (Lever, Lipton, Toni, CBS) 


Homes 

(000) 
16,988 
16,076 
15,971 
15,830 
; “ — 


sn roe 
12,987 
12,425 
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 Trendex TV Ratings 
May 1-7, 1956 


Program 
$64,000 Question (Revlon, CBS) 


| Love Lucy (General Foods, Procter & 
Hitchcock Presents (Bristol-Myers, CBS) 


December Bride (General Foods, CBS) 


This Is Your Life (Procter 
Red Skelton (S. C. Johnson, Pet Milk, 


ow OMPn Oo WAWH — 


_ 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 


Gamble, CBS) 


$64,000 Challenge (P. Lorillard, Revlon, CBS) 


Your Hit Parade (American Tobacco, Warner-Lambert, NBC) 
Do You Trust Your Wife? (General Motors, Frigidaire, CBS) 
& Gamble, NBC) 


CBS) 


Pabst Expands Soft Drink 
Markets; Adds New Line 
Pabst Brewing Co.’s soft drink 


‘Cue’ Advances Dietrich 
Stephen Dietrich, with Cue 14 
years, has been named to succeed 


12,390 division is expanding its market-| Ken Purdy on the magazine’s sales 


46.7 
39.8 
37.8 


37.8 
37.6 


Homes 
(000) 
16,251 
15,09 
13,654 
12,952 
12,776 


12,496 | 


11,969 
11,899 
11,513 
11,513 


Homes 


*Homes reached by all or any part of the program, except for homes viewing only one 


to five minutes. 


**Homes reached during the average minute of the program. 
tPercented ratings are based on tv homes within reach of station facilities and by each 


| beer, black cherry and ginger ale. 


ing area with plans calling for the | 
addition of Nebraska, Kansas, Mis- | 
souri and Kentucky to the present 
region of Wisconsin, Iowa, Michi- 
| gan, Illinois, Indiana and Ohio. In 
addition to the present line of soft 
| drinks in six flavors, Pabst is add- 
‘ing a line of non-fattening soft 
drinks in four flavors: cola, root 


Sucaryl is the sweetening agent. 

| Pabst is introducing its non-fat- 
| toning line with newspaper ads, 
cooperative advertising in news- 
papers, radio and tv. In addition, 
Pabst is using several premium 
offers, the first of which breaks in | 
June with a coloring contest which | 
|will run for 60 days. The daily} 
winner will be awarded a bicycle. | 
'Grey Advertising Agency is han-| 
dling. 


Bride’s Show Set for 
Oct. 19-21 at N. Y. Coliseum 

The first national consumer 
Bride’s Show has been scheduled 
for a three-day run at the New| 
York Coliseum, Oct. 19-21. Fea- 
tured will be merchandise of spe- 
cial interest to engaged couples 
and newlyweds who, according to 


|staff. Mr. Purdy, with Cue ten 
years, has resigned. He will an- 
nounce his plans later. Mr. Diet- 
rich, who formerly covered ac- 
counts in the New York territory, 
now will cover Detroit and upper 


|New York. 


/The..greates 
magnet for 
the wuyer's _ S 
“mind 


a show spokesman, buy more than | § 


40% of all housewares, home fur- 
nishings, appliances and _ other 
home products. 

To make the show a “real show” 
instead of “just an exhibition,” 
the producers are promising daily 
entertainment by celebrities and 
other theater events. In-show pro- 
motions will center around special 
themes set up for each day. Al- 
lardice-Ridgway, promotion and 
merchandising consultant, and Or- 
kin Expositions Management, orig- 
inator of the Do-It-Yourself shows, 
are co-producing the exhibition. 


AMERICA’S 


The daily newspaper appeals to 
every age group of both sexes 


Here at Advertising Checking Bu- 
reau, we read every advertisement 
published in every daily paper in 
the United States. 

As we read this advertising total- 
ing $2 billion annually, our eyes 
occasionally fall on the editorial 
content and we observe that every 
age group of both sexes find special 
features of interest in the daily 
newspaper. The news columns, 
mightiest magnet of all features, is 
the newspapers own exclusive baili- 
wick! Here is chronicled each day, 
newsworthy doings of local people, 
known and unknown to the reader 
—their triumphs and misadven- 
tures. And the news of the world. 

This kind of news gathering and 
editing, plus high-speed presses and 
split-second distributing systems, 
makes the daily newspaper — now 
as in the past—the most patronized 


of all advertising media! 


avure for National Advertising 


Fine color reproduction of copy for national 
advertising in gravure is a very special prob- 


lem. 


Each publication has its own printing 


requirements which must be met when post- 


tives are made 


conditions is indispensable. 


and proved. 
this kind of reproduction for varied printing 


Experience in 


Our Gravure 


Division is staffed and equipped to specialize 


in this work, 


and has the benefit of nearly a 


quarter century of C M & H experience in 
making fine color photoengravings for repro- 


duction in national magazines. 


When you think of gravure for national advertising, think of CM&H 


\- 


FINEST PHOTOENGRAVING PLANT FOR 


LETTERPRESS 


COLLINS, MILLER 
& HUTCHINGS, 


E 333, WEST LAKE STREET AT WACKER DRIVE 
GHICAGO 6, ILLINOIS 


AND 


INC. 


ame, 


GRAVURE 


They pay us to serve you 


ACB serves the newspaper in- 
dustry by reading every advertise- 
ment published in the nation’s 
dailies and Sunday newspapers, and 
making certain that proof-of-inser- 
tion is received promptly by the 
advertiser or agency. This service 
—paid for by the publisher—re- 
lieves the advertiser of clerical 


| work and delays. ‘ 


>From this “reading job’’ ACB 
has developed 14 most useful News- 
paper Research Services for mer- 
chandisers. More than 1100 lead- 
ing firms use these services which 
are discussed in our column on the 
opposite column. 


ACB furnishes a complete, accurate & dependable service 


See opposite column for listing 
of ACB Service Offices 


ADVERTISIN oc. 
CHECKING BUREAU 


Imes 


“ht Bn yes ysteees My kd hse: 65 ae a oe ie = ss Sg ilies , i 
s Cas ae ONE i a ey, _ ve 4 toes iB. eo awe, he es . ; ao Beat cc v7 a ee 
m4 Pi ho 
‘os 5 2 
nS ) 
H = 
‘ $ * 
a a | 
Asis 
ia ee | 
o a rating 
eer PF 4 
te cuisttitun latabisesistheie 
5 —_ a iocinadietaerianieniongea i ae : 
3 a \icuieesqneipenediinciigl aaa - | 
sf “6 viidiedeecssmaaaa ee f 
ket 4 
ag nN" ; a 
*f Fie isc ins tlaniichicnentsicinds’ SR i 
a ’ | — 
ue 
a Rank H 
ae an omes 
“ 1 (% 
ss : + _heeneae.) wuideecccccs |= Sel 
Bi : 5 decseeceens en } 
i new oa : 
ws avet® el 
bis pro”, oC ; fF 
ar COPY TRE Ron — : 6F 
pie new! — 
he zen oH | a ‘ 
ae / es . ee _ 2 : , 
: a.) a : eee : 
=e ee on — 4 ) 
4 Pe ys promot F 5 Po 
“ Be pian TTT i | 
E ‘ : . oe © | | 9 
“IH . ae : Se RARE 5 ‘ 
i Be ‘sal’ REE PES 
Bae’ Fe SOR SR tae i 
2 ii Por, 2 a ee 
3 & sh J Le | 
3) Genk | : 
i °C 
ES 2 ee ; “ : 
Me 3 ecesinan 
whe 5 a 
ot 6 iiaiwiae are 
do 7 inne” 299 
rik 8 ———— 
4 9. besiacnees | le 
“hs 10 peqpicsieig QU 
“+ hime Daw 
E, PF 
2 i as 
: a 
she program. 
se Fceaseimnsidipnon semanas ssinciiaeenesam—-—aereeetntionnnomeemetnmesipsonst-wer ieronennentiiniansies 
ae 
a ° 
bs 
Bi THERE’S 
- Ne 10 
Bic ; ~ 
as “ei 
a; RT - \—- | 
ee ae 4 
v r\% seri ty oA Ls 
Bi, or a 
“i \ . € 
4 "a i mot 
~a —t 
os : re 
x \ ee 
0 reo cal ee | 
4s ee ee 
2 ~ 
bia 
nd ee 
= | 
E . | SF 
: . | Se 
% | 
iS | The Be 
ae! ee | ee 
S ————-__—_—_——— - 
: | i = 
as a ‘ 
a - ; aati <i eee P : : 
: sd __* i ah: = ,_ » Ree cts NS on aS ¥ 7 


16 


s 
l 
y 
I 
y 
; 


2 i 2 Be 


ee | 


¥ 7 aw oe 
— nen 


Advertising Age, May 28, 1956 


QUICK CHANGE—The neon sign shown here has interchangeable let- 
ters in five colors. The signs are made by Insco Products Co., 
Piqua, O. 


Coming 
Conventions 


|fices cover 16,300 square feet, and | 
|include 40 private offices, a tele- 
lvision theater, conference room, 
model kitchen, lounge, library and 
general offices. 


Craftsmanship 


In addition to four 4-color wet 
proof presses and 8 precision color 
cameras, we add a liberal measure of 
old-fashioned craftsmanship...they 
are the things that guarantee you top 
quality photoengraving and offset 
plates. Any job that’s important to 


you is worth sending to us. 


*Free Van Gogh print, suitable for framing. Send 


your name on your company letterhead. 


JAHN & OLLIER 


ENGRAVING CO. 


Photoengraving and Offset plates 


817 West Washington Bivd., Chicago, MOnroe 6-7080 
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important part 
of your job 


ELECTRO-MATIC. 


ENGRAVING CO. 
Photoengraving * A Division of J&O 


10 West Kinzie Street, Chicago, DEiaware 7-1277 


Seeeeeeeeeeee ee eeeaeeeeeeeee 


*Indicates first listing in this column. | 


June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

*June 4. American Assn. of Newspaper 
Representatives, annual membership meet- 
ing, Sheraton Hotel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 10-13. Poster Advertising Assn. of 
Canada, Thousand Islands Club, Alexan- 
dria Bay, N.Y. 


June 17-19. New England Newspaper 


Advertising Executives Assn., summer 


meeting, Sebasco Lodge, Sebasco Estates, 


Me. 

June 17-22. National Advertising Agen- 
cy Network, 25th annual management 
conference, Oyster Harbors Club, Oster- 
ville, Cape Cod, Mass. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 


June 24-28. American Newspaper Clas- | 


sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 


June 24-28. Advertising Assn. of the! 
West, 53rd annual convention, Los An- 


geles 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 

June 29-July 1. Northwest Daily Press 
Assn., summer meeting. Northernaire, 
Three Lakes, Wis. 


‘~July 22-27. Photographers’ Assn. of | 


America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 


Aug. 24-28. Mail Advertising Service | 


Assn., 34th annual eonvention, Drake Ho- 
tel, Chicago. 


Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 


cialty fair, Palmer House, Chicago. 


Sept. 23-25. Advertising Federation of | 


America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


McCann Moves L.A. Office 

For the second time in two years 
the Los Angeles office of McCann- 
Erickson has moved to larger quar- 
ters. The agency has leased the 
13th floor of a new building at 
3325 Wilshire Blvd. The new of- 


Being interested 


or just being curious 
INILITININ1 @ ‘atmo CGeenas tavwcen giving 
JAY P 2urs is not one-sided, and it will 

do both of us good. See samples. 
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| 4%. a rare few of these Gutenberg bibles are still in existence. The very first books 


ever run off a printing press, their value today is—priceless. 

And in the most modern form of mass communication, Television, time periods 
made available to the advertiser only a few short months ago, cannot be had for 
love or money today. 

Fortunately television is a new and expanding medium, so the alert advertiser 
can still secure valuable Spot TV franchises. 

May we provide you with the facts on such time periods in these important mar- 
kets? Their sales power and prospects for continuous audience growth are man-sized. 
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Represented By 


Regional Network 


Edward Petry & Co., Inc. 
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Agency Policies Individual; 
4A‘s Didn't ‘Scrap’ Them 

To the Editor: You are to be 
congratulated on the prompt and 
complete articles in your April 30 
issue, on our April 26-28 annual 
meeting. 

We are sorry to find in another 
article, though—your story on the 
ANPA judgment—a statement 
about the Four A’s that just isn’t 
accurate: 

“On Feb. 1 the Four A’s agreed 
to abandon policies which pre- 
viously had been regarded as key- 
stones of the advertising agency 
business. The group agreed to 
scrap the 15% commission, the ban 
on rebates and fee-splitting, tie 
prohibition against speculative 
presentations and the sanctity of 
media rate cards.” 

You give out a wrong impres- 
sion, and a serious one, when you 
say that the Four A’s “agreed to 
scrap” these subjects. 

The Four A’s as a collective 
body agreed to refrain from any 
collective action with regard to 
the amount of commission, re- 
bating, speculative presentations 
and media rate cards. We certain- 
ly could not and did not “scrap” 
them. It would have been illegal 
to do so. These are subjects en- 
tirely at the discretion of individ- 
ual agencies and individual media. 

The Four A’s judgment did not 
—repeat not—relate to individual 
agency operations, any more than 
the ANPA judgment relates to 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


individual publisher operations. 
FREDERIC R. GAMBLE, 
President, American Assn. of 
Advertising Agencies, New 
York. 
+ s ° 


Asks About the Coupons 
in Those ‘Wimmin’ Ads 

To the Editor: Could you refer 
this to your James D. Woolf? I 
have reference to his comments 
on Page 51 of the March 16 issue 
of ADVERTISING AGE. 

Let’s be frank about it. Over the 
many months that I’ve been fol- 
lowing his comments, I agree for 
two reasons. First, because of his 
persuasive writing. What he says 
sounds reasonable. Second, I have 
a feeling that you must think he 
knows something about this ad- 
vertising business and so if he 
says so, it’s so. 

However, every once in a while, 
there’s a doubt that creeps into 
my mind when I try to answer 
the question, “How does he 
know?” Let’s admit that it’s diffi- 
cult to measure advertising. How- 
ever, in this case, he’s overlooked 
a good bet. In other words, in two 
of the four ads that are pictured, 
featuring as he puts it, “semi- 
naked women,” the ads carried a 
coupon. What was the advertiser 
trying to do—get attention, fill up 
space, or was he actually trying 
to get replies to the ad? If that’s 
the case, let’s buttress this story 
with how many replies the women 
got in a state of undress as com- 


pared to other ads in which there 
were no “wimmen.” 

It seems that*just because we 
can’t measure, or it’s difficult to 
measure, is no reason why we} 
shouldn’t try to measure when we 
can. If so, anybody got any idea} 
what the score was in this case?) 

JoHN MASEK, 
Winter Park, Fla. 


Survey Proves Worth 
of Mail Card Series | 
To the Editor: Enclosed are a 
couple of sample cards which we | 
have been sending out for the | 
past two years every two weeks. 

They are calculatedly uncon- 
ventional, because we felt that the 
metropolitan area, where every- 
one is smothered with direct mail 
efforts, would require something 
decidedly off-beat. 

The purpose was not to sell 
merchandise directly, but rather 
to tell some 3,000 prospects the 
manufacturers whom we repre- 
sent as an agent in this area and 
to personally get our salesmen bet- 
ter known by these prospects. 

At the end of the year, we con- 
ducted a survey to determine 
whether or not our messages were 
getting through to the people to 
whom the cards were addressed. 

In answer to this survey, 313 
took the trouble to send in their 
cards asking that they continue to 
receive the mailings. 

Ninety requested that the mail- 
ings to them be stopped (this is 


4th in a Series on Chicago TV's Top Participation Programs 


“The STU 
ERWIN 


A morning favorite 
with Chicago viewers 


‘, r 


MAXIMUM 


Telecasting With 


From The 
HIGHEST TOWER 


“The Stu Erwin Show" is second only to WGN-TV's ‘My Little Margie" as the highest 
rated morning show on Chicago television available for participations. The show had 
an average quarter hour audience of 96,600 homes in ARB and 119,600 in Telepulse 
during the first quarter of this year. 


This is just one of many of the top buys in Chicago on WGN-TV. WGN-TV not only 
delivers leading audiences—but you can buy them at the lowest cost. 


For further information on Chicago's top participation programs, write to Mr. Ted 
Weber, WGN-TY Director of Sales, 441 N. Michigan Avenue, Chicago 11, Illinois. 


POWER 
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in a, — 


You could call Jerry Stebbins that because that’s where he's from and 
he's sure one of my best peddlers. We worked together back in Oklahoma 
before either one of as put on shoes and came to the City 

Reckon we might still have«been friends tho if the varmint hadn't 
married my secretary and took her away from it all. Poor gal, she must-a 
been over-awed by that Bachelor's Degree in Petroleum Engineering from 
Tulsa University he's got tattooed on his chest. His chief interests outside 
of busineas are Nomads and golf 

Don't get the idea that Jerry has a one-track mind as far as Fisher is 
concerned. He can be as happy as a rabbit in a lettuce patch telling how 
our other lines—like E.1.M. Valve Controls for example—will make your 


MALCOLM W. BLACK & CO., INC. 


your orders. 


MALCOLM W. BLACK & 


less than 3% and considered low 
for this type of calculatedly con- 
troversial campaign). Of these 90, 
some portion are individuals who 
just don’t want so much direct mail 
of any kind. 

One hundred thirty-five men 
took the trouble to comment; most 
comments were faverable, some 
were bluntly critical and 19 were 
helpful enough to be heeded in the 
future. One hundred four reported 
errors in names, titles and ad- 
dresses. .. 

Don Harold, nationally famous 
humorist and _ cartoonist, said, 
“These postcards crackle.” 

James Riordan, an executive of 
Worthington Pump & Machinery 
Corp., an important prospect for 
our products, phoned that “he had 
thrown away three or four of the 
earlier cards before he knew what 
they were. Then he got started 
reading them and looking for them, 
and would we please replace those 
first ones that he discarded so that 
he might have the complete set.” 
(For a customer that important, 
you can bet we dug up a full set.) 

We are now well into our sec- 
ond year and plan to continue 
them perhaps indefinitely; who 
knows? 

The “country boy” colloquial 
style is due to the fact that most 
of us in this organization are for- 
mer Oklahomans and are having 
a little trouble getting citified. 

MALCOLM BLACK, 

Malcolm W. Black & Co., New 

York. 


Challenges Figures in 
Oklahoma Market Picture 


To the Editor: Since its emer- 
gence as a major medium, some of 
the boys employed in tv have 
shown remarkable agility in jug- 
gling figures. “Umpteen” millions 
would no doubt view shows even 
at 4 a.m. and of course the sorriest 
show is always at least “super 
colossal.” 

But boy, when they throw the 
old 2+2=—4 formula out the win- 
dow they’ve gone too far. For Ex- 
hibit A, witness the KTVX ad on 
Page 54, ApvVERTISING AGE, May 7 
edition (“2+3=1"). 

This sacrilege against the school- 
boy’s introduction to math would 
be bad enough but they added two 
oranges and three apples and came 
up with a lemon. 

Almost any media and market- 
wise adman could tell them that 
Enid is Oklahoma’s third market. 
On the basis of sales figures from 
SM and the Oklahoma Tax Com- 


life easier and more abundant. 


You may be wondering after the mess of cards you've received telling 
about the Malcolm W_ Black outfit and the Grade A products it sella, At 
least | hope you are. If you ain't, the post office sure got to me for a lot 
of seataas 

| spent my papoose days in Indian Territory, Oklahoma. Dad never 
did make it clear why he started out in Scotland and ended up in Oklahoma 
By the proper mixture of snake oil, razzle-dazzle and plain hard work for 
the Oklahoma Gas & Electric and the University of Oklahoma—! bunceed 
them out of an E. E. sheepskin in 5 years. (Some guys may claim they 
did it in 4 years-but | was fhoro) 

Amazing as it may seem, Continental Of continued to prosper fou 
5 years with me as Chief Ifstrument Engineer, | peddied ee > oan" 
Mean on p bles cle) from Amar had to Memplus for 10 years for Manning, 
Maxwell & Mex we. Then Fisher Governor gave me the Big Break as then 
ag et Big City 

Been « 10 years now and my kids think Damyankee is 2 words 
I sure do want to thank you folks who buy the fine produc cts we sell for 


And | 
dolls that are building this business. 


\ 


OTS ie ae + - aa 


Call us sometime, 


41 EAST 42nd STREET, NEW YORK IT NY 
‘elephone VANOEEBNT 6.2900 


want to publiciy thank the grand bunch of guys and 
Gratefully, 


4) CAST Sind STREET MEW YORE 17 


Cco., INC. 


‘lephewe VANDERBUT 6.2060 


mission. And the Enid News & 
Eagle has the third largest news- 
paper circulation in the state ex- 
ceeded only by Oklahoma City and 
Tulsa. .. 
Kerrn K. CALDWELL, 
Burke, Kuipers & Mahoney 
Inc., Oklahoma City. 


Balloon Headline in Test 

To the Editor: Not long ago, a 
contributor to ADVERTISING AGE 
deplored the fact that use of bal- 
loon copy in display ads seems to 
have fallen by the wayside [Wal- 
ter O’Meara, April 2]. Thought 
you might like to see this recruit- 
ing ad (begun before ADVERTISING 
AGce’s writer lamented lack of bal- 
loon headlines). 

The client, Mason Shoe Mtg” 
Co., is currently testing several 


NOW! TRADE YOUR SPARE TIME 
FOR SPORTS EQUIPMENT! 


to 
take « vacation Her wa 
ta tomes that cash! Sienply tell i hee 4 

tives, folks where you work 


about Mason 5 Shoes. Si 
powerful Selling Outfit Mason 


sends 
you free. You'll get loads of orders for 


Te like! ay 4 Mason shoes is eusv 
= 195 dress — sport — work shoe 
styles. Exclusive Air-Cus bs ol inner-soles. New Syifiex wa- 
ter -sheddi F * Mason insulated boots, leather 
rtamen. All at amazing low 
200,000 pairs in amazing range of sizes, widths . 
your customers get enaet style. size, width they order. Mason 
«hoes are never vold in stores— people must buy from YOU' 
WE GIVE You powerful FREE Selling Outfit with 
everything you need to make that ex- 
tramoney! Take just 2 orders a day for one month and pocket 
$217.00 cash profit—enough t ‘0 buy that sports equipment you 
want, have cash to spare! Rush posteard for your FREE 
Money - making outfit. Get started now —TODAY! 


MASON SHOE MFG. CO., Dept. Chippewa Falls, Wisconsin 


small ads similar to this one, as a 
means of recruiting direct sales- 
men through an appeal to reader’s 
special interests and recreational 
leanings, rather than through con- 
ventional “make money” copy. 
Agency is Bozell & Jacobs, Chi- 
cago; Henry Flarsheim is account 
executive. 


riees! You draw 


Bos ENGEL, 
Bozell & Jacobs Inc., Chicago. 


Relates ‘Hairdresser's’ 
Experience with Coty Scent 

To the Editor: This is in answer 
to the item on Page 36 of your 
March 26 issue, headed: “Per- 
fumed Insert for Dial Wasn't 
Worth a Scent.” 

In March, 1953, I had the pleas- 
ure of selling Coty on scenting our 
book with one of their fragrances 
in all Emeraude. At that time Coty 
was selling the product called 
Fragrance shampoo, exclusively 
for us in beauty salons and for 
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retail, for the same outlets. 

We did two things: (1) we 
mixed our ink with the pure es-| 
sence, and (2) as per the enclosed 
sample which had been saturated, 
we scented a small blotter with 
the perfume, and had it inserted 
between the two-page spread. 

You will notice that within the 
vicinity of Pages 34 and 35, there | 
is a slight odor. | 

Preprinted issues were mailed 
to every beauty supply dealer in 
the country, and according to Mort 
Hirschfield, who was then in 
charge of Coty’s Beauty Salon Di- 
vision, the idea met with some 
success. Unfortunately, there were | 
a couple of extenuating reasons | 
for the failure of the item, but! 
having nothing to do with this 
specific ad. 

At trade shows, like Interna- 
tional Beauty Show, many shop 
owners commented on the ad to 
Coty’s representatives. 

Ezra KaARN, 

Eastern Representative, Amer- 

ican Hairdresser & Beauty 

Culture, New York. 


Cliche Expert Adds to 
Convention Promotion 

To the Editor: I was intrigued 
and amused by the article, “The 
Cliche Expert on National Con- 
ventions,” by Owen E. Lyons, 
which appeared on Page 71 of 
your May 14 issue. 

As program chairman for a na- 
tional convention of Protestant) 
Church-Owned Publishers Assn., 
I would like to include this article 
in one of the bulletins we will be 
sending out to our members—in 
the thought that poking a little 
fun at the usual convention bally- 
hoo might interest some of our 
people. 

May I have permission to re- 
print the article in this way? 

STANLEY W. HEATH, | 

Advertising Manager, The 

Westminister Press, Philadel- | 

phia. 


| 
Vredenburq's Trading Stamp | 
Fiqure Called Too High 
To the Editor: On Page 42 of | 
your May 14 issue you ran a story | 
on Harvey L. Vredenburg’s book | 
on trading stamps. While we} 
helped him compile his study, as | 
vou can see from our survey start-| 
ing on Page 24 of the enclosed | 
May issue, we disagree with his | 
$490.000.000 figure. We estimate it 
to be $212,000,000. We're afraid 
Mr. Vredenburg was misled by the | 
exaggerations of stamp operators. | 
We hope you'll find our study of) 
interest and value. 
Rosert S. LAVINE, 
Editor, Premium Practice, New 
York. 


Wants More of Wiseman 

To the Editor: The two articles 
by Mark Wiseman in the April 23 
and April 30 issues of ADVERTISING 
AGE were among the best contri- 
butions I have read recently on 
the subject of motivation research 
and creativeness in advertising 
copy. 

I hope you can get more articles 
by Mark Wiseman. 

Epcar Kosaxk, 
New York Office, Hickory Hill 
Broadcasting Co.,Thomson,Ga. 


He Missed the Columnists 

To the Editor: Re your issue of 
May 7, 1956— 

As a copywriter I appreciate ee! 
necessity for the market data is- 
sue... 

But—there’s just one thing that) 
makes your book stimulating, and | 
that’s the feature section. 

Where the HELL are the col-| 
umnists? 

GEOFFREY MARTINEAU, 
Leo Burnett Co., Chicago. | 
We love you for missing them. 


F 


= 


| They’re in every week except for 


|(and happily, paid) vacation. 


about four times a year, when the 
volume of special material makes 
it necessary to give them a short 


House Organ Reprints Woolf 
on ‘Learning a Little More’ 

To the Editor: May we have 
permission to reprint, in our house 
organ, “Agency Bulletin,” James 
D. Woolf’s “Concerning the Wis- 
dom of Learning ‘a Little More’ ”? 
These comments, which appeared | 
in your April 2, 1956 issue, would 
be of great interest to our field- 
men. With Mr. Woolf’s byline and 
your customary credit line, of 
course. 

CONSTANCE WATEROUS, 

Advertising and Publicity De- 
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Logistics Research, Inc. praises 
“Wife-Approved” Moving Service on 


GO000-mile EXHIBIT T yer 


“From Redondo Beach, Calif.,to Boston, 
Chicago and back, NAV L delivered our 
ALWAC III-E (electronic digital computer) 
display without a hitch—and on time!”’ says 
Hugh F. Tracey, Logistics Research, Inc. 
Here’s the new and better way to ship exhibit displays . 


the way that, in household moves, has won the approval 
of wives across the nation. Simply let North American 


Van Lines take your display where you want it . . . when 
you want it there! 
Door-to-door delivery . . . minimum crating . . . no 


Ask your NAVL agent for your 
free Exhibit Display Moving 
booklet, or write us, in core of 
Dept. AA. 586. 


unnecessary handling . . . your own personnel freed for 
sales work. Your display arrives safely . . . on time! Call 
your local North American Van Lines agent today! He’s 
listed under ‘‘Movers”’ in your phone book. 


partment, The Minnesota Mu- 


tual 


Paul. 


Life Insurance Co., St. 


NORTH AMERICAN VAN LINES, 


COPYRIGHT 1956, N.A.V.L. 


INC. 


All postmarks are actual reproductions. Post offices mentioned in the text really exist. 
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Just $1 per town per year buys a big-space Grit campaign 


To greatly Prosper (Minn., S.Dak., Tex.), the 
Sellers (Ala.) of consumer goods must approach 
every Prospect (Ala., Ky., N.Y., Ohio, Oreg., Pa., 
Tenn., Va.). 

And there's just one easy, economical way to 
reach all the Prospects, as well as prospects in 16,000 
other nonsuburban small towns throughout the 
nation. 

That's to advertise in Grit. 

Grit is unique. It's down to earth as a white- 
washed fence, practical as a teakettle, warmly 
regarded as a village corn roast. It is friend and 
counselor to some 3%4 million small-town people 
who depend on it to keep them up with the world. 
Every week, it gives them important news, rousing 
fiction, wholesome entertainment, and useful advice 
about everything from cooking and bringing up a 
family to repairing the roof. Grit is the only 


general publication with a checker problem in 
every issue. 

With all this, it’s no wonder that Grit delivers 
by far the greatest circulation concentration of all 
national publications in towns of 2500 and less 
(the exact figure is 58.54% 

And it’s no wonder that Grit really se/ls this 
hard-to-reach but eminently worth-while market. 
Twenty years of research documents this point toa 
fare-thee-well. 

So don't let gaps in places like Gap (Pa.) slow up 
your sales achievements. Hammer (S.Dak.) your 
story Home (Kans., Pa.) to 16,000 small towns in 
Grit. A consistent, large-space campaign is yours 
for as little as $1 per town per year! 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 


WORLD HEADQUARTERS: FT. WAYNE 1, IND. 
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ligan Inc., believed to be the 


plier and servicer of water soften- 


ment, recently conducted a moti-| 
vational research study to find out | 
why people use—or believe they) 
would like to use—soft water. 


main advantages of soft water to! 
be (1) in the laundry (“cleaner | 
and whiter washes’’), (2) in bath- | 
ing (“more pleasapt to use”) and 
(3) in benefits to skin and hands. 


Cer ISSHIP AWARDS 


“Admiral” SHEARS says 

Be a genius at ad illustration and 
eG save money too by using the 
Stivers 3000 spot Art Handbook 
Monthly awards for the best use 
of this idea treasure chest! Free 
Brochure to agencies and Nat 
Ad Dgrs. STIVERS stuDIio 


67 may * SAN PRANCISCO 5, Cater 


world’s largest manufacturer, sup- | 


| three for skin and hands. 
The study disclosed the three) 


Culligan Bases Ad Push for Water Softening | 
Equipment, Service on Motivational Studies 


NORTHBROOK, ILL., May 22—Cul-| There also were about 600 other 


reasons given by those quizzed. 
As a direct result of the study, 
the company’s national advertising 


ing and water conditioning equip- approach was changed. Culligan’s 


;agency, Alex T. Franz Inc., Chi- 
cago, produced nine ads—three for 
laundry, three for bathing and 
A con- 
sumer jury panel chose the best 
ad in each classification, and these 


three ads will be used exclusively 


| by Culligan this spring. 


® A substantial hike in its 1956 
advertising budget prompted Cul- 
ligan to hire C. C. Chapelle Co., 
Chicago, to conduct the study. In 
| 1955, Culligan invested $62,000 in 
| national consumer magazines 


j}and spent $112,000 in participa- 


tions in the “Home” show (NBC- 
TV) with its dealers. 

Last fali, Culligan and its deal- 
ers (more than 1,000) decided to 
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This service package makes 
YOUR TV DOLLARS COUNT 
FOR MORE ON CHANNEL 4 
... Buffalo 


When you’re buying time in Buffalo, buy the 
service package packed with powerful selling im- 
pact. Buy WBEN-TV! 


WBEN.-TV is the top television station of rich 
Western New York. On the air since 1948, WBEN- 
TV has the experience and performance record 
that guarantees perfect handling of commercial 
copy. Whether “live” or filmed, your promotional 
effort is in the hands of trained, tested experts— 
men who know the importance of proper product 


To the people of Western New York, WBEN-TV 
is the prestige station—the one they view most 
often, see best and to which they are most loyal. 


That’s a big package—and WBEN-TV delivers 


WB E N-TV BUFFALO + on 
ces BASIC 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, inc. 


You don't heave to buy it to try it 
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sort WATER SERVICE 
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Vou don't have to buy it te ty tT! 


SOFT WATER ERVICE 
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You don't have to buy it to try it! 


Culligan 


SOFT WATER 


POLL-WINNING ADS—These three ads were selected as ple use—or think they would like to use—soft 
|the best of nine by a consumer panel of 600 men water. Culligan will use these ads exclusively in its 
and women. The ads were prepared after a motiva- 
‘tional research study disclosed the reasons why peo- 


national magazine ad campaign in the spring. Three 
others will run in the fall. 


| drop tv in 1956 and invest $225,000, Another 20 questions were asked | ing, House Beautiful, House Beau- 


in magazines. The decision was 
|reached when it was discovered 
| that tv didn’t reach all of the deal- 
‘erships, many of which are in 
| small towns. 

In the motivation study, Chapel- 
le interviewed 820 persons—425 
‘soft water users and 395 non- 
users. Of the 425 users, 157 were 
men and 268 were women. The 
non-users consisted of 169 men| 
and 226 women. The study was 
conducted in Chicago and its sub- 
urbs and in Iowa. 

The users were asked 22 ques- 
tions, among which were: 
long have you had soft water 
facilities?” “What do you 
most about soft water?” “How did 
you find out about soft water?” 
“Who most influenced the deci- 
sion to get it?” “Who installed it?” 
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THE OLD LOOK—Prior to this year, 

Culligan Inc., Northbrook, IIL, 

ran this type of general ad for its 
soft water service. 


“How | 


like | 


i | they liked the most. 
||47.5% already were users.) 
The three winning ads only are | get a new hearing of his damage 

appearing this spring in maga-|suit against Philco Television 

zines. In the fall, three new ads—/| Broadcasting Corp. and two other 
two for laundry and one for bath- companies for televising a movie 
ing—will be run. Chapelle cur-|of his 1936 bout with Joe Louis 


of non-users. 

The users listed 643 reasons for 
liking soft water. The leading 
uses: Laundry, 144; bathing, 87. 
Reasons given included saving 
money on soaps (85) and better 
care of hands and skin (67). Non- 
users wrote 528 reasons they 
thought it would be nice to have 
| soft water. The principal uses giv- 
jen were laundry (218), bathing 
(98), shampoo hair (48) and dish 
washing (33). 


® The question about the advan- 
tages of soft water was of the un- 
|aided recall type. Interviewees 
wrote their answers without ben- 
efit of a check-off list. All the 
users in the study were Culligan 
customers, and most of the non- 
users were persons who lived next 
door to or near the users. 

Later, after the Franz agency 


centrating on the main reasons for 


|} women and 150 men—in the same 


rently is conducting consumer 
jury tests on seven new ads. 
Culligan’s schedule this year 


; | calls for insertions in Better Homes 


| & Gardens, Capper’s Farmer, Farm 
Journal, Good Housekeeping, Home 
Modernizing, House & Garden, 
House & Garden’s Book of Build- 


tiful’s Building Manual, Ladies’ 
Home Journal, Life, McCall’s, 
Newsweek, Parents’ Magazine, 
Successful Farming, Sunset Mag- 
azine, The Saturday Evening Post 


and Time. 


® About 92% of Culligan’s inde- 
pendent franchised dealers partic- 
ipate in the national ad program, 
paying a set amount per tank. Par- 
ticipation in the co-op program is 
voluntary. 

Culligan is planning to invest 
about $400,000 this year in all ad- 
vertising. The company does more 
national advertising than all of its 
200-odd competitors combined, 
Alex T. Franz, head of Culligan’s 
agency, told AA. 

For the fiscal year ending May 
1, Culligan had sales of more than 
$6,000,000. The entire Culligan or- 
ganization, including franchised 


had prepared nine new ads con-| dealers, grossed $65,000,000. 


using soft water, Chapelle ques-| Supreme Court Refuses to 
|tioned 600 different persons—450 | Review Ettore Ruling 


The U.S. Supreme Court has re- 


|areas. They were asked which ads| fused to review a lower court rul- 
(A total of|ing, thereby paving the way for 


former heavyweight Al Ettore to 


(AA, April 16). The ruling reject- 
ed an appeal by Philco that the 
litigation in its present status be 
reviewed. The case goes back to 
district court, Philadelphia, for re- 
trial, as had been ordered by the 
U. S. court of appeals, from which 
Philco appealed. 


We've Got Something to CROW About! 


P 


Our service was rated 
FASTEST IN THE 
NATION ... and placed 
second in ECONOMY ! 


™ 


r 
FILMACK is 
proud to be a 
winner twice in 
BILLBOARD'S 
Survey of TV 
Commercials ! 


CHICAGO, KL 
(323 S. WABASH 


“FILMACK STUDIOS = 
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Cocktield, Brown 
Head Sees Agency 


Mergers Continuing 


ToRONTO, May 22—Are there 
more mergers ahead for Canadian 
advertising agencies? 

One who suggests that there 
might be is Warren Brown, chair- 
man of the board of Cockfield, 
Brown & Co., Canada’s largest 
agency, and 1955 winner of the 
Assn. of Canadian Advertisers’ 
gold medal. This award is made 
annually to the man making the 
greatest contribution to advertis-| 
ing in Canada during the year. GERALDINE B. ZORABAUGH, secretary 

Mr. Brown, who makes his|and general counsel of ABC, New 
home in Montreal, told AA what York, has been named vp and spe- | 
he sees as the main influence af-|cial assistant to the president of 
fecting the advertising SRNRRONS | dhe network. Mrs. Zorabaugh is the 
during the next ten years. only woman vp in major network 

® “I believe that the need for! SrRSRORANG SN 
more research will have a physical | 
effect upon advertising agencies iliar with all phases of the opera- 
practicing in this country. It will tion, from marketing through pro- 
almost certainly mean increased duction and into the creative field. | 
overhead,” said Mr. Brown. 
“The result may be a widening | ® “With smaller appropriations to| 

of the cleavage between the large work with,” Mr. Brown said, “the 
agency and the small unit. Only Canadian agency has developed a 
agencies possessing an optimum of | high respect for the advertiser’s 
facilities and knowledge will be | dollar. With competition increas- 
capable of servicing the national | ing and the development of more 
advertisers selling in the mass effective measurements of results 
market. | 1 expect to see a further tightening 


“This may lead to mergers, par- 
ticularly among middle-size agen- 
cies. It will mean also further de- 
velopment of the small agency 
concentrating in the direction of 
servicing local accounts and those 
whose requirements by the nature 
of their business are relatively un- 
complicated.” 


® Mr. Brown added that the proc- 
ess of agencies merging is un- 
doubtedly being hastened by the 
so-called “invasion” 

by larger U.S. agencies. 

“I welcome this development as 
a challenge,” he said. “In the long 
run it is my conviction that the 
strong Canadian advertising agen- 
cy has nothing to fear from these 
newcomers. 

“After all, from the inception of 
the business in Canada, the Ca- 
nadian agency on a comparative 
market basis has had to accom- 
plish more for a smaller reward 
than its U.S. counterpart. This has 
resulted in the training and devel- 
opment of a very high percentage 
of agency personnel who are fam- 


of Canada| 


up in the machinery of advertising 
agency practice.” 

“In my opinion, the agency’s 
primary function will continue to 
be the creation of advertising 
| which induces people to buy. Basic 
to this, however, is a proper un- 


derstanding of the facts. And be-| 


fore you understand the facts you 


|have to get them, and that means 


research,” said Mr. Brown. 


_Owens-Corning Boosts Henno 

Eliane Henno, formerly an ad- 
ministrative assistant in the in- 
ternational division of Owens- 
'Corning Fiberglas Corp., has been 
appointed advertising and promo- 
tion manager of the division. She 
will continue as editor of “Fiber- 
|glas al Dia,” the company’s Span- 
| ish-language external house organ. 
‘Tobias Joins Stewart, Dougall 
| Robert A. Tobias, formerly vp 
and director of marketing, Amer- 
ican Type Founders, has joined 
Stewart, Dougall & Associates, New 
York management and marketing 
|consultant, as a vp. 


SCOTCHLITE 


REFLECTIVE SHEETING 


Hank's no mad hatter. His truck fleet sells day and night with 
messages of brilliant SCOTCHLITE Sheeting. They never hide in 
the dark. They're over 200 times as bright as white paint. Every 
set of headlights makes them a “spectacular”. Durable, easily- 
maintained SCOTCHLITE emblems give trucks a big edge in safety, 
too. Let emblems of SCOTCHLITE Sheeting put your message on 
the road —round the clock. For a free demonstration write Minnesota 
Mining & Mfg. Co., Dept. AA-5286, St. Paul 6, Minn. 


“SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 


song Ave 


nh 


Selling with 


SPORTS ILLUSTRATED 
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Take toiletries: 


Why is it that toiletries advertising looks so right in the pages of 
SPORTS ILLUSTRATED? 

In our modest opinion, it’s because SPORTS ILLUSTRATED fami- 
lies are, among other things, fastidious folks. You can tell from their 
incomes, the size and newness of their homes, the up-to-dateness of 
their wardrobes. 

SPORTS ILLUSTRATED is the natural meeting ground for people 
with good taste. It is the embodiment in a magazine of the whole 
national swing toward the casual life. Clothes . . . housing . . . auto 
styling . . . virtually every industry is feeling this pull toward today’s 
fuller, more varied living. 

In the pages of SPORTS ILLUSTRATED, these industries reach the 
people who are spearheading this trend. The SPORTS ILLUSTRATED 
families are the active leaders who eventually convert a whole coun- 
try to new tastes—whether in convertibles or in men’s cologne. 


SPORTS 


ILLUSTRATED ; 
MORE THAN 600,000 FAMILIES WHO LEAD THE FULL LIFE 
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8oPrr TO TELL YOU 


SAKE? PAPER 


#2 a 


with Ainmen pictures 


SPLURGE—Five consecutive full-color pages featuring Bob Hope and his family pro- 
vide a Father’s Day push for Ansco cameras, McGregor sportswear, Admiral portable 


Nicholls Joins Stanley 

William D. Nicholls, formerly on 
the Detroit sales staff of Fleet 
Owner, has joined Stanley Pub- 
lications, Chicago, as central man- 
ager. He will be in charge of ad- 
vertising sales out of Detroit. 
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Marie does t 
FASTER... 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in en 
multigraphed letters, 
planographing. 
. _ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller am 


431 S. Dearborn Street, Chicago 
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Advertisers See Multi-Page 
Multi-Product Ads as New Trend 


(Continued from Page 2) 
mate’s ad won’t clash with his ad 
and (3) association in a combined 
ad with several well-known trade 
names spreads a prestige through- 
out the ad that each participant 
enjoys. 

On the other hand, one adman 
points out, putting over a common 
theme almost invariably involves 
a tremendous amount of space for 
graphic material and consequently 
little space for each advertiser to 
make his print pitch. In addition, 
the product picture in a combined 
ad is almost always smaller than it 
would be if it were on a page by 
itself. 


Jerry 


Paper Corporation, 


pick up the phone 


, Jerry McAlevey, Production Man- 
ager at Anderson & Cairns, has a history 
of getting things done in a hurry. Jerry 
won his degree at the University of Miami 
in three years, rose to his present job at 
A&C in four. (And they say a Production 
Department is a place where you get older | 
but never get ahead !) Even when you con- 
sider he’s Irish and a former boatswain’s 
mate in the Navy, Jerry McAlevey’s rec- | 
ord is outstanding. So are the color plates 
he’s been getting for clients like Eaton 


The Dobeckmun Company and Associated 
Bulb Growers of Holland. If you'd like to 
know more about us at Anderson & Cairns 
and what we can do for your advertising, 


McAlevey. The number is MU 8-5800. 


International Silk, 


and ask for Jerry 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


120 East 59th Street « New York 22, N.Y. 


Still another point is that the 
common theme restricts the nature 
of any one advertiser’s pitch. For 
example, if the theme is, as it fre- 
quently must be, a social setting, 
this prohibits promotion of tech- 
nical advantages. 

Taking a lead for the affirmative 
is Grey Advertising, an enthusias- 
tic supporter. Heralding joint ad- 
vertising as one of the best ways 
to get the most out of the advertis- 
ing dollar, Grey says that the tie- 
in trend, which is “only a trickle 
today, may well be a current to- 
morrow.” 


® According to Grey, advertisers 
are discovering what retailers have 
long known: There is greater sell- 
ing impact in promoting go-togeth- 
er merchandise. The items don’t 
need to be complementary products 
like pancakes and syrup or turkeys 
and stuffing, the agency points 
out. 

If products obviously are re- 
lated to a common theme—Christ- 
mas, Valentine’s Day, vacation, 
graduation—even goods with no 
apparent relation to each other can 
be effectively promoted with a tie- 
in theme. 

Then too, the agency points out, 
“it doesn’t take a mathematician to 
figure the degree of impact created 
by a succession of pages all beating 
the same drum, as against the ef- 
fect of the individual ads, if run 
independently of one another.” 


s The multi-page ad, however, can 
be a double-edged sword, Grey 
warns: If the advertising is less 
than superlative, five bad pages 
can be five times worse than one. 

Grey’s rules for effective tie-in 
advertising require skill and care 
in (1) selecting comparable prod- 
ucts, (2) finding their common 
ground, (3) determining each ad- 
vertiser’s share, (4) selling the en- 
tire unified promotion to each ad- 
vertiser and agency involved, (5) 
agreeing on media and (6) co- 
ordinating point of sale material 
to present the retailer with a re- 


lated program, not a hodge-podge | & 


of material. 


® One tie-in ad Grey currently has 


in the works is a b&w spread slated 
for The Saturday Evening Post 
June 16. It will present Emerson 
air conditioners and Van Heusen 
shirts as “the world’s two smart- 
est ways to keep cool.” Grey Ad- 
vertising has both accounts. 
These two advertisers both hap- 
pen to be extensive users of the 
merchandising possibilities of tie- 
ins. National sales contests have 
featured both co-sponsors’ prod- 
ucts as prizes; reciprocal displays 
have been set up in air condition- 
ing and shirt departments and in 
window and counter displays. This 
has even been carried to recipro- 


cal inclusions in radio commercials 


and mailings. 

Lester Krugman, marketing vp 
of Emerson Radio & Phonograph 
Corp., comments: “The average 
consumer, always interested in his 
own comfort, can easily accept the 
visual concept of a marriage be- 
tween these two products, each of 
which offers the promise of im- 
proved personal comfort.” 

Such a combination, however, 
Mr. Krugman warns, must not be 
forced in any way, and care must 
be taken that neither product is 
submerged in the tie-in. As for the 
trend, he believes it “can continue 
to grow up to a point; then it will 
die of misuse and over-use. Too 
many tie-ins will detract from its 
freshness. Perhaps it could go on 
indefinitely if agencies and adver- 
tisers would be extremely selective 
—but probably in several years we 
shall see its demise,” he prophesies. 


s A similar view is expressed by 
Van Heusen on the other side of 
the promotion. Robert Mohr, ad 
and sales director for Phillips- 
Jones Corp., maker of Van Heusen 
shirts, predicts that the tie-in idea 
“has about reached its peak, and by 
the end of 1956 it will start to slide 
off. After this year, too many man- 
ufacturers will start to follow suit; 
then we’ll have to find something 
fresh and new.” 

Deploring the abuse of related- 
items advertising, Mr. Mohr says, 
“I’ve seen some ridiculous tie-ins, 
with no rhyme or reason. However, 
when you find an inter-related 
setup that makes sense, tie-in 
promotion is an excellent medium. 
Our tie-in with Emerson air con- 


with the Sketch Kooler Family 


radios, Evinrude outboard motors and Skotch Koolers. The ad will appear in the June 
12 Look. Grey Advertising, McGregor’s agency, is handling the tie-in. 


ditioners, for example, is a nat- 
ural.” 

Mr. Mohr also favors the tie-in 
ad as a good means to achieving 
good position in today’s crowded 
magazines. “By sharing a spread 
with another advertiser, you can 
be sure that your page-mate will 
be complementary, not in opposi- 
tion to your own ad.” 


® Another combined ad coming up 
soon is a five-page color unit 
scheduled for the June 12 Look, 
making a pitch for Father’s Day, 
June 17. Theme of the ad is a “Pic- 
nic for Pop,” featuring Bob Hope 
and his family. Participating ad- 
vertisers are Ansco cameras and 
film (Benton & Bowles), McGregor 
sportswear (Grey Advertising), 
Admiral portable radios (Russel 
M. Seeds Co., Chicago), Evinrude 
outboard motors (Cramer-Krasselt 
Co., Milwaukee) and Skotch Kool- 
er picnic equipment (Leber & Katz, 
New York). 


® Winthrop Davenport, Ansco’s ad 
manager, likes the “Picnic for Pop” 
promotion because “it’s well- 
timed, has a lively, attention-get- 
ting personality and allows dealers 
to push cameras and film for both 
picnics and Father’s Day—with 


American Metal Market 


- carries more advertising 


onthly 


than any other daily, weekly or ™ 
Publication in the metal-working field 


ASK US WHY! 
18 Cliff St., New York City 38 
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Look! Only 27 minutes for the Bendix Duomatic to wash and dry these McGregor jackets with 
Princeton nylon fleece linings! Detergent? Dash, of course, for besi Cleaning! 


Peer Sr on pet the heat on with mM‘ GREGOR 


Tore cod een jell ANI JON Anti-Freeze Facet nnene BENDIX %vomaric 


ner Dryer ab nme 


COOL THEME—Impending winter will be the tie-in angle for participants in this five wear (Grey Advertising) ; Bendix Duomatic washers (MacManus, John & Adams), and 
consecutive page ad in the Oct. 21 Life. Joined in the promotion are DuPont’s “Ze- Procter & Gamble’s Dash soap (Compton Advertising). This is the second tie-in for 
rone,” “Zerex” and nylon (Batten, Barton, Durstine & Osborn); McGregor sports- McGregor sportswear. 

special opportunity to run local|manager, Admiral Corp., mea | product names before the consum-| tion is not a natural one. Life, featuring June Allyson and 


picture contests throughout the 
summer, using the same point of 
sale material.” 


s And from the agency point of 
view, Wyatt Hicks, of Benton & 
Bowles, account executive for the 
Ansco division of General Aniline 
& Film Corp., says, “In this. . .pro- 
motion ail of the advertised prod- 
ucts go along with another. Here 
the tie-in theme makes sense and 
shapes a strong story...With five 
consecutive pages on the same 
theme, with a sane story line, we’re 
going to have a lot more readership 
than having five completely di- 
vorced products.” 

The important thing, Mr. Hicks 
points out, is that the products 
must hang logically together, and 
artificial themes must be avoided 
at all cost. 

Two other important angles are 
noted by Myron Piker, vp and di- 
rector of advertising and sales 
promotion for Hamilton Metal 
Products Co., maker of the Skotch 
Kooler line, another participant in 
the tie-in ad. Mr. Piker, who be- 
lieves tie-in ads “have an unlim- 
ited future,” cites the importance 
of having the tied-in products 
basically related both in use and in 
channels of distribution. 


® “All these items are used out-of- 
doors during one season, and all 
are strong department store items,” 
Mr. Piker explains. “This tie-in is 
a classic, and it’s not too often that 
such a fine blend of products is 
achieved.” 

“Another point in its favor,” Mr. 
Piker points out, is: “When thou- 
sands of products are competing, 
five items joined together have a 
much better chance than one lone 
product to gain window and coun- 
ter display space in the store.” 

He also foresees almost no limit 
to the tie-in possibilities. “As an 
example,” he says, “take a big tv 
production, which is too expensive 
tor one company to sustain—com- 
plementary co-sponsors could do 
selling for each other, and the 
products could be promoted on 
each program. With space and time 
so expensive, and with entire in- 
dustries competing with each other 
for the consumer’s dollar, pooled 
advertising is only natural.” 


® Another enthusiast for tie-in ad- 
vertising is Albert L. Morse, adver- 
tising director of David D. Doniger 
& Co., maker of McGregor sports- 
wear. “We're using the tie-ins be- 
cause this is an ingenious way of 
getting more mileage out of the 
dollar. Five consecutive pages and 
on all five pages is pictured Mc- 
Gregor sportswear!” 

“In fact,” says Mr. Morse, “we 
feel so strongly about the value of 
the tie-ins that we'll be running 
a repeat in the Oct. 21 Life, with 
Procter & Gamble, Bendix division 
of Avco Mfg. Co. and the Zerone- 
Zerex and textiles divisions of 
DuPont.” 

John Ottman, sales promotion 


of the cooperating advertisers,|er in the tied-in ad. But he too Dick Powell and their family ina 
makes the point that Admiral en-| notes that the tie-in idea in itself}® Another tie-in ad due out soon “Budget Vacation, U.S.A.” theme. 
joys being cast with other top| is not worth much if the combina-|is a double spread in the June 4 Riding this vehicle are Samsonite 


Marron Kendrick, President of Schlage Lock Co., tells how 


“I locked up 565 guests!”’ 


“Building the luxurious Fontainbleau Hotel in Florida was service gave us valuable added production time . . . End of 
tightly scheduled — with 565 guests due at the opening! story: the locks were in before the first guest! 

“Our problems were to create a special lock design, obtain “Delivering anywhere in the country in a few hours, Air 
model approvals, and install the locks before the great day. Express is like having a factory in every state. We can bid 
But could our San Francisco plant compete with other firms successfully against avy competition, no matter how local it is. 
many hundreds of miles nearer the construction site? That's because Air Express, in daily use, has never failed us! 

“Yes — thanks to Air Express! Yet, sending most of these shipments Air Express costs surpris- 

“The designs, the models, and the last-minute changes ingly little. For instance, 10 pounds, San Francisco to Miami, 
were all flown Air Express for customer O.K. Air Express with overnight delivery, costs only $9.54 door to door!” 


___ & AlirExpress one 


GETS THERE FIRST via US. Scheduled Airlines 
CALL AIR EXPRE division of RAILWAY FX PEeres A Fn 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


Once in a while we find it neces- 
sary to take a trip on the streetcar. 
And when we do, our good luck de- 
serts us entirely. Item: a charming, 
petite miss gets on at the next stop. 
Does she sit next to us? She does 


not. What do we get? Hah! A char- 
acter moving his garden tools by 
public carrier, with the business end 
of a rake in our chin if nothing worse. 
ne 

The amazing growth in popularity 
in the last decade of tuna and its 
relatives—albacore and bonito — is 
the modern miracle of the fish busi- 
ness. Salmon, long the undisputed 
champ, now has a husky twin broth- 
er on the grocery shelf. Tuna’s rise 
in popularity from the day when it 
was horse mackerel and unsalable, 
to the present, when it can be ob- 
tained in a number of tasty forms 
from flake to chunk, is a tribute to 
untiring promotion and advertising. 
A packer who thought of one more 
way to put it up consulted Bur- 
goyne, arranged for panel tests in 
Canton, Roanoke and South Bend. 
The tests indicated that there wasn’t 
enough difference, at least in the 
customers’ minds, between the new 
form and established varieties to 
justify a separate pack. Facts at a 
minimum of cost. That’s us. 


en aie 


One staple item in almost any 
bathroom is dusting powder, after- 
the-bath powder, or as it was once 
called, talcum. A few fastidious folk 
want a special fragrance and are 
willing to pay for it, but most sales 
of this item go to the big box with 
the passable odor, if any. One man- 
ufacturer decided to try to establish 
more brand identification than usual, 
and signed Burgoyne to make a con- 
tinuing market study in Toledo, 
South Bend and Rockford to find 
out where he stood in sales and in- 
ventory in relation to competing 
products. At the same time he 
launched special promotion on a 
modest budget, together with ad- 
vertising support. Sales of his prod- 
uct show a steady rise, and he is a 
confirmed Burgoyne booster. How 
about you getting on the bandwagon? 


le 


Wherever your vacation takes you — there's always Beautyrest! 


luggage (Grey Advertising), Grey- 
hound buses (Beaumont & Hoh- 
man), Simmons mattresses (Young 
& Rubicam) and Motorola portable | 
radios (Leo Burnett Co.). 

The theme promotes a new, 
Columbia film, “You Can’t Run 
Away From It,” starring June Ally- 
son and directed and produced by 
Dick Powell. The picture is a re- 
make of the 1934 film “It Hap- 
pened One Night”—which is a 
major reason why Greyhound was 
so glad to get in on this tie-in ad. 


Greyhound’s advertising and pr| 
director, “It Happened One Night” 
was one of the nicest things that 
ever happened to Greyhound since 
it was all about a Greyhound bus 
and its passengers. 

Aside from Greyhound’s nostal- 
gic affection for the re-made film, 
Mr. Jones says he’s very enthusias- 
tic about the whole combined ad- 
vertising idea anyway and hopes 
the present ad will be the begin- 
ning of a tie-in policy for Grey- 
hound. He feels that the spread 
Greyhound shares with Samsonite 
gives double impact for Grey- 
hound, noting that the bus appears 
on both pages. 


® Motorola is similarly happy 
about the ad, since its portable ra- 
dios likewise appear on two pages. 
David H. Kutner, merchandising 
manager of Motorola Inc., calls its 
participation in this tie-in the key- 
stone of a summer ad plan the 
company is launching for its new 
portable radio line. Other print 
media to carry this campaign for 
Motorola are Esquire, Look, Seven- 
teen and Sports Illustrated. 
Speaking for Simmons Co., 
another participant in the June 4 
Life tie-in, John W. Hubbell, Sim- 
mons ad manager, says he feels 


According to Edgar A. Jones,|tising is a 


Wherever you take your vacation ..take your Motorola Portabhe 


MOTOROLA 


| 
“it in no way takes the place of a| Seagram Sets Summer Drive _ bers’ 
for Golden Gin Drinks 


Seagram-Distillers Co. New 


continuity campaign. 
“For example,” he points out, 


2 


POOLED ADVERTISING—Under the theme, “Budget Vacation U.S.A.,” Advertising, this joint promotion stars the Dick Powell family and 
four unrelated products find a common denominator enabling them brings together such diverse products as Greyhound buses, Motorola 
to share this four-page ad in the June 4 Life. Coordinated by Grey radios, Simmons mattresses and Samsonite Streamlite Luggage. 


“we're running about 40 pages in 


| Life this year, but only one page 
will be tied in with other mer-| 
chandise. At present, we are not 


planning any further tie-ins, but 


we undoubtedly will 
more.” 


s John E. Clark, Young & Rubi- 
cam account executive for Sim- 
mons Co., believes pooled adver- 
“wonderful way to 
round out a company’s over-all 
promotion plan,” provided the 
combination of products makes | 
sense. 

“If you take allied products, | 


tresses, 


then it’s a waste of time,” Mr. 
Clark maintained. 

“Pooled advertising, however, is 
only a plus—beneficial but not 
primary,” he pointed out. “The 


individual enterprises must still | 


continue to wave their own flags.” 


Spier Takes Over All 
Doubleday Advertising 

Franklin Spier Inc., 
will handle the advertising for all 
of Doubleday & Co.’s original and 
reprint publishing divisions under 
a new consolidated advertising 
program. Spier formerly handled 
Doubleday’s Trade Book division 
including the Junior Book, Crime 
Club and Anchor Book imprints 
and is now adding Hanover House, 
Garden City Books and Image 
Books. 


Patrick Curran Elected VP 


Patrick F. Curran, advertising 


pooled advertising offers tremen- 
dous “special event” promotional 
possibilities. He calls this vacation- | 
time ad “an excellent off-beat de-| 
vice to achieve certain things, such 
as collateral tie-ins. But,” he adds, 


i es $4 " 


manager since 1939 of Church & 


| Dwight Co., manufacturer of Arm 


& Hammer and Cow baking sodas, 


advertising. 
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ae AIR CONDITIONERS 


FIRST WATIOMAL BANK BLDG., CINCINNATI 2, OHIO 


THE WORLD'S Two SMARTEST WAYS TO KEEP COOL 


“ 
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COOL COmMBO—According to this b&w combined ad spread slated 
for the June 16 Saturday Evening Post, Emerson air conditioners 
and Van Heusen sheer shirts are “the world’s two smartest ways to 
keep cool.” Grey Advertising handles both accounts. 


Milan 


do some 


motels and restaurants, | © 
you have a good traveling idea. But | 
\if the combination is strained— | 
like pickles and lightning rods— | 


New York, 


has been elected vp in charge of | 


The best vacations hagio with Samsonite Laggage 


we A 
we Ca) oe cee Fees Rete 
Take a tip from the Dick Powells! 
Vacation by Aur-Conditioned Scenicruiser 


@nevwound 


York, plans a newspaper and mag- | 
azine campaign for June, July and 
| August to promote its Golden gin. 
Three gin drinks for hot weather 
will be featured—gin and tonic, 
gin rickey and Tom Collins. Open- 
ing full-color ads will appear in 
the July Esquire, the July 2 Life Wernicke Co., 
and the June 18 Newsweek. 

A newspaper schedule, 
weekly basis, is planned for 112 
| newspapers in 107 markets. Roy 
|S. Durstine Inc. is the agency. 


Publishes Artists Directory 
The Artists Guild of Chicago, 


such as Simmons Beautyrest mat-| 162 E. Ohio St., has published its 
‘1956 Directory” which lists mem- 


addresses and 
classification. 


Bruce Joins Globe-Wernicke 


Cincinnati. 


specialties 
with a cross reference index by 


Roy C. Bruce, formerly adver- 
tising and sales manager of Nor- 
quist Products, Jamestown, N. Y., 
has been appointed advertising and 
sales promotion manager of Globe- 


on a 


LOS ANGELES HAL! 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 

this unequalled Baseball Hall of Fame trio 

was a once-in-a-lifetime combination. 

But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 

is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 

be handled efficiently . . . speedily. One contact, 
one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in color work and process color 
plates. Write or call us on your next 


graphic arts job . . WHitehall 4-2300 


a it h 0 rn CORPORATION 


AD-SETTING 
+ Dearborn St., Chicago 10, Illinois | enanavine 
PRINTING 


‘ 


SIMPSON-REILLY, LTD. 
Publishers Repereretiors 


BLDG. 
SAN FRANCISCO CENTRAL TOWER 
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Martin Lipscomb 


PANEL STRATEGY—The opening panel of the Chicago Tribune’s seventh annual forum 
on distribution and advertising was made up of C. Virgil Martin, vp and general 
manager, Carson Pirie Scott & Co.; Charles T. Lipscomb Jr., president of J. B. Wil- 
liams Co.; Edward C. Von Tress, vp of Curtis Publishing Co.; Arno H. Johnson, vp 
and director of research, J. Walter Thompson Co., who was panel moderator; William 


ns FY Se See 


Von Tress Johnson 


Distribution ‘Revolution’ Incites __ 
Fracas at ‘Chicago Tribune Forum 


(Continued from Page 1) 
sales division, Jewel Tea Co.; J. S. 
Pettersen, director of merchandis- 
ing, advertising, sales promotion 
and dealer programs, Norge divi- 
sion, Borg-Warner Corp.; Philip 
Salisbury, editor and publisher of 
Sales Management, and E. B. 
Weiss, director of merchandising, 
Doyle Dane Bernbach Inc., 

Mr. Weiss kicked off the session 
by asking Mr. Braden why auto 
manufacturers are opposed to 
new cars being sold by used car 
dealers. Mr. Weiss pointed out 
that 1,000,000 new cars were sold 
last year on used car lots. 

“When we know all the factors 
that cause the consumer to select 


a source where he wants to buy| 


we will know what to do with the 
automobile business,” Mr. Braden 
said. | 


s Mr. Pettersen asked Mr. Leahy | 
what mark-ups Sears realizes on} 
the hard goods it sells. (The ques-| 
tion was never answered although 
it was asked several times by 


Mr. Pettersen and Mr. Weiss.) 

Mr. Leahy said Sears has a sin-| 
cere interest in the mass distrib- 
ution of quality goods at a fair 
price. Sears has a policy of seeing 
that manufacturers also make 
money, and has an undeserved) 
reputation for “screwing down” on | 
manufacturers’ profits, he said. 
The savings Sears makes in man- 
ufacturing are passed along to the 
consumer, he said. 

Mr. Salisbury asked Mr. Weiss | 
to comment on his prediction that| 
field salesmen would become near- | 
ly extinct in the future. Mr. Weiss 
said he had forecast seven years 
ago that personal selling was a 
declining trend. This trend is con- 
tinuing, he said. 

“The so-called salesmen in the 
food field no longer have a selling 
function, and the same goes for 
the drug and other fields,” Mr. 
Weiss said. “About $7 billion are 
being invested in national adver- 
tising to pre-sell goods, and it 
would be a sad commentary for 
advertising if we needed as many 
salesmen today as in the past.” 

Sears takes a pride in its retail 
selling force, but most of the buy- 
ing done in Sears is in spite of the 
sales people, Mr. Weiss added. 

Mr. Leahy asked Mr. Miller how 
Jewel can get into trading stamps 
and premiums and still keep food 
prices at low levels. Mr. Miller said 
Jewel makes 2%¢ profit on the 
dollar, which he figured to be 
enough. 


s Mr. Weiss trained his guns on 
the Sears mark-up and the lack of 
selling by Sears employes. He 
charged that Sears’ sales last year 
hit $1% billion despite the fact 
that Sears clerks spend only 25% 
of their time in personal selling. 
Mr. Leahy said Sears is in busi- 
ness to make money, that mark 
ups are normal, and customers ap- 


| tric has set the pace, he added, and 


| retailers of appliances also must be 


parently are happy with the mark- 


up. He pointed out that Sears has) 
studied the activities of its selling 
force and found that clerks are as | 
efficient salesmen today as in the | 
past. 

In commenting on major changes 
in distribution, Mr. Weiss said 
there are lower margins in retail-| 
ing. Sears, however, has doubled| 
its mark-up over the years, he 
said. Mr. Weiss said he was unable 
to see any reason why companies 
should get a 30% to 40% mark-up 
on goods that are pre-sold by ad- 
vertising. 

Sears today must be competitive 
with all competitors, Mr. Leahy 
said. The big change in this field, 
he said, is low price retailing by | 


“discount houses.” He said Sears | 
expected the “discount boys” to) 
fold up, but they are still around. 
Customers want values and prices, 


he said. 


= Mr. Pettersen said appliance 
manufacturers must price their 
products realistically and must 
conduct a more efficient operation 
in order to survive. General Elec- 


the other appliance manufacturers | 
are “running to catch up.” The 
profit margins of distributors and 


reduced, he said. 

Mr. Weiss said the term “dis- 
count house” bothered him. About 
80% of the car dealers and a ma- 
jority of appliance dealers con- 
duct discount operations, he said.) 
“Discount houses” do only a small 
fraction of the over-all business 
and yet receive all the blame, he 
said. 


= In the appliance and car fields, 
someone must sell to someone else, 
Mr. Pettersen maintained. “The 
public still wants to be romanced 
and loved,” he said. 

Mr. Leahy said he agreed with 
Mr. Pettersen and the “one by one” 
principle advocated by Sol Polk. 
The selling profession will con- 
tinue as long as new products are 
being developed, he said. He ad- 
mitted that Sears has some self- 
service booths but pointed out that 
the booths are stocked with small 
items, and were established to 
provide very quick service to cus- 
tomers during rush hours. 

Some housewives have resented 
self-service in meat departments 
because “they love their butchers,” 
Mr. Miller said. He predicted, how- 
ever, that almost all meat depart- 
ments will become self-service in 
the future. 


= Mr. Laird queried Mr. Braden 
about sharp dealing and phony ad- 
vertising practices in the car deal- 
er field, why the situation prevails 
and what can be done about it. 

Mr. Braden explained that be- 
cause the average car dealer fills 
two jobs—that of selling new cars 
and servicing cars, and buying 
used cars—the dealers have had 
to match wits with persons selling 
used cars. 


Hart Ludgin 


Many dealers have used “price- 
packing” practices in order to give 
customers what they asked for 
their old cars and still make a| 
profit on the new cars, he said. 
There has been a drastic cleanup 
of car advertising in the East and 
many in the industry hope this 
will continue; some ads by dealers 
were so phony and rank that the 
public refused to investigate the 
goods, Mr. Braden said. 

He admitted that much of the 
car manufacturers’ profits comes 
from accessories, and that some 
new cars are sold to dealers at a 
loss. Many dealers now figure the 
cost of buying a new car from the 
factory and start “matching wits” 
with customers with that figure 
in mind, he added. 


# In an orderly session on “Cre- 
ativity in Communications,” the 
third panel, moderated by Robert 
E. Kenyon Jr., publisher of Print- 
ers’ Ink, managed to find general 
agreement on these points: That 
genuinely creative advertising 
people are very hard to find; that 
creativity is equally hard to de- 
fine; that advertising today is 
more “believable” than 10 years 
ago (but also that it has to be), 
and that the technical squabble 
over whether ads should empha-| 
size product benefits or brand im-| 
age is no real issue, but a both/and| 
proposition. 

Besides Mr. Kenyon, the panel 
included James R. Adams, board 
chairman, MacManus, John & Ad- 
ams; Andrew F. H. Armstrong, vp 
of Leo Burnett Co.; William Bern- 
bach, president of Doyle Dane 
Bernbach; Melvin Brorby, vp of 
Needham, Louis & Brorby; Edwin 


| W. Ebel, vp, General Foods Corp.; 


J. Ward Maurer, vp of Wildroot 
Co.; G. Herbert True, asst. profes- 
sor of marketing, Notre Dame, and 
Kenneth J. Ward, vp, J. Walter 
Thompson Co. 


® On how to attract more creative 
talent there were a couple of sug- 
gestions. Mr. Brorby urged open- 
ing doors wider to people in other 
fields, such as insurance, mer- 
chandising, etc. And Mr. Bernbach 
suggested making agencies attrac- 
tive to youngsters. 

“Our mail room is three-quar- 
ters composed of young people, 
with designs on account work, 
copy or art,” he explained. “They 
get a day per week off to work in 
the department they’ll eventually 
be in. 

“It plays havoc with the mail— 
we spend all day reading each oth- 
er’s letters,” he conceded. “But it’s 
worth it.” 

At this point Mr. True burst out: 
“You're not getting the best peo- 
ple! Don’t think you are! GE and 
International Harvester are get- 
ting ’em, and they’re not putting 
‘em in the mail room, either. 

“Maybe you don’t want the 
brightest kids,” he added. “But 
don’t think you're getting ’em!” 


= Mr. Adams quickly countered 
that “there’s something about cre- 
ative people that doesn’t fit them 
for work in general institutions.” 
Creative people aren’t geniuses, he 
said, but they’re many-faceted peo- 


Bodfish 


Ward 


ple of broad interests and they’re 
rarely found. He doubted that it 
would be profitable for agencies 
to compete with big industry in 
mass recruiting. 

Mr. Armstrong seconded him 
with a remark that college re- 
|cruiting is not a guaranteed solu- 
tion. 

One reason for the call for more 
creativity, it was generally agreed, 
is the mass audience’s greater 
sophistication about advertising. 
|As Mr. Ward put it: “You have to 
| sell them more intelligently than 
ever before; you can’t ‘con’ them 
very much any more.” 


s Mr. Bernbach urged further that 
the modern “intelligent sell’ must 
also be a fast sell—because of the 
great increase in claims on peo- 
ple’s attention. As successful ex- 
amples he cited recent advertising 
for Jell-O, Morton’s salt and Marl- 
boro cigarets. 

And according to Mr. Brorby the 
need is being met. Advertising to- 
day is not only “friendlier” and 
“fresher” than 10 years ago, hut 
also more believable, he said. 

In this context, the so-called 
“Ogilvy school” of attention-claim- 
ing ads got a pretty clean bill of 
health from the panel. To a ques- 
tion as to whether this kind of ad- 
vertising sells, Mr. Adams replied. 

“Of course it sells. It must sell. 
You don’t just make interesting 
ads for the hell of it.” 


es At the panel on “Change in 
Consumers,” Arno H. Johnson, vp 
and director of research, J. Walter 
Thompson Co., said Americans 
must increase their rate of con- 
sumption of goods and services by 
50% within the next ten years in 
order to keep up with the country’s 
expanding productive ability. 

Members of his panel were Earle 
Ludgin, board chairman of Earle 
Ludgin & Co.; William A. Hart, 
president of Advertising Research 
Foundation; Morton Bodfish, board 
chairman and president of First 
Federal Savings & Loan Assn. of 
Chicago; Charles T. Lipscomb Jr., 
president of J. B. Williams Co.; C. 
Virgil Martin, vp and general man- 
ager of Carson Pirie Scott & Co., 
and Edward C. Von Tress, vp and 
executive director of advertising, 
Curtis Publishing Co. 


AGA Spends 23¢ of Assn. 
Dollar for Advertising 

The American Gas Assn., in its 
annual report for 1955, shows that 
of each dollar spent by the associ- 
ation, 23¢ went for ads, another 
18¢ for other promotion. Adver- 
tising in national magazines and 
journals totaled $921,962 for the 
year; promotion expenses were 
$482,431. Both figures are exclu- 
sive of administration expense. 
Research expenses were 30¢ of 
each dollar. 


Price Joins G. M. Bastord 

George F. Price, formerly pro- 
motion manager of Management 
Magazines Inc., and before that 
with Prentice-Hall as a copy- 
writer, has joined G. M. Basford 
Co., New York, as an assistant 
account executive. 


Bernbach 


133 


Kenyon 


A. Hart, president of Advertising Research Foundation; Earle Ludgin, board chair- 
man of Earle Ludgin & Co., and Morton Bodfish, president and board chairman, First 
Federal Savings & Loan Assn. of Chicago. Other members of the third panel are 
Kenneth J. Ward, vp, J. Walter Thompson Co.; William Bernbach, president, Doyle 
Dane Bernbach Inc., and Robert E. Kenyon, Printers’ Ink, panel moderator. 


G. LeRoy Kemp, Ad 
Research Leader, 
Is Dead at 56 


ROcHEsTEeR, N. Y., May 22—G. 
LeRoy Kemp, 56, founder and di- 
rector of the Kemp Research Or- 
ganization, national marketing 
analyst, died May 15 of a heart at- 
tack. 

Long identified with advertising 
and marketing, Mr. Kemp founded 
the national research organization 
two years ago, setting up 2,300 
field representatives in 1,650 lo- 
calities throughout the U.S. 

From 1948 to 1953 he was a vp 
and director of research of the 
Rumrill Advertising Agency here. 
At Rumrill, he built up a large 
national research organization. 

Before coming to Rochester in 
1948, he had been assistant direc- 
tor of research for the McGraw- 
Hill Publishing Co. for six years. 
Early in his career, he was adver- 
tising manager of Yale & Towne 
Mfg. Co. 


® He was first president and a 
co-founder of the Rochester chap- 
ter of the American Marketing 
Assn. He also was a member of 
the Chamber of Commerce, Ad- 
vertising Council of Rochester, Ad- 
vertising Club of New York City, 
Rochester Advertising Club, Na- 
tional Industrial Advertising Assn., 
and the Christian Science Society 
of Spencerport. 


S. R. Penfield, Curtis 


Veteran, Dies at 64 


Cuicaco, May 22—Samuel R. 
Penfield, 64, retired manager of 
the local office of Curtis Publish- 
ing Co., died in his Evanston home 
May 19 after a long illness. Mr. 
Penfield, who retired in- 1952 aft- 
er 32 years’ service with Curtis, 
was born in Detroit. He attended 
the University of Michigan. Prior 
to joining Curtis in 1920, he 
worked for Oakland Motor Co. and 
sold lithograph display material 
for Sackett & Wilhelm Corp. He 
served in the U.S. army in World 
War I. 

In 1945, Mr. Penfield was one 
of the organizers of the business 
vocation committee, which was 
established to aid World War II 
veterans in getting jobs in the 
publishing and advertising fields. 
He was a member of the Agate 
Club and the Chicago Federated 
Advertising Club. 


FRANK ARMSTRONG 

Des Mornes, May 22—Frank 
Armstrong, 81, account executive 
for Direct Advertising Co., died 
May 20 at Iowa Methodist Hos- 
pital. He had been ill with cancer. 
He had been in the advertising 
business for 45 years and was still 
active in the business until a few 
weeks before his death. He was 
the sixth president of the Adver- 
tising Club of Des Moines, serving 
in 1913. In 1950 he was made an 
honorary life member of the club. 
An advertising textbook written 
by Mr. Armstrong is used in many 


business colleges. 
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(Continued from Page 1) | 
and that they won’t rebate to di- 
rect advertisers. 

Here are some typical com- 
ments from national media and 
from local scenes: 

Herbert McCracken, senior vp of | 
Scholastic Magazines, said his| 
company contemplates “no chang- 
es, none whatever” in the 15% ar- 
rangement. 

“You get into long-established 
habits,” he said, “and you are 
happy to pay the commission to 
some, who more than earn it. 
Others are fortunate to get it be- 
cause they do little to earn it. In 
any event, the 15% commission is 
perfectly okay with us.” 

Howard Baldwin, advertising 
manager of The New Yorker, said 
his magazine “is not considering 
any change. One thing that does 
frighten us, though, is that some 
magazines are talking as though 
they are afraid that some weaker 
magazines may offer 20%. The 
New Yorker was built on the pres- 
ent rate structure and we’ll just 
keep going along with it.” 


s A spokesman for Woman’s Day 
told AA that “nothing has as yet 
been suggested to us by any ad- 
vertiser or agent that indicates 
any change in the present system. 
And depending on what action is 
taken by the leaders in the maga- 
zine publishing industry, we'll be 
guided by it. We reserve the right 
to make up our own mind as to 
what action to take at that time.” 
William Carr, advertising direc- 
tor of McCall’s, said his magazine 
anticipates no changes in the cur- 
rent arrangement. He said that 
Marvin Pierce, president of McCall 
Corp., told the American Assn. of 
Advertising Agencies convention 
two weeks ago that, in effect, until 
a better system comes along, “we 
will stick with this one.” Mr. 
Pierce said to the Four A’s: “I 
know of no other system of com- 
pensation that would have been 
half so satisfactory to all of us.” 


s Time Inc. as long ago as last 
March, sent a letter to agencies 
stating “once again our belief in 
the advertising agencies we are 
now doing business with and our 
payment of 15% discount to them. 

“We have always recognized,” 
the letter signed by Howard Black, 
exec vp, said, “that an advertising 
agency renders very important 
and vital services to us as pub- 
lishers. Because of these services 
we will continue to give those 
agencies with which we do busi- 
ness the standard 15% discount 
from card rates. 

“These services the advertising 
agency renders us include not only 
the preparation of effective ad- 
vertisements for our advertisers 
but also help in selling companies 
on the values of advertising. These 
services are performed, in our ex- 
perience, most effectively by ad- 
vertising agencies which are in- 
dependent of financial control by 
any of their clients. 


15% to Agencies Won't 
Change, Media Report 


procedures. 

McGraw-Hill Publishing Co., in 
a statement released to AA, says: 
“Regardless of the outcome of the 
anti-trust suit, McGraw-Hill will 
continue its long-standing prac- 
tice of independently determining 
the status of bona fide advertising 
agencies entitled to receive the 
15% agency commission. 

“We recognize the useful and 
essential services rendered by ad- 
vertising agencies,” McGraw-Hill 
says. “Further, we have a deep ap- 
preciation of the significant con- 
tribution that advertising agencies 
have made in the economic 
growth of our country through the 
professional application of sound 
advertising practices.” 


@ Reader’s Digest on April 23 
mailed out a letter defining its 
stand on the commission. I[t said: 
“With the thought that it may 
preclude the possibility of misun- 
derstanding, we wish to state our 
attitude toward the 15% agency 
payment and the 2% cash discount 
which the Reader’s Digest has al- 
ways paid to bona fide agencies 
on all advertising placed in its 
U.S. edition and in all of its inter- 
national editions. 

“In making this statement, we 
wish to emphasize that we have 
not been questioned on this mat- 
ter, nor have we discussed it with 
our advertisers, their agencies or 
other publications. 

“We believe that the 15% pay- 
ment is, under present conditions, 
a fair payment for the services 
rendered to us by the agencies 
that prepare and place advertising 
in our editions, and we shall con- 
tinue paying it. 

“We believe that the 2% discount 
for payment of invoices within 10 
days of their issuance is, under 
present conditions, a fair incentive 
to prompt payment, and we shall 
continue granting it. 

“We shall continue to determine 
for ourselves the bona fide char- 
acter of the agencies placing ad- 
vertising in our editions.” 

The letter was signed by Fred D. 
Thompson Jr., advertising director 
of the Digest. 


s Vern Myers, publisher of Look, 
said, “We plan to go on doing 
business as we have in the past, 
and we have no changes in mind 
of any kind.” 

Richard Deems, exec vp in 
charge of Hearst Magazines, made 
the following statement: 

“During the past 60 years, ad- 
vertising as an integral part of 
distribution in the U.S. has grown 
to a $9 billion industry. Virtually 
all of this volume was created by 
the advertising agency. The pres- 
ent agency commission system 
could not have survived had there 
been serious weaknesses. The 
present system has proven itself 
in the interests of both advertiser 
and medium. It is our firm inten- 


tion to continue to support it.” 


s Newsweek’s answer to the 


|question is embodied in a memo 


s “As you know,” the letter con-| 


from vp Gibson McCabe to the 


cludes, “the consent decree filed | sales staff, dated March 19, which 
by the Four A’s and the anti-trust| covers the fact that salesmen may 
division of the Justice Department | be asked what the magazine's po- 
demand some changes in Four A’s| sition on the agency commission 
procedures. It does not limit us as|is. The pertinent section reads: 
publishers from establishing and “This is to inform you that we 
maintaining our own standards of | plan to do business with advertis- 
doing business as long as we do so| ing agencies on the same basis as 
independently of other individuals| we have for the past 19 years.” 


or groups.” 


A Meredith Publishing Co. 


Crowell-Collier Publishing Co.|spokesman (Better Homes & Gar- 
has not drafted any letter to tell| dens and Successful Farming) said 
agencies of its views on the 15% | his company would continue as in 


commission question, but 


inquiries are made, 


when |the past to determine the condi- 
Shepard | tions upon which it will recognize 


Spink, director of advertising, in-| agencies. “These conditions,” he 
forms agencies that the company |said, “will be specified in rate 
plans to continue its usual 15% cards published from time to time 


and in agreements relating to ac-| 
knowledgement of orders for space | 
and will always be made subject 
to the advertising policies in ef-| 
fect at the time.” 

John Johnson, publisher, John- | 
son Publishing Co. (Ebony, Tan, | 
Jet), said, “We’ve found the 15% | 
|commission system very satisfac- | 
|tory so far. If no legal complica- | 
|tions arise to prevent it, we plan | 
to continue on the same basis. We | 
plan to leave well enough alone.” | 


s The major radio and tv net-| 
works also indicated they will | 
keep on with their past commis- | 
sion practices. 

“The National Broadcasting Co. 
contemplates that agency com- 
mission payments on time charges 
as authorized by advertisers with- 
in the maximum heretofore al- 
lowed will continue to be paid to 
advertising agencies in recogni- 
tion of their function in the de- 
veloping and servicing of adver- 
tising,” an NBC executive said, 
|speaking for both the radio and 
|television operation. When NBC- 
|TV makes a sale directly to the 
advertiser, a gross figure cover- 
ing time, talent plus the 15% agen- 
cy commission is quoted to the 
buyer, the executive said. 


# CBS Television also indicated it 
will make no changes in its pres- 
ent commission practice and that 
it will not quote net prices to 
advertisers. 

John Karol, vp in charge of sales 
of CBS Radio, which follows the 
accepted 15% policy on time and 
programming, plans no change. A 
great many network radio shows 
are now sold on a participating 
basis, with a single figure cover- 
ing time and talent, he said. When 
program costs are offered sepa- 
rately, a gross figure is listed. 

“We will continue to work with 
and allow commissions to adver- 
tising agencies consistent with 
any provision or ruling set forth 
by the courts,” Harry Trenner, vp 
in charge of sales for Mutual 
Broadcasting System, said. His 
statement applies to time and pro- 
grams. Program prices at Mutual 
are quoted on a net basis. 

The American Broadcasting Co. 
plans no change in the present 
policy of allowing a 15% commis- 
sion to agencies. ABC package 
shows are offered at a gross figure 
which includes agency commis- 
sion. 


s AA’s editors polled media in 20 
cities—Boston, Buffalo, Chicago, 
Cincinnati, Cleveland, Dallas, 
Denver, Detroit, Houston, Kansas 
City, Los Angeles, Milwaukee, 
Minneapolis-St. Paul, New Or- 
leans, New York, Philadelphia, 
Pittsburgh, San Francisco, Seattle, 
Washington—and most of them 
came up with similar answers, in- 
dicating the 15% commission is go- 
ing to continue for a while at least. 

Comments ran somewhat like 
this: 

In Buffalo, Ernest D. Anderson, 
advertising manager of the Even- 
ing News, said, “We have no in- 
tention of changing our policy. 
The anti-trust suit has no bearing 
on our practices.” 

P. J. Morrison, advertising di- 
rector of the Chicago American, 
told AA that the newspaper is in 
the process of dropping the word 
“recognized” from its rate card 
whenever the word refers to agen- 
cies. 

“Our new rate cards will specify 


that a 15% commission will be paid | 
|to advertising agencies and not) 
Fag mand advertising agencies,” 
Mr. Morrison said. He added that a 
|15% discount will not be paid to) 
‘advertisers who do not use agen- | 
cies—the same policy that was ob- | 
served in the past. 

| 
s Walter W. Scott, business man- | 
ager of the Chicago Defender, 
said executives at the newspaper 
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INTERMISSION—Among those present for “Seven Star Extra,” a 


presentation by the Los Angeles 
Newspaper Representatives, 


chapter of the American Assn. of 


were William Cannon, O’Mara & 


Ormsbee; George Allison, Young & Rubicam, and Gene Duckwall 
and Gene Reveles, Foote, Cone & Belding. 


declined to say whether higher or 
lower rates were discussed. He 
made it clear, however, that no 
changes have been made as yet 
and the newspaper is operating 
under the same policies as before. 


s Arthur Hall, general manager 
of the Chicago Daily News, said 
he would not commit the news- 
paper on the question of whether 
advertisers placing ads directly 
would be allowed a 15% commis- 
sion. He described the question as 
a “loaded one.” 

Mr. Hall said there is a possible 
discrimination factor here that the 
government might use against 
media. 

James E. Edwards, president of 
WLS, Chicago, and Prairie Farm- 
er, said that he doesn’t think there 
will be much change except “a lit- 
tle more burden on the publisher.” 

“I’m sure we'll get along as be- 
fore. We will have to make our 
own decision, but I hope to have 
a little information to help us in 
making them,” he said. “I see no 
change in the 15% commission.” 

He said Prairie Farmer will give 
no special rebates to non-agency 
advertisers. 


s One radio executive in Chicago, 
John Carey, sales manager of 
WIND, saw the Four A’s stipula- 
tion as solving “a lot of media 
problems. Media are not so vulner- 
able now.” 

No new WIND policy is planned, 
he said, and the station expects 
to do what the majority are doing, 
but reserving the right to make 
changes “when we feel like it.” 


s In Cleveland, John A. Van Bu- 
ren, business manager of Forest 
City Publishing Co. (News and 
Plain Dealer), said, “We’re going 
ahead on the assumption we'll op- 
erate as in the past, paying the 
usual 15% and 2% above that for 
cash. The agencies are entitled to 
the commission for their services. 

expect our newspaper-agency 
relations to remain the same as 
now.” 

James F. Chambers, vp and 
general manager of the Dallas 
Times Herald, said no change has 
ever been discussed and probably 
won't be. He said individual ad- 
vertisers will still pay the full 
rate because the facilities of the 
paper are used in preparing ad- 
vertising. The big companies with 
their own ad departments get the 
advantage through heavy linage 
buying, he added. 


s Emil Sees, advertising director 
of the Kansas City Star, said, “We 
don’t expect any changes. None 
seem to be necessary. If they be- 
come so, we'll make the changes.” 

Kenneth Hance, treasurer of 
KSTP and KSTP-TV, Minneapo- 
lis, said, “We’re proceeding as 
though nothing had happened. It 
{the 15% commission] is a fixed 
habit in the industry and we have 
no plans to change.” 

St. Paul Pioneer Press & Dis- 


| plan to pay agencies 15% and we 
| don’t see any reason to make a 
| change. We feel it is a very fine 
| working arrangement and a very 


fair one.” 


® Robert Swezey, vp of WDSU 
Broadcasting Corp., New Orleans, 
said, “We have no plan for a 
change from the present system— 
no thought of any immediate 
change—although we have made 
no assurance on the subject to ad- 
vertisers or agencies.” 

He said that he doesn’t think the 
situation should be viewed with 
alarm. “After all,” he said, “it’s an 
arbitrary system which just grew 
up and a change in the system 
might be a break for some agen- 
cies which do much more for their 
15% than just place the ad. They 
might gain by being paid more 
closely on the basis of services 
rendered.” 

Harold Sommerville, general 
manager, WWL, New Orleans, 
said, “We have made no change as 
of now. We've been talking about 
the situation and have scheduled 
a discussion of the topic with our 
attorneys next week.” 


s T. J. Cochrane, advertising di- 
rector of the New York News, 
said, “We are not planning any 
change in the 15% arrangement.” 
He added that “there have not 
been any discussions on the com- 
mission system around here at 
all.” 

A tv station sales manager in 
Seattle commented: “I suppose 
that until it is adopted by the in- 
dustry as a whole I do not think 
that we would plan to make any 
change in the agency structure. It 
is a little too soon... .” 

Another Seattle broadcaster put 
it this way: “My plan is to con- 
tinue using our existing contract 
forms until they run out. Maybe 
that will be in four or five months. 
At the end of that time I will re- 
print contracts using the condi- 
tions in the 1956 NARTB-Four A’s 
contracts.” 


s Otto Brandt, general manager 
of KING, Seattle, said he had no 
plans for a change. “Frankly, I 
have not heard any concrete sug- 
gestion as to what change might 
be made,” he said. “The anti-trust 
action does not require a change. 
All it does is says, ‘You should not 
use a concerted method.’” 

One Washington newspaper 
business manager summed up his 
attitude toward the agency com- 
mission this way: “We pay a com- 
mission for two reasons. First, be- 
cause the agency reduces the risk 
of losses for non-payment; second, 
because agencies generate busi- 
ness for us.” 

On this basis, he said, his paper 
has not hesitated to allow the 
agency commission to some so- 
called “house agencies,” which 
have sufficiently diversified ac- 
counts that they perform the true 
|function of an agency in generat- 
jing business for the newspaper. 
He emphasized, however, that 


have talked about changing the | patch ad director John Lewis said,| his paper considers the agency 


15% commission to agencies but he ' “Newspapers originally set up the ' commission as a payment 


for 
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Media buyers agree— 
circulation claims are the 
most confusing things in 
publishing today .. . 


MOST SAY: TO EVALUATE CIRCULATION ... 
CONSIDER THE METHOD USED TO SECURE IT! 


Just for the record, here is the circulation pro- @ No sample copies to subscribers. 
curement policy that has directed the growth of 


Automotive News for over 30 years. 


@ No subscription selling force. 


@ Subscribers pay $8.00 a year—highest in the @ No commissions to subscription agencies. 


automotive industry. 
And yet: a constant x 59% or better, re- 


@ No “free” lists. 
newal rate. 


@ No “cut-rate” subscription offers. 


Yes ... this is the Automotive News circulation 


@ No premiums or rate books. policy—and it leaves no doubt about quality 


@ No arrearages or extensions. readership and editorial superiority. 


The Newspaper of the Industry 


REPRESENT, 
NEW YORK: Edwerd Krvspek, Advertising Mgr.. Rey Billingham, Hewerd £ Grediey, 51 £ 42nd $1, Murrey Mill 7-687! 
DETROIT: BR. L. Webber, Michigan Mgr., William &. Aiees, Rey Helthan, 2666 de 32-0495 
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service rendered by the agency 
for the newspaper, and ihat it 
weuld not pay commissions to an 
“agency” which was merely “a 
cover up” for a manufacturer. 
The vp of one Washington tv 
station interviewed by AA ex- 


‘No Change,’ These Media Report 


Listed below are those media which reported to Advertising Age 


that they plan no change in their 


missions to agencies which are not allowed to “direct” advertisers. 
Advertising Age made no attempt to cover media extensively, but 
merely to sample media opinion. However, other media which would 
like to express their opinions on this subject, or go on record, are in- 
vited to submit statements to Editor, Advertising Age, 200 E. Illinois 


St., Chicago 11. 


Consumer Publications 


Better Homes & Gardens 
Crowell-Collier Publishing Co. 
American Magazine 
Collier’s 
Woman’s Home Companion 
Curtis Publishing Co. 
Holiday 
Ladies’ Home Journal 
The Saturday Evening Post 
Dell Publishing Co. 
Dell Comic Group 
Dell Men’s Group 
Dell Modern Group 
Modern Romances 
Modern Screen 
Screen Stories 
Dell Screen Unit 
Hearst Magazines 
Cosmopolitan 
Good Housekeeping 
Harper’s Bazaar 
House Beautiful 
Motor Boating 
Sports Afield 
Town & Country 
Johnson Publishing Co. 
Ebony 
Jet 
Tan 
Look 
McCall Corp. 
McCall’s 
Redbook 
The New Yorker 
Newsweek 
Playboy 
Reader’s Digest 
Scholastic Magazines 
Sunset Magazine 
Time Inc. 
Fortune 
Life 
Sports Illustrated 
Time 
Architectural Forum 
House & Home 
Woman’s Day 


Farm Publications 


Capper Publications 
Capper’s Weekly 
Capper’s Farmer 
Household 
Kansas Farmer 
Missouri Ruralist 

Capper-Harman-Slocum 
Michigan Farmer 
Ohio Farmer 
Pennsylvania Farmer 

Farm & Ranch 

Farm Journal 

Farm Quarterly 

Prairie Farmer 

Progressive Farmer 

Successful Farming 

Wallaces’ Farmer 


Business & Trade Publications 


American Restaurant 
Billboard 
Chilton Co. 
Automotive Industries 
Boot & Shoe Recorder 
Chilton Automotive Buyer’s 
Guide 
Commercial Car Journal 
Department Store Economist 
Distribution Age 
Hardware Age 
Hardware World 
Iron Age 
Jewelers’ Circular-Keystone 
Motor Age 
Optical Journal & Review of 
Optometry 
The Spectator 
Conover-Mast Publications 
Aviation Age 
Bar-Restaurant edition of Insti- 
tutional Feeding & Housing 


Construction Equipment 


Bibione Loe agate viele <) S er 


| plained: “We pay commissions be- | 


cause agencies help us by pro-| 
moting business for us. If an 


|advertiser places business directly, | 
| we charge the gross rate and pay 
| ourselves the commission, to cover 
|the increased sales cost.” 


present methods of allowing com- 


Institutional Feeding 
& Housing 
Mill & Factory Purchasing 

Electrical Dealer 

Gardner Publications 
Modern Machine Shop 
Products Finishing 

Haire Publishing Co. 

Annual National Directory of the 
Home Furnishing Markets 
Crockery & Glass Journal 
Corset & Underwear Review 
Corset & Underwear 
Review Directory 
Furniture Retailer 
Giftwares 
Gloves Directory 
Handbag Directory 
Housewares Review 
Infants’ & Children’s Review 
Infants’ & Children’s Review 
Directory 
Linens & Domestics 
Luggage & Leather Goods 
Luggage & Leather Goods 
Directory 
Notion & Novelty Review 
Premium Buyers’ Guide 
Source of Supply Directory 
Toys & Novelties 
Toys & Novelties Buyers’ 
Guide 
Industrial Publications 
Brick & Clay Record 
Building Material Merchant & 
Wholesaler 
Building Supply News 
Ceramic Data Book 
Ceramic Industry 
Masonry Building 
Practical Builder 
Journal of the American Medical 
Assn. 
McGraw-Hill Publishing Co. 
American Machinist 
Aviation Week 
Aviation Week Airport Directory 
Aviation Week Buyers’ Guide 
Business Week 
Bus Transportation 
Chemical Engineering 
Chemical Week 
Coal Age 
Construction Methods & Equip- 
ment 

Control Engineering 

Electrical Construction & Main- 
tenance 

Electrical Merchandising 

Electrical West 

Electrical Wholesaling 

Electrical World 

Electronics 

Electronics Buyers’ Guide 

E. & M. Metal & Mineral Markets 

Engineering & Mining Journal 

Engineering News-Record 

Factory Management & Mainten- 
ance 

Fleet Owner 

Food Engineering 

Industrial Distribution 

Keystone Coal Buyers Manual 

National Petroleum News 

Nucleonics 

Petroleum Processing 

Petroleum Week 

Power 

Product Engineering 

Textile World 

Putman Publishing Co. 
Chemical Processing 
Food Business 
Food Processing 

Reinhold Publishing Co. 
Automatic Control 
Chemical Engineering 
Chemical Materials Catalog 
Materials & Methods 
Progressive Architecture 

Screen Process 

Signs of the Times 


°F ee A 


Radio & TV Networks 


ABC 
CBS 
NBC 
Mutual 


Local Media 


Baltimore 
News Post 
Sunday American 
Sun 
WBAL, WBAL-TV 
WCBM 
WFBR 
WMAR-TV 
Boston 
American-Record 
Globe 
Herald 
Post 
WBZ, WBZ-TV 
WEEI 
WHDH 
WNAC, WNAC-TV 
Buffalo 
Courier Express 
Evening News 
WBEN, WBEN-TV 
WGR 
Chicago 
American 
Daily News 
Defender 
Sun-Times 
Tribune 
WGN, WGN-TV 
WIND 
WLS 
Cincinnati 
Enquirer 
Times-Star 
WCPO, WCPO-TV 
WSAI 
Cleveland 
News 
Plain Dealer 
Press 
KYW-TV 
Dallas 
Morning News 
Times 
KLIF 
WFAA, WFAA-TV 


Post 
Rocky Mountain News 
KLZ, KLZ-TV 
KOA, KOA-TV 
Detroit 
Free Press 
News 
Times 
WJR 
WXYZ-TV 
Houston 
Chronicle 
KPRC, KPRC-TV 
KTRH 
KXYZ 
Kansas City, Mo. 
Star 
KCMO, KCMO-TV 
WDAF, WDAF-TV 
Los Angeles 
Examiner 
Herald Express 
Mirror 
News 
Times 
KABC, KABC-TV 
KHJ 
KIF 
KLAC 
KNX, KNXT 
KRCA 
Milwaukee 
Journal 
Sentinel 
WISN, WISN-TV 
WTMJ, WTMJ-TV 
Minneapolis-St. Paul 
Pioneer Press & Dispatch 
Star & Tribune 
KSTP, KSTP-TV 
WCCO, WCCO-TV 
New Orleans 
Times-Picayune 
WDSU, WDSU-TV 
WSMB 


Herald-Tribune 
News 
Times 
Philadelphia 
Bulletin 
Inquirer 
News 
WCAU, WCAU-TV 
WRCV, WRCV-TV 


(Continued from Page 3) 
of 5,300,000 had recently referred 
to a clipping from some issue. 


e BH&G issues not only stick 
around; they also move around. An 
audit of the disposition of a typical 
current issue found that its copies 
will enter nearly 4,000,000 sub- 
scribing “primary” households 
containing 6,400,000 people. These 
people will give away 1,450,000 
copies to “secondary” households, 
who will in turn give away 400,000 
of these. In addition, 550,000 
readers will loan the issue, and 3,- 
800,000 more will read it outside 
the home. 


e As to action: 44.7% of all read- 
ers of a typical issue were found to 
have taken one or more marketing 
actions based on reading it. These 
included buying, shopping, writing 
for information, clipping, trying 
out, discussing or recommending 
something mentioned in an article 


WDAS 
WHAT 

WIP 

WJIMJ 
WPEN 
Pittsburgh 
Post-Gazette 
| Press 

| Sun-Telegraph 
| 


KQV 
WJAS 
| WWSW 
| St. Louis 
| Globe Democrat 
| Post-Dispatch 
KMOX 
KSD, KSD-TV 
KWK, KWK-TV 
San Francisco 
Call-Bulletin 
Chronicle 
Examiner 
| News 
| KYA 
Seattle 
Post-Intelligencer 
Times 
KING, KING-TV 
KIRO 
KTNT. KTNT-TV 
KTVW 
KVI 
Washington 
Daily News 
Post & Times Herald 
Star 
WGMS 
WMAL, WMAL-TV 
WTOP, WTOP-TV 
WTTG-TV 
WWwDC 
Outdoor 
Central Outdoor Advertising 
John Donnelly & Sons 
Foster & Kleiser 
General Outdoor Advertising 
Pacific Outdoor Advertising 
Stalcup Inc. 
Sunset Outdoor Adver- 
tising Co. 
Walker & Co. 


JEANE V. BICE has been named art 

director of the Detroit office of 

McCann-Erickson. He has been art 

director for the past 13 years of 

MacManus, John & Adams, and 

earlier was art director of N. W. 
Ayer, Detroit. 
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|actions of husbands vs. 


Advertising Age, May 28, 1956 


Year-Long Politz Study Sees ‘Better 
Homes’ as Monthly Reference Work 


or ad. Total of such actions taken 
per issue: 27,000,000. 


@ A query as to whether people 
planned to buy certain new-and- 
different products not yet on the 
market—or would wait until others 
had tried them—found Better 
Homes readership heavily weighted 
among the “venturesome” consum- 
ers (43% are readers) and com- 
paratively light among the “cau- 
tious” crowd, of whom 26% are 
readers. 


® All this is only a bare outline of 
the mass of quantitative detail 
contained in what is probably the 
biggest print research undertaking 
since Mr. Politz’ provocative meas- 
ure of Life’s cumulative audience 
six years ago. In Meredith’s case, 
however, the emphasis in ques- 
tioning has been on the constant, 
rather than the one-shot, reader. 

In its interpretation, for exam- 
ple, Meredith has been at pains to 
point out that the frequent reader 
does most of the clipping, buying, 
“acting,” and, for that matter, 
owning. 

Similarly, the study of back- 
issue reading helps to promote 
Better Homes as a reference or 
“service” medium. Meredith, inci- 
dentally, considers its study to 
have provided a meaningful defi- 
nition of back-issue reading—one 
which will permit that kind of 
reference to be “reckoned with as 
a prime factor in media selection, 
rather than limiting this value to a 
simple ‘plus’ because statistical 
documentation was not available.” 

Some other measurements made 
in the survey include: readership 
of BH&G hard-cover and annual 
books; sexual composition of Bet- 
ter Homes readership, and buying 
wives; 
social class makeup of the maga- 
zine’s audience (showing a heavy 
proportion of executive and pro- 
fessional people), and an exhaus- 
tive analysis of what subjects are 
referred to in clippings and back 
issues. 


® The study was conducted by 
area probability sampling of the 
“multi-stage” type—four different 
interviewing “waves” washed 
across the country, three months 
apart, with the first one in Octo- 
ber, 1954, the last in September, 
1955. 

In all, 58,838 people 10 years of 
age or older were visited to obtain 
a total of 21,792 interviews. These 
included 7,512 individuals in the 
first wave, of which 5,448 contin- 
ued as respondents throughout the 
survey. All projections were made 
to 123,800,000, the estimated civil- 
ian household population 10 years 
of age and older. 

To publicize what it considers 
the “biggest research job on a sin- 
gle magazine, maybe on a single 
medium,” Meredith is pulling out 
all stops. This week all 32 of Bet- 
ter Homes’ salesmen gather in Des 
Moines to hear the pitch; starting 
|June 11, advertising on it will 
break in trade media. 


® In addition, J. Walter Thompson 
Co. has prepared a 23-minute strip 
film for presentation purposes. 
Meredith plans no “mass” presen- 
tations; instead will show the sur- 
jvey in conference rooms of indi- 
|vidual agencies and advertisers. 
The complete report has already 
been shown to the Advertising Re- 
search Foundation and will be 
available to advertisers also. 


Newspaper Names Richards 

Jules Richards, formerly with 
Grey Advertising and other agen- 
cies, has joined the merchandising 
department of the New York Her- 
ald Tribune. 
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Advertising Age, May 28, 1956 


Anti-Trust Suit 
Ends in Flurry 
Of Judgments 


(Continued from Page 1) 

ing any medium to deny or limit 
credit or agency commission due or 
available to any advertising agen- 
cy 

4. Establishing or formulating— 
or trying to—any standards of 
conduct or other qualifications to 
be used by a medium or an asso- 
ciation of media to determine 
whether media should or should 


-not do business with or recognize 


any advertising agency 

5. Requiring, urging or request- 
ing any medium not to do business 
with or not to recognize any ad- 
vertising agency 

6. Establishing or stabilizing ad 
rates to be charged advertisers not 
employing an advertising agency, 
or attempting to 

7. Requiring, urging or request- 
ing any medium to adhere to pub- 
lished advertising rates or rate 
cards. 


® The judgment carefully does 
not prohibit individual members of 
the associations from “severally 
taking any action denied to con- 
senting defendant.” But the asso- 
ciations themselves are enjoined 
from asking any of their members 
to engage in such activities. 

On the other side of the ledger 
the final judgments do not prohibit 
the associations from: 

1. Letting members and others 
know the nature, background, 
moral responsibility, financial sta- 
tus and functions and activities— 
actual or proposed—of any adver- 
tising agency, provided the pro- 
hibitions above are not violated. 

2. Participating in proceedings 
of federal, state and local govern- 
ments or any court (PPA presi- 
dent Frank Braucher, for instance, 
has been a frequent witness for the 
magazine business at Congression- 
al hearings on bills to ban liquor 
advertising) . 

3. Furnishing credit ratings to 
its members, provided that, if it 
gives a rating to one agency it 
must assign ratings to all others 
which apply for one in writing and 
submit the appropriate “verified 
information.” 


® As in the ANPA decree, the gov- 
ernment omitted the usual surveil- 
lance clause. As a result, while the 
decree remains under jurisdiction 
of the federal district court here, 
the Justice Department does not 
have automatic right to inspect as- 
sociation records without further 
appeal to the court. 

Comment on the decrees was 
sparse. In announcing the settle- 
ment, Attorney General Herbert 
Brownell contented himself with 
a comment that the government 
had “successfully terminated” its 


. anti-trust litigation in the adver- 


tising field. 

For the rest, the government an- 
nouncement was mainly summary 
of the terms of settlement. There 
was also this reprise of the orig- 
inal Department of Justice com- 
plaint, for those who may have 
forgotten it over the last year: 

“The government’s complaint 
charged that the defendants en- 
tered into a continuing agreement 
pursuant to which the defendant 
publishers’ associations adopted 
substantially uniform standards 
for recognition of advertising 
agencies and agreed that only 
those agencies so recognized would 
receive credit and agency commis- 
sions. 

“It also charged that the defend- 
ants agreed that agency commis- 
sions would be fixed and main- 
tained at 15% of the publisher’s 
gross rate for advertising. Each 


defendant association was addi-| 


tionally charged with conspiring 
with its members, 
which conspiracy the members 
agreed to adhere to the arrange- 
ments made among all the associa- 
tions.” 


® In general, from the govern- 
ment’s standpoint the most signi- 
ficant point in the decrees is the 
provision which requires the as- 


sociations to provide credit ratings | 
for all agencies if they provide} 


ratings for any. On the other hand, 
subsections in the decrees tend to 
define “advertising agency” and 
confine the privilege of a credit 
rating to businesses which are ac- 
tually engaged in preparing and 
placing advertising. 

On the defendants’ side, only the 
Agricultural Publishers Assn. had 
comment. Paul E. Spivey, APA 
president, expressed satisfaction 
with the “early and favorable” 
termination of the action against 
APA and the other groups, and he 
took special note of the associa- 
tions’ right to continue to supply 
ratings and other’ information 
about agencies. 


® “In our negotiations with the 
government we constantly insisted 
upon the preservation of our right 
to provide our members, as we 
have in the past, with the type of 
service essential to the operation 
of their business,” he said. “The 
decree entered today fully recog- 
nizes our right to do this.” 

Following is the text of the final 
judgment accepted by the APA 
and also, with only the defendants’ 
names changed, by the ABP and 
the PPA. Words and phrases 
which appear in these decrees but 
not in the ANPA decree are in 
bold face; phraseology which ap- 
peared in the ANPA decree but is 
omitted in the new decrees is in 
bold face and brackets: 

Plaintiff, United States of America, 
having filed its complaint herein on May 
12, 1955; defendant, Agricultural Pub- 
lishers Assn. (hereinafter referred to as 
consenting defendant) having appeared 
herein and having filed its answer in 
which it denies each and every offense 
charged in such complaint and having 
asserted the truth of its answer and its 
innocence of any violation of law; and 
no testimony having been taken and the 
plaintiff and said defendant by their re- 
spective attorneys having consented to 
the making and entry of this final judg- 
ment without trial or adjudication of any 
issue of fact or law herein and without 
any findings of fact, and the court hav- 
ing considered the matter and being duly 
advised, 

Now, therefore, upon the consent as 
aforesaid of the parties hereto, it is here- 
by ordered, adjudged and decreed as fol- 
lows: 


I 

This Court has jurisdiction of the sub- 
ject matter hereof and of the plaintiff and 
ting defendant. The complaint 
states a claim against said defendant un- 
der Section 1 of the Act of Congress of 
July 2, 1890, entitled “An Act to Protect 
Trade and Commerce Against Unlawful 

Restraints and M poly”, as 
commonly known as the Sherman Act. 


Il 


As used in this Final Judgment only: 

(A) “Advertising agency” shall mean 
any person, firm or corporation engaged 
in the business of developing, servicing 
and placing national advertising in media. 

(B) “National advertising” shall mean 
the advertising of products or services 
through media on a national or broad 
sectional basis. 

(C) “Media” shall mean the several 
instrumentalities used in publishing na- 
tional advertising, including but not re- 
stricted to newspapers, magazines, radio 
and television. 

(D) “Agency commission” shall mean 
the amount allowed by media to adver- 
tising agencies when placing national ad- 
vertising for advertisers in media. 

(E) “Credit rating’ means a rating 
based upon relevant information as to 
the moral responsibility and financial 
status of the rated advertising agency, 
without reference to whether the rated 
agency rebates or splits agency commis- 
sions. 


mm 

The provisions of this Final Judgment 
shall apply to consenting defendant and 
its subsidiaries, successors and assigns, 
to each of its officers, agents, servants 
and employees and to any committee or 
groups of consenting defendant's member- 
ship when organized and functioning as 
committees or groups of consenting de- 
fendant, and to all other persons in ac- 
tive concert or participation with it who 


pursuant to) 


Last Minute News Flashes 
Miller's Gold Seal Dairy Names F&S&R | 


CLEVELAND, May 25—Miller’s Gold Seal Dairy, third largest Cleveland | 
dairy, recently purchased by Hawthorn-Mellody Farms Dairy, has 
named Fuller & Smith & Ross to handle its account. The account will 
be handled by F&S&R’s packaged goods division. | 


Foote, Cone Elects Four Chicago VPs | 


Cuicaco, May 25—Foote, Cone & Belding will announce Monday the | 


election of four vps in its Chicago office. The new vps are James Cam-! @ 


eron, account supervisor; John Rigotti, director of research; Edward 
Tollefson, manager of the production department, and Curtis Berrien, | 


copy group supervisor. 


Kenyon & Eckhardt Gets Hood Dairy } | 


Boston, May 25—H. P. Hood & Sons, which operates New England’s 
largest dairy, has appointed Kenyon & Eckhardt as its advertising 
agency, effective Sept. 15. The account will be serviced at K&E’s new | 
regional office here. Harold Cabot & Co. has been servicing the ac- 
count, but K&E has handled Hood’s fresh orange juice since last No- 
vember. In September, K&E will take over Hood’s full line of ice 
cream, fluid milk and other food products. 


Weiss & Geller Opens in N.Y.; Other Late News 


® Weiss & Geller, Chicago, has opened a new service office at 460. 


Park Ave., 


® The Plymouth division of Chrysler Corp. has kicked off a new 
sweepstakes, the “Solid Gold License Plate Jackpot,” designed to build 
traffic in Plymouth showrooms. The promotion, with first prize of 
$50,000, will run through July 14. 
about 2,400 newspapers, radio, tv spots, outdoor advertising, direct 
mail and dealers aids will be used. 


© Hertz System, a subsidiary of Hertz Corp., Chicago, has boosted its 
1956 national budget to $2,100,000, up $300,000 from last year’s ex- 
penditure. The additional money will be used for consumer magazine 
advertising. Hertz also will begin a limited campaign in the Sunday 
travel sections of large-circulation dailies. Campbell-Ewald Co. is the 


agency. 


© Howard Brod, formerly with Lee Ltd. and Lever Bros., 
named marketing manager of the new pharmaceutical division of In- 
ternational Latex Corp., Dover, Del., manufacturer of Playtex products. 


© George Eyland, formerly advertising manager of Premium Practice, 
has been named advertising director of Hillman Women’s Group, New 


York, starting June 1. 


® Chuck Gilkison, currently with the Chicago advertising office of 
Farm Journal, will become western advertising manager of Southern 
Planter on June 1. He succeeds Harry Thomas, who has held that post 
almost 25 years. Mr. Thomas is retiring to his farm in Beaver Dam, Va. 


® Ray W. Shiner, an account executive in the Los Angeles office of 
Outdoor Advertising Inc., has been appointed manager of that office. 
He succeeds Edward T. Martin, who has resigned. 


® David Hale Halpern, formerly a vp at the Biow Co., has joined the 
Joseph Katz Co., New York, as a vp and member of the executive 


committee. 


New York. Herbert J. Leder, formerly director of the| 
tv production department at Benton & Bowles, 


will manage the office. 


Approximately 3,000 insertions in 


has been 


receive actual notice of this final judg- 
ment by personal service or otherwise. 


Iv 

(A) Consenting defendant is enjoined 
and restrained from entering into, adher- 
ing to, promoting or following any course 
of conduct, practice or policy, or any 
agreement or understanding: 

(1) Establishing or stabilizing agency 
commissions, or attempting so to do; 

(2) Requiring, urging or requesting 
any advertising agency to refrain from 
rebating or splitting agency commissions; 

(3) Requiring, urging or requesting 
any medium to deny or limit credit to 
agency commission due or available to 
any advertising agency; 

(4) Establishing or formulating, or 
attempting to establish or formulate, 
any standards of conduct or other qual- 
ifications to be used by any medium or 
any association of media to determine 
whether media should or should not do 
business with or recognize any adver- 
tising agency; 

(5) Requiring, urging or requesting 
any medium not to do business with or 
not to recognize any advertising agency; 

(6) Establishing or stabilizing adver- 
tising rates to be charged advertisers 
not employing an advertising agency, or 
attempting so to do; 

(7) Requiring, urging or requesting 
any medium to adhere to published ad- 
vertising rates or rate cards. 

(B) Consenting defendant is enjoined 
and restrained from requiring, urging or 
requesting any of its members to engage 
in any activities covered by Paragraphs 
(1) through (7) of subsection (A) of this 
Section IV. 

(C) Nothing contained in this final 
judgment shall be construed to prohibit 
members of consenting defendant from 
severally taking any action denied to 
consenting defendant by virtue of this 
final judgment; nor shall this final judg- 
ment be construed to prohibit consenting 
defendant from: 

(1) Acquainting its members and oth- 
ers with the nature, background, moral 
responsibility and financial status, func- 
tions and activities, or proposed func- 
tions and activities of [media, adver- 
tisers or) any advertising agency so 
long as such activity is not contrary to 
any of the provisions of subsections 
(A) or (B) of this Section IV; 

(2) Where necessary or appropriate 
in proceedings conducted by federal, 
state or local governments or any court, 


participating in such Pa in any 
manner; 

(3) Furnishing to its seambers credit 
ratings provided that so long as con- 
senting defendant assigns a credit rat- 
ing to any advertising agency, consent- 
ing defendant is enjoined and restrained 
from refusing to rate or provisionally 
rate any advertising agency which ap- 
plies in writing for a rating and in 
connection therewith submits verified 
information requested by consenting 
defendant appropriate to determine the 
rating for such an applicant and which 
applicant, as demonstrated to consent- 
ing defendant: (i) itself assumes sole 
liability for the full performance of its 
contracts with media; (ii) makes 
prompt payments; (iii) is morally re- 
sponsible; and (iv) is engaged in the 
business of developing, servicing and 
placing national advertising in media; 
{and (v) maintains a minimum of 25% 
of its average monthly billing in liquid 
capital and surplus]. 


v 


Cc ting defendant is ordered and di- 
rected to: 

(A) Within ninety (90) days of the en- 
try of this final judgent take such action 
as may be necessary to make its rules, 
regulations, forms, policies and practices 
conform to the terms of this final judg- 
ment; 

(B) Within ninety (90) days after the 
entry of this final judgment mail to each 
of its members a copy thereof and copies 
of such other documents of consenting 
defendant which have been modified in 
compliance with the provisions thereof; 

(C) Supply a copy of this final judg- 
ment to each new member of consenting 
defendant at the time he becomes a mem- 
ber. 


vi 

Jurisdiction is retained by this court 
for the purpose of enabling any of the 
parties to this final judgment to apply to 
this court at any time for such further 
orders and directions as may be necessary 
or appropriate for the construction or 
carrying out of this final judgment, for 
the amendment or modification of any of 
the provisions thereof, for the enforce- 
ment of compliance therewith, and for 
the punishment of violations thereof. 


DATED: MAY 22, 1956. 
/s/ John M. Cashin 


United States District Judge 


named 
national creative director of Bozell 


PERRY SCHOFIELD has been 
& Jacobs, effective June 4, with 
headquarters in the agency’s New 
York office. Mr. Schofield, most 
recently an advertising consultant, 
formerly was with Lennen & New- 
ell, McCann-Erickson, Ruthrauff 
& Ryan and Joseph Katz Co. 


ABP Sets Promotion. 
Scholarship Plans 


(Continued from Page 1) 
a scholarship system in coopera- 
tion with schools of journalism 
were referred to the board of di- 
rectors for future action. 

In general the meeting concerned 
itself with internal publishing 
problems, including costs, circula- 
tion and. general management 
problems. A clinic on costs indi- 
cated that 1955 was an unusually 
good year for ABP members, but 
that costs still tend to equal or ex- 
ceed increases in revenue. 


® A clinic on circulation problems 
reported that subscribers now pay 
$8,000,600 per year to receive ABP 
member publications, and sug- 
gested that members give serious 
consideration to additional in- 
creases in subscription prices in 
order to meet increasing costs. 
Editorial expenses have risen 
nearly fivefold in recent years, 
whereas subscription prices have 
risen only 42%, ABP was told. 
An off-the-record session ex- 
plaining the action of the associa- 
tion in deciding the anti-trust con- 
sent decree (in common with other 
organizations which have agency 
recognition systems) was sched- 
uled for Saturday morning. Sun- 
day the publishers were due to 
hear the annual report of William 
K. Beard, ABP’s president, show- 
ing a net gain of two in member- 
ship during the past year—to 160 
—and a new high of 87 in meet- 
ings, clinics, etc., held during the 
year. His report also included a 
reaffirmation that “we are the 
ally and strong friend of the Audit 
Bureau of Circulation, but not its 
prisoner,” and that “advertisers do 
prefer paid over free,” but must 
have their preference confirmed by 
timely facts and explanation. 


® Philip H. Hubbard, Reinhoid 
Publishing Co., New York, was 
named chairman of the board, suc- 
ceeding Donald McAllister, Geyer- 
McAllister Publications. Other of- 
ficers are Nelson Bond, McGraw- 
Hill Publishing Co., lst vp; Leo 
Williams, Retailing Daily, 2nd vp; 
Edgar W. B. Fairchild, Fairchild 
Publications, re-elected secretary; 
N. O. Wynkoop, McGraw-Hill, re- 
elected treasurer. 

Herbert A. Vance, Vance Pub- 
lishing Co., Chicago, was _ re- 
elected midwestern regional vp; 
Clifford S. Bailey, Mctor, was 
named eastern regional vp and 
William B. Freeman, Miller Free- 
man Publications, San Francisco, 
was named to the new post of 
western regional vp. 

New directors are P. I. Prentice, 
House & Home; Philip D. Allen, 
Maclean-Hunter Publishing Co.; 
Arthur McGinnis, Simmons-Board- 
man Publishing Co., and E. L. 
Henderson, Air Conditioning & 
Refrigeration News. 
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Rates: $1.25 per line, minimum charge 


lines (maximum—two) 30 letters and spaces per line; 
line, Add twe lines for box number. Copy deadline, 
noon 5 days preceding publication date. 


HELP WANTED 


$5.00. Cash with order. 


Figure all cap 
upper & lower case 40 per 
Chicago office, Wednesday 
Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


ELLE LS LL OOENS ALOT ALEE SETLIST A TEIN TR: mmm 


HELP WANTED 


ADVERTISING MANAGER 
For complete charge of dept. Medium- 
sized company in Southwest. Send resume. 
State salary requirements. 
Box 8402, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Nationally minded Poultry Organization 
needs publicity minded individual to as- 
sist or head Public Relations and Adver- 
tising Department. Unusual opportunity. 
State full particulars. P. O. Box 276, 
Thompsonville, Conn. 


SOUTHWEST RESIDENCY 
Artist needed for public relations staff of 
a large company. Applicant should have 
both illustrative and production talent. 
Involved will be illustrations, layouts, and 
production for advertising, magazines, 
pamphlets, and all other media of public 
relations. Salary open. 
Box 8367, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-442 
Bankers Bidg. Chicago 3. 


We Have 
An Unusual Opportunity For 
AN 


UNUSUAL 

AD MAN 
Our man must have agency ex- 
perience or the equivalent, with 
a background of Institutional ad- 
vertising in aviation or related || 
technical fields. | 
Military air, and, or airline back- 
ground very desirable. 
Our unusual man will be in a 
permanent executive position with 
one of the largest producers of 
aircraft and missiles; with offices 
located on the west coast. 


Send complete resume and salary 
requirements. All replies confi- 
dential. 


Box 914 ADVERTISING AGE 


| with preparing catalogs and able to lay 


TYPOGRAPHY SALESMAN 

Well established New York firm has an 

interesting proposition for a productive 
typography salesman. 

Box 8403, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

WANTED ADVERTISING MANAGER 

Young man quick, hard worker, familiar 


out display ads. Experience in department 
store advertising and promotions desirable. 
An excellent opportunity. State all facts, 
age, experience, references in first letter. 
Will not contact present employer. We are 
largest manufacturer in our field and 
have national sales to retail stores. 
Crawford Mfg. Co., Richmond, Va. 

ADVERTISING INSTRUCTOR 
Opening at one of America’s largest Uni- 
versities, Big Ten, for young man with 
college degree, good scholastic record, 
about 5 yrs. advertising agency and/or 
broadcast or industrial experience. Good 
pay, advancement opportunities, stim- 
ulating work, beautiful surroundings, 
friendly atmosphere. 

Box 8404, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Established Film Studio, producers of TV 
Film Commercials and Film Strips needs 
aggressive salesman to call on Chicago 
agencies. Should have agency contacts. 
No limit to earnings. Apply with full de- 
tails. Box 8405, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 
Assistant Advertising Manager. 
Young man with comprehensive back- 
ground in feed advertising and sales pro- 
motion. New York City location. 
Box 8374, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


Thoroughly experienced man to di- 
rect research in a roses Midwest- 
ern (Not Chicago) 4A Advertising 
Agency. Should have extensive re- 
search background covering prod- 
uct, copy and consumer. Agency 
appreciates importance of research. 
i you qualify, send full details of 
experience, age, salary requirements. 
All replies confidential. Box 979 Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


200 E. Illinois St., Chicago 11, Ill. 


IF YOU CAN WRITE 


OUTSTANDING, 


RADIO 
ry... 


an advertising man's ‘‘dream job"’ with substantial 
salary and security is waiting for you. You must 
know how fo write commercials. You should know 
how to sell such things as beer, automobiles, food. 


If you know print and merchandising so much the 
better. . . . . but, primarily, you must know radio 


copy-writing. 


The Chicago offices of 
agency needs a top man 


you are an experienced agency copy-writer al- 
ready earning a five figure salary. 


This job isn't easy. It’s difficult and there's plenty 


of pressure. But, if you're 


HARD-SELLING 


this national multi-city 
. Don’t answer unless 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, May 28, 1956 


| REPRESENTATIVES WANTED 


PETROLEUM SALES 
Expanding Major Oil Co. in Middle West 
wants men 25-35 with College Degree in 
Bus. Admin. 
cessfully operated Service Sta. or Bulk 
Plant. Lifetime opportunity. Submit back- 
ground and present earnings to: 

Box 8406, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV. Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Rm. 1116 


POSITIONS WANTED 


PUBLIC RELATIONS 
If your program has to start at a run in- 
stead of a crawl, you can use my 20 years’ 
experience and outstanding contacts. 
Qualifications excellent. Salary require- 
ments high. Box 8407, Advertising Age. 
480 Lexington Ave., New York 17, N.Y. 


ASST. TO AGENCY TV PRODUCER 
Artist, experienced on animated TV com- 
mercials. Some live set work. Has worked 
on prize-winning UPA TV Films. 

Box 8408, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

CREATIVE ART DIRECTOR 

Anxious to relocate in Philadelphia. Now 
associated with 4A Midwest Agency. 10 
years experience. Can produce fresh cre- 
ative ideas for all media. Complete re- 
sume’ on request. 

Box 8409, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


EXPERIENCED PRODUCTION MGR. 
Good Planner. Agency, Ad Dept. or Print- 
er. Box 8398, ADVERTISING AGE. 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN age 28 have had two 
successful years selling Chicago consumer 
media. N.Y. & Detroit agency and nation- 
al acct. exp. Want media with unlimited 
potential. Box 8410, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 
WEALTHY ADVERTISING MAN 
Rich, that is, in experience covering adv. 
and sales promotion of packaged products. 
Knows production, layout, copy, collateral. 
33, prefer Chicago. 
Box 8411, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ASSISTANT 
ADVERTISING 
MANAGER 


(PHARMACEUTICALS) 


...€aman ready NOW to fill 
the shoes of the present ad 
manager! 


REQUIREMENTS: (Please 
don’t apply unless you meet all 
three.) 


1. Pharmaceutical advertising exper- 
ience with either agency or manu- 
facturer; a proven record in either 
place. 

2. Demonstrable creative ability. 

3. Not over age 35. 

If you fit, there’s a REAL oppor- 

tunity for you with one of the 

oldest, most respected pharma- 
ceutical manufacturers in the in- 
dustry. 

Send résumé for interview ap- 

pointment to: 


Box 970 Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


P.S. If this were your own company 
you’d know it since all of our 


- Mktg. or who have suc-| 


MARKET RESEARCH. 13 yrs. with 
leading agencies now Res. Dir. Heavy in 
feeds beverages, pkg. goods & strong 
durables. Box 8412, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
Seeking a small or medium sized agency 
spot where creative approach to layout 
and copy problems would be welcomed. 
Has 13 years of studio, free-lance, and 
large 4A agency experience on food, ap- 
pliances, fashion, beer & soft drinks, etc., 
in TV, collateral and space. Can fit the 
title. Box 8413, Advertising Age. 
200 E. Illinois St., Chicago 11, Illinois 


SUNLAMP BURNT OUT 
Creative Art Director desires position 
with Miami or South Florida Agency. Now 
associated with 4A Midwestern Agency. 
14 years experience on national accounts. 
Salary open to discussion. Resume on re- 
quest. Box 8414, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SALESMAN experienced 
available for Chicago area on a commis- 
sion basis. Box 8415, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 
Woman in thirties desires change. 
years experience in 2 agencies. Knows In- 
ternational media, all phases of produc- 
tion, order artwork, can handle or assist 
in client contact. References. Wants per- 
manent position New York or Chicago. 
Salary must be good to compensate for 
experience, initiative and ability. 

Box 8416, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| 


Eastern Publisher of Technical Journal 
in guided missile field (society publica- 
tion) seeks publisher's representative with 
aircraft industry contacts for Ohio-west- 
| ern Pennsylvania area. 
Box 8417, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


WEEKLY NEWSPAPER FOR SALE 
Fifty-nine year-old Deep South County 
seat weekly. No opposition on newspaper, 
job work or office supply. Grossing $72,- 
000. For sale at $48,000, terms. Excellent 
| potential. Reason for selling—going to 
| larger field. Box 8418, Advertising Age. 
| 200 E. Illinois St., Chicago 11, Illinois 
Well established out of town agency in- 
| terested in purchasing or merging with 
|New York City agency. If you feel a 
broader base will give you more stability 
and chance for business expansion, then 
drop us a brief note about your opera- 
tion. All inquiries confidential. 

Box 8419, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


SILVERED TIP REFILLS. For Papermate, 
most standard ball pens. Writes better, 
longer. *Bankers’ Approved*. BLUE-RED- 
GREEN-BLACK inks. Reg. 49¢ ea. Buy 
Direct: 12 for $2.00, ppd. $20.00/gross. 
100% guaranteed. Crayden Co. Box 85a, 
Jamaica, NY. 

When your OUTDOOR ADVERTISING 
Program for Boston and New England... 
calls for Specialized Service. .. Contact 
COMERFORD GENERAL ADV. BUREAU 
58 Greaton Road, Boston 32, Mass. 


INCREASING 
DEALER TRAFFIC AND SALES 


Competitive marketing condi- 
tions today at the consumer and 
retail level make it important 
that new merchandising and 
promotion ideas be activated 
that have demonstrated store 


Stock color illustrations for advertising. 
200,000 varied subjects by top photog- 
raphers. Also one million black and 
whites. Selection on request, FPG, 62 W. 
45 St., N.Y.C. 


FOR THAT SIGN OR 
ADVERTISING SPECIALTY 
CONCERN SEEKING A FULL 
OR PARTIAL “BUYER” 


traffic and selling power. 
Our experience is proving that 
well planned merchandising || 
romotions at the local retail 
evel can build dealer traffic and |) 
profitable sales. 
We will be very happy to con- || 
sult with you or any members 
of your organization. 


DRAKE MERCHANDISING 
COMPANY 
185 North Wabash Ave. 
Chicago 1, Illinois 
FRanklin 2-4842 


Large multi-million dollar con- 
cern with world wide distribu- 
tion will seriously consider the 
complete procurement—or pro- 
vision of financial and opera- 
tional assistance—to an estab- 
lished manufacturer in the si 
or advertising specialty field. 
Write in complete confidence 
and in as full detail as ible. 
Personal interviews will be ar- 
ranged. Box 976 Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


WANTED 
AN ACCOUNT EXECUTIVE OR AD MANAGER 
WHO IS WORTH MORE THAN HE IS GETTING NOW 


Small nationally accredited N. Y. agency with ample s 
contingency, highest trade standing, plans expansion. Seeks account execu- 
tive or ad manager controlling billings of 
key man with unusual ground floor opportunity. Salary or drawing account, 
plus opportunity to qualify for partnership. 


of men in a position to open the doors to the country’s leading businesses. 
Contact us in first instance through your bank or attorney. Box 972 Adver- 
tising Age, 480 Lexington Ave., New York 17, N. Y. 


“Our 45th Year™ 
3 TECHNICAL WRITERS $7,200 


Midwest opening. ME., E.E.., 
en major desired. 25-37 years. 

ith no degree, elec. wer distrb. 
exp. nec. Fee, relocation provided. 


GLADER CORPORATION 


or 


lus cash for any 
000 or more. You would be 


ou would get the assistance 


wATION AL 


C7) 


Ponrime GO 


ONE OFFICE 
AVAILABLE 


at this smart 
Near North address 
15’ x 20’ office. 
Air Conditioned. 
Receptionist. 
National 
Goods Association 
716 N. Rush 
DE 7-3870 


% 


proofreader with one or two years’ ex- 
perience involving scientific material. Col- 
lege graduate. Pieasant working condi- 
tions and liberal benefits. Send résumé 
of education and experience. 

BOX 971 ADVERTISING AGE 


480 Lexington Ave., New York 17, N. Y. 


CHICAGO 
ADVERTISING AGENCY 
PERSONNEL 


% Whether you are the head 


the right man. . . it's 


interesting and it's rewarding. Write all details. 
Our personne! knows of this ad. Your reply will be 
treated with strictest confidence. 


Write Box 652, ADVERTISING AGE 
Chicago 11, Ill. 


200 E. Illinois St. 


of an agency or one of the men 
behind the desks, we may be 
able to help you — and it won't 
cost you a cent! 


people have informed of “The Agency’ ” 
ni y's Agency 
this ad. Stanley D. Roch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 
PROOFREADER 
Advertising department of Philadelphi 
pharmaceutical manufacturer’ requires 


here's that 
copywriter job 


agency where your every 


*% Our PROFESSIONAL 
DIVISION serves many of Chi- 
cago’s leading advertising and 
publicity agencies, newspapers, 
magazines, radio and TV sta- 
tions. 

% Our files contain applica- 
tions from graduates of 106 col- 
leges and universities. We have 
copy writers, artists, media peo- 
ple, editors, free lance writers. 

% No fees charged applicants 
or employers. 

Professional, Sales & Clerical Office 
Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 


can dig and come up with 


us that letter—quick! 
Box 981 


you ve dreamed about? 
How would you like to work in a solid 4A Chicago 


president himself (not a plan board)? Where you are 
a key man in setting the advertising strategy for some 
of the finest national consumer accounts (no cubby- 
hole here)? Where the pay is excellent and hard 
work is rewarded with a share of the profits based on 
your contribution (not seniority) ? 


We have such an opening for a top copywriter who 


Who can perform in all media. Who can appreciate 
and intelligently use research. Who isn’t tied down 
to a formula. And above all, 
his own weight. If you think you’re our man, write 


Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


idea is evaluated by the 


sound ideas—lots of ’em! 


who can (and must) pull 
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Advertising Age, May 28, 1956 


Rare opportunity for woman advertising 
manager who can write exciting and 
convincing fashion copy. 


If you've had experience in producing smart fashion copy. 
If you have creative ability and can rough out striking 
layouts. If you like quality and appreciate such high style 
lines as Davidow, Christian Dior, etc. If you are looking 
for a career opportunity with top pay you're just the 
woman we want for advertising manager of the most out- 
standing women's wear store in the entire Northwest. 
Write giving age, qualifications and experience. 


Maurice L. Rothschild & Co. 
State at Jackson, Chicago, Illinois 


MEDIA DIRECTOR AVAILABLE 
Experienced all media for con- 
sumer, corporate, financial and 
industrial advertising. Now 
Media Director (6 years) for 4A 
—over 10 million agency. Quali- 
fied for account responsibilities. 
Previously Media Manager (10 
years) of nation’s largest rubber 
company. Family man, mid-for- 
ties. Mid-west now—willing to 
relocate. P. O. Box 532 Hudson, 
Ohio. 


SR. COPYWRITER 

$12,000-$15,000 
West Coast assignment with top-drawer, 
4-A agency. A real plum for man with 
solid history in foods, or related. Must 
be versatile in print, x some brck- 
ground in Radio-TV. rite me in full 
confidence 

GEORGE E. PYLKAS 

Executive Advertising Consultant 

on 8 WABASH AGENCY 


. State Chicago 4 WAbash 2-5020 


FREE LANCE 


ADVERTISING 


One cf the Best “Hard-Sell” 
and Borax Men in Chicago 


rect Mail 
Radio and T-V 
Now producing millions of dollars for 
ending retailers and mfrs. CAN DO 
THE SAME FOR YOU. Agency, Re- 
taller, Mfrs. experience. 
Box 978 Advertising Age 

200 E. Ill'no’s St., Chicago 11, IIlinois 


DIRECTOR OF 
ADVERTISING AND MERCHANDISING 
$30,000 to $40,000 


The Company: A progressive, growing multi-plant company in 
consumer durables field with direct to dealer distribution. 


The Job: Develop and implement national advertising and mer-~ 
chandising programs aimed at the dealers and consumers. Re- 
sponsible for administering and directing the advertising, sales 
promotion, and sales training departments. 


The Man: A creative, forceful, merchandising executive. If you 
are able to work well with people; have a proven successful 
merchandising background; are between 35 and 45 years of age; 
and earning at least $25,000 a year, write outlining your quali- 
fications. All replies handled in confidence. 


Box 980 Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


Are You the Man 
We Are Looking For? 


MERCHANDISING EXECUTIVE 


© A working knowledge of the ethical pharmaceutical 
field. 

© A successful record in developing ideas for merchandis- 
ing specialty drug products in pharmacies without up- 
setting detailman-doctor relationships. 

© Results that show you have a lot of initiative plus abil- 
ity to visualize and to plan for tomorrow’s problems 
while solving those that face you today. 

© And a strong desire to take on a more responsible role 
in a well established, progressive company where abil- 
ity is recognized and opportunity is unlimited. 


DO YOU THINK YOU ARE THE MAN? 


If so, we'd like to arrange a confidential interview. 
Write us in confidence—NOW. 
(Our employees know of this Ad.) 
Box 969 Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


EXURBANITE’S DELIGHT 


21 acres at Mill Neck, 
Oyster Bay, Long Island 


A beautifully wooded sight, situated 
on one of the highest points on the 
Gold Coast. Overlooks Oyster Bay, 
Centre Island and Long Island 

und. 

This is one of the last pieces of 
property of its kind in is area. 

oned to three acres—you won't be 
crowded. This property is priced to 
sell—will divide. Call evenings. 


Dorothy Keck, Owner 
25 The Pines 

Old Westbury, L. I. 
WHeatley Hills 5-4896 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment enly 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
f 


Executive 
Placement 
Counselors 


19 OR 90 — IF YOU ARE CREATIVE 
WE ARE INTERESTED! 


Climbing steadily, we need 3 key creative people. We like food 
chain, department store and mail order backgrounds. 
Here are the positions: 
1) Creative Director—Print. To qualify, you yourself must be able 
to write consumer copy that sells, come up with ideas and su- 
pervise copy efforts of others. 
Retail Art Director—You must be able to layout first-class retail 
ads for department store, drug or food chain clients. 
Television Director—You must be able to write and produce 
selling TV commercials—live and film—and direct similar work 
of others. 
If you come with us you will have an exceptional he 
The salary is good and there are other benefits as well .. . but 
the real opportunity for you is in our growth possibilities. 
Please write, telling everything we need to know about you to 
set up an interview. Address replies to Mrs. Marie Pervos, Office 
Manager—Do Not Phone. 


Rutledge & Lilienfeld, Inc. 
121 West Wacker Drive « Chicago 1, Illinois 


2 


_— 


= 


Fine, Fast, Fairly Priced Photography 


J 


AVAILABLE 

ACCOUNT EXECUTIVE 

FOOD SPECIALIST 

Extensive retail food experience. || \guseer 
Knows food business thoroughly. 
Three years as Account Executive 
with a small agency. Familiar with 
all phases of Fy fey A good 
businessman who knows market- 
ing and merchandising. } 
Creative—Young (32) —Single— 
Ambitious. Eager to leave small 


agency for more challenging po- WILLIAM BOLTON 


sition with agency or industry. 
Kon 1243 Western Saving Fund Building 


Box 973 Advertising Age 
480 Lexington Ave., N. Y. 17, N.Y. | Service Nationally 


Fine-Screening 
Speeds Hiring 
Experienced in every 


hase of advertising, 
olton’s careful study 


IF YOU HAVE A SIGN OR 
ADVERTISING SPECIALTY 
IDEA THAT REQUIRES 
FINANCING AND 
PROMOTION 


Multi-million dollar concern with 
world wide distribution and nu- 
merous plants will seriously con- 
sider putting into production new 
acceptable ideas in the si or 
advertising specialty field. is is 
an outstanding opportunity to 
capitalize handsomely on your 
ideas, designs or inventions. Write 
in complete confidence. Describe 
our idea as fully as possible. 

ersonal interviews will be ar- 


ranged. Box 977, Advertisi e, 
200 E Illinois St., rahrerns Ais Th 


YOUR CLASSIFIED 


es 
pics ADVERTISEMENTS 
photographers HERE WILL GET 


DEARBORN 2-1062 


187 N. LASALLE. CHICAGO = ILLINOIS RESULTS 
PUBLICITY COMMERCIAL 
INVENTION INDUSTRIAL 


ree & 


of positions and appli- 


cants often brings them 
together as handily as 


a brand new zipper. The 
for the job—or isn’t sent. 


Bolton man is geared 


Philadelphia 7, Pa. Kingsley 6-1330 


McCann-Erickson, Chicago 
wants two good writers 


* * * * This is the kind of While he’s worked mostly in 
writer we are looking for: print, he has demonstrated his 
: : talents in television. 
Penge tenn ~sy oad This is the kind of writer we 
now have. Because of it our 
He thinks in pictures as well business is growing. And be- 
as words. But his main concern cause of that these two jobs pro- 
is with the kind of copy crafts- vide an exceptional opportunity. 
manship that will put over the If you're interested, tell us 
sales idea. why in a one-page letter. Please 
He’s had enough experience attach a résumé of your experi- 
to allow him to take over the ence. Address Creative Direc- 
principal writing job on impor- tor, McCann-Erickson, Inc., 318 
tant national accounts. So. Michigan, Chicago 4. 


TOP QUALITY 
TV PRODUCTION 


Personal supervision of 
your Chicago TV commer- 
cials is now possible by an 
on-the-spot network pro- 
duction company. 
CNC Productions, Inc. 
21 West Ontario, Chicago 
Michigan 2-1833 


+ 


published during the period ending 
\ DECEMBER 31, 1955 


% tS ne dee 
eo Re hs 


WANTED 


INDUSTRIAL 
ACCOUNT 
EXECUTIVE 


Must have ability to justify at 
least $10,000. Background on 
products sold through industrial 
supply distributors and automo- 
tive jobbers desired. Machine 
tool and electrical uipment 
experience welcomed. Large 
midwest 4-A agency outside 
Chicago. Bex 975 Advertising 
og E. Illinois St., Chicago 


... for your 1956 
Graphic Display Excellence Award 


drapery 


Jor Editorial Evcellence 


Merchandising, Trade & Export Papers 
thank 
1956 AWARD OF MERIT you, 


Curtain & Drapery deny 
Department Magazine 


For & ding Graphic Pr 


of the Eighteenth Annual 
Editorial Competition 


3 


Conducted by 
INDUSTRIAL MARKETING 


CURTAIN and DRAPERY Departmen: Magazine 
will continue to intrigue the interest of its readers 
with superior editorial presentation. This kind of 
leadership comes only from experienced and tal- 
ented personnel. We are proud of our staff. 


cur tain Published monthly by 


= HALL PUBLISHING COMPANY 
Established 1888 
230 Fifth Ave., New York 1,N.Y. * MUrray Hill 5-5165 
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Highest issue in McCall’s 


ARCH McCALL 


history... 


HITS 


9000-000 


TOTAL CIRCULATION 


McCall's Continuing Circulation Gains Since 1950 
| 


4,641,018 
4,558,602 
4,557,861 


4,446,146 


4,150,347 


~~" | 
1950 1951 1952 1953 1954 1955 


SOURCE: ABC, SECOND SIX-MONTHS’ FIGURES 


Two important things happened last March. The price of 
McCall’s was increased from 25¢ to 35¢...and more people 
than ever before bought McCall’s. 


The March issue of McCall’s set another new circulation high 
with a total circulation over 5,000,000—including a newsstand 
sale of 1,800,000 (Publisher’s Estimate). 


The real significance of this latest circulation record is that it 
continues an up-trend in McCall’s circulation which started 
in 1950 and has continued consistently since then. 


The trend is shown in the chart at left. And here are the 
latest ABC figures: 


2nd 6 months 1956....... 4,641,018 
Last quarter 1955....... 4,677,472 
December 1955....... 4,750,783 


JUNE McCALL'S 


offers a powerful 

& array of outstand- 

ing editorial fea- 

tures and adver- 

} tisements of spe- 
cial interest to a 


woman and her 


The magazine of Togetherness | 


MeCalls 


THE 44 Days 
THAT ROCKED AN EMPIRE 
bh ow DICHESS OF TIVDSOR 


be tor 
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